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BBDO Loses Out... 


Standard (Ind.) 
Seeks New Shop 


} for Institutional 


Bates, Campbell-Mithun, 
MacManus, John & Adams 
Vie for $600,000 Account 


CuHicaGco, Nov. 3—Standard Oil 
Co. (Indiana) is expected momen- 
tarily to appoint a new agency for 
its institutional advertising, suc- 
ceeding Batten, Barton, Durstine & 
Osborn. 

Reportedly under consideration 
for the account, which has been 
billing an estimated $600,000, are 
three agencies—Ted Bates & Co., 
Campbell-Mithun and MacManus, 
John & Adams. The company heard 
formal presentations from the 
agencies several weeks ago and the 
matter has been in the hands of top 
management since then. 

BBDO, which has handled the 
account for many years, loses out 
because of a large-scale corporate 
reorganization by the oil giant, 
which becomes effective Jan. 1, 
1961. Under the plan, which Stand- 
ard announced last summer (AA, 
July 11), all product refining, 
transportation and marketing oper- 
ations will be combined into a uni- 
fied subsidiary company, to be 
known as American Oil Co. A sin- 

(Continued on Page 115) 


Merger Makes 
Caples Unit of 
Geyer Agency 


Move Makes Geyer 
Operation Nationwide, 
Billing $35,000,000-Plus 


New York, Nov. 3—Geyer, Mor- 
ey, Madden & Ballard will acquire 
the Chicago-based Caples Co. Dec. 
1, the move resulting in an agency 
billing “in excess of $35,000,000,” 
with offices in seven cities. 

The move unites two long-estab- 
lished agencies—Geyer, Morey will 
celebrate ‘a half century of con- 
tinuous operation next year, while 
Caples will mark its 40th anniver- 
sary. The consolidation will be the 
fifth for Geyer, which has flour- 
ished through more mergers than 
most—and has changed the name 
on its door at least half a dozen 
times. 

This time, however, the name 
will remain the same, and Caples 
will be operated as a division. 

The acquisition will give Geyer, 
Morey four offices in the Midwest 
and on the Pacific Coast, thus 
creating the agency’s first network 
of offices across the country. At 
preserit, Geyer has offices in New 
York, Detroit and Dayton. The ad- 
dition of Caples will give it of- 
fices in Chicago, Los Angeles, 
Omaha and Portland, Ore. Caples’ 
New York office will be moved to 
the Geyer headquarters in New 

(Continued on Page 115) 
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THE NATIONAL NEWSPF 


tising Agency Magazine, formerly Advertising & Selling 


Second Class Postage Paid at Chicago, lil. Copyright, 1960, by Advpe 


First—Conn Organ Corp., Elkhart, Ind., will use The 

ning Post for the first time with this color center spread in the Nov. 

12 issue. B&w pages will follow in the Post as well as in Holiday, 

House Beautiful, National Geographic and Reader’s Digest. Batten, 
Barton, Durstine & Osborn is the agency. 
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Saturday Eve- 


AA Survey... 


7% Gain in National 
Volume Forecast for 
Print, Broadcast Media 


New York, Nov. 3—National 
advertising in nine major media 
will be up this year, according to 
estimates made for ADVERTISING 
AcE by media organizations. It 
looked today as if the 1960 total 
will be $4,019,050,000, as com- 
pared with a 1959 total of $3,752,- 
384,000. 

Direct mail’s national revenues 
are not included in the 1960 esti- 
mated figure, since the Direct 
Mail Advertising Assn. reported it 
had no way of breaking down an 
expected $2 billion volume this 
year into national and local. 


# Although the combined total of 
network and spot television was 
larger, magazines again led the 
list of individual media this year, 
with an anticipated national rev- 
enue of $875,000,000—a gain of 
$88,000,000 over last year. 
Newspapers are looking forward 
to an $803,000,000 year—up more 


Ford Reveals 


Long-Range Test 
of Media Uses 


Effort Involves Local 
Blackouts, Redistribution 
of Funds to Other Media 


DEARBORN, MicH., Nov. 3—Ford 
division of Ford Motor Co. con- 
‘irmed this week that it is cur- 
ently involved in a long-range 
yroject, studying both media effec- 
iveness and copy objectives. 
‘George H. Brown, marketing re- 
earch manager, said he could not 
give many details of the project, 
since much of the research de- 


(Continued on Page 124) 


Ad Volume in 9 Media 
to Top $4 Billion in ‘60 


than $30,000,000 from their 1959 
figure. 

Business publications, which en- 
joyed a $510,600,000 year in ’59, an- 
ticipated a gain to the $546,300,000 
level. 


s Network television estimated it 
will move to the $690,000,000 lev- 
el, from a total of $627,000,000 in 
1959. Spot tv, which reported 
$605,603,000 last year, reports it 
will end 1960 with $650,000,000 in 
the till. 

Network radio anticipates only 
the slightest of gains, from 1959’s 
$35,633,000 to a figure of $35,750,- 
000 this year. Spot radio, how- 
ever, looks for a gain from last 
year’s $188,143,000 to $195,000,000 
this year. 

The outdoor business expects a 
final figure of $120,000,000. In 
1959, the total was $114,600,000. 

Only Sunday supplements think 
there will be a decrease in their 
performance. Last year’s total 
amounted to $111,500,000; the 1960 
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Eastern Four A’s Conference... 


End Image Talk: Foley; 


It's Still 4A’s Top Topic 


‘Nervous Chatter About 
Our Image’ May Enlarge 
It, Says McCann’s Foley 


(For pictures and other news of 
the Four A’s eastern conferenee, 
see Pages 3, 10 and 116.) 

New York, Nov. 3—Advertis- 
ing’s image? The creative session 
of the American Assn. of Advertis- 
ing Agencies’ eastern conference 
began with film clips of interviews 
made by Ted Bates & Co. with 
housewives in Franklin Square, 
| a 
e@ One young matron, asked if she 
approved of hucksters, replied, “I 
imagine there’s room for every- 
body in the advertising business.” 
e Another woman found tv com- 
mercials “obnoxious and repeti- 
tious.” 

e A third thought the Blue Cheer 
commercial “ridiculous,” the Dash 
ad “cute.” 

e Another woman, who couldn’t 
identify the sponsor, said the com- 
mercial “with the repair man is 
very irritating.” 

e One housewife thought advertis- 
ers would not lie, “but they would 
elaborate on a product too much.” 
e Some commercials, said another 
woman, are “very boring, but I 
like the Piel’s commercials... No, 
they don’t sell me the beer, not 
particularly.” 


s Paul Foley, exec vp of McCann- 
Erickson Advertising, a member of 
the creative panel, talked about the 
image problems of advertising. 
“We undoubtedly spawn and give 
currency to the very images and 
imagery we abhor at a rate faster 
than do most of our detractors,” he 
said. “Why? Because we are nat- 
ural born communicators, and we 
delight in three things: Talk, talk, 
talk.” 

Mr. Foley advised that the busi- 
ness “stop the nervous chattering 


take is now expected to be $104,- | about our image,” warning that 


000,000. # 


(Continued on Page 10) 


Last Minute News Flashes 


Pick Hotels Picks Buchen; Sets $500,000 Ad Budget 


Cuicaco, Nov. 4+-Pick Hotels Corp. has appointed Buchen Co. to 
handle advertising jor the hotel chain. Pick has set a $500,000 ad budg- 
et for 1961. Metropolitan Advertising Agency is the former agency. 


Trans-Canada ‘Undecides’ Agency Decision 

MonTrREAL, Nov, 1—Trans-Canada Air Lines, which last week an- 
nounced its intention t# leave its $1,500,000 domestic advertising ac- 
count at Cockfield, 3rewn & Co., said this week that no “official de- 
cision” has yet bee: made. Jack McGee, advertising director, admitted 
that he had “failed o Graw a proper distinction between our decision 


based on the ass¢+ 
company managere it. 


reat study (of agencies) and a final decision by 


Dutch Bulb Gr: wers Switch to Wexton 


New York, Nov 4. SAgsociated Bulb Growers of Holland has switched 


its advertising acc: 
bills more than $10( 30d, 


nt from Chirurg & Cairns to the Wexton Co. It 


Grey Adds RC { Victor Records in Canada 


MONTREAL, Nov. 
to handle its reco? 
in the U. S. All o'}» 
ter Thompson Cr 


—RCA Victor has named Grey Advertising Ltd. 
ai@ision, beginning Jan. 1. Grey has the division 
* RCA Victor products will continue with J. Wal- 


(A. itignal News Flashes on Page 115) 
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Study Shows Educated, 
Old People Least Well 
Disposed to Advertising 


New York, Nov. 2—The tor- 
tured image of advertising held 
the center spot at the annual east- 
ern conference of the American 
Assn. of Advertising Agencies. 

At luncheon Norman Strouse, 
president of J. Walter Thompson 
Co., presented his views on how to 
change what Madison Ave. stands 
for (AA, Oct. 17). 

Then, in closed session in the 
afternoon, the agency men got 
down to some specifics: 

Rolland W. Taylor, president of 
Foote, Cone & Belding, explained 
why the Four A’s hired Hill & 
Knowlton (reputedly at less than 
$40,000 a year) to work on adver- 
tising’s image, and why they 
elected to bypass other suggested 
avenues. Mr. Taylor told the agen- 
cy men that by last summer the 
Four A’s had seen more than 25 
proposals for advertising cam- 
paigns, some initiated by media, 
but had decided against any speci- 
fic campaign, although agencies 
which wished to participate in 
efforts like the Philadelphia News’ 
space offer are encouraged to do so. 


s The Four A’s decided to en- 
courage the Advertising Federa- 
tion of America’s proposal to turn 
Advertising Week into a 52-week 
program for interpreting advertis- 


(Continued on Page 118) 


It's Tougher to 
Launch Products, 
Seminar Is Told 


Kastor, Hilton Session 
Hears Problems of Cost, 
Media, Outlets, Tests 


New York, Nov. 3—It’s going to 
be tougher than ever to launch a 
new product on television next 
year, and new product claims will 
receive careful scrutiny in four 
categories: Substantiation, accur- 
acy, derogation and taste. 

This was the word today from 
E. K. Hartenbower, chairman of 
the tv code review board of the 
National Assn. of Broadcasters. 
He was one of about 15 speakers 
at the seventh annual new products 
seminar sponsored by Kastor, Hil- 
ton, Chesley, Clifford & Atherton. 

Among other topics covered at 
the seminar, attended by several 
hundred marketing and advertis- 
ing executives, was controlling the 
costs of new product testing and 
how to prepare new products for 
the vital introduction to super- 
market chains’ buying committees. 


= Luncheon speaker James M. 
Gavin, president of Arthur D. Lit- 


(Continued on Page 124) 


peda’ See et ae ee ACA rN een Rei aM Sf a © fe 3, a a tel NOE See ey AG eee een eee meer ne ld i) ee dr Pl ae OT a ie PA a «ED RR Day a cage = all BOE 2 9 SIT yh I iG ale RY Pag ARI 5 ita aC atic aN OR Ea! oe S OND mite. Latta Dam cat apa) Se ee ea LA ete nia ae 
ee SEIS oe Oe Fg a 5s SS ae ie eer Seem | oa mn aan aa ke see ee eS eRe cr Ba ean reg iy ee ae 
. Rape ae Pee eda age a a ceo age aA Ro Ae ie. | em We Seta see a evan oh cats cage sh ce canna ama ap Ee oe 7 a Fy yea 3. a oe = Meer ONES aes a «aia Bey Re egal te So ae ee cee a MER RY ah Spa Cr Mera sly Reel irat Fie GON SABE ce pe ores 
ee ai ee: Re RRR MN tn 2 ne De Da Se ee ree bg omg Oe decks hee ar i a lait ates bees J gee ee pe cca wept. ee Pegg a eee are a Ara a 
. ee ‘ ee 
: ‘ - 589 
. 

7 Sexe 
seine ° oe: 
ah as oe 4 
aes pie } coe 
ee RES Rca 5 a 
Be aaa: j ue 

Sass. i 
ore i 
Pee: 
pe 
a me 
4 a 

: ie 

% ae i: 

i 7 

I # 
: ’ 
— ee» >) 
‘ < « t BS Bact RAK Se AN RICAN BIS 29 a ees ee ae Se ee es | Bes e138 , : 
Bats ss ae es Re . ( fe en ee ee ae ye 
_ . : . a . es . ee ‘ 
a ee : 
, | | an 
o_O = ee ae 

A ; | . 

: “ shavaie oa ya , 

- } é i ae € ‘ ia a : Per 

. ies mice at ee ee, Se dla 
a 4 | _ ie rm P 3 eat eee a 
i a an > CR Copa ae etl 35 
ees aT $ RSS ten Se i * . Fee eee 
a of eee ee ooo veh Are rn eee a — 
A eae | : fee Ae be an peony are 
en caine ae eae a | rates a ttt ete 0 eo 
oi we wanes By —= : Pious 
5 Se a . neepenronen - reenhanes De haere a raves a 
price Kites * wi ia) So eee oh ee ee s Beas EY aoa ines F fs -™ “Res = 
Teel ial : Bi a fs a." jo oe Pe Ce cleeniaticeiaieaiamall 
ease 7 +9 ape, ee cso eo 3 ee ae 
Pepe eee. : Z penpor ag ara A Det BEAR is" ke sa tne ener tm ts Oat eum 
Ae, AC RPC ae ee eg. Oe Been ig. ts ae ee Pe oS) ae | ee te teyenat owe mo ie wo we . 
eee: se sd a ee th ee Ot, Fa pate te wets a ann a 
Saah ore ea Ns a Bs ee ie AE ee i USES ares 2 PN A ae mr sickle ery et eens “eG 
Cae ee Tea edie fat ramet. > SER ee Ie emma! Be. 3 
brane th See NA Bee ME Big ee a a ee foepee ed ees See ate ag <a teegd a CERIN aa comel | a 
T-score i ase Rates ps aes ae Si ie Ee ee et Sar la las te Be 
er er Bt os aoa hae Se ii rete ti ete eet se pe ea Re 
ES Os, ee ae. to Mee as et Me rae rahiiniidveenetibidihies. f 
pee ee Mie Sea ae See eS a ‘ reas. bos sabetepetre Rese: 
AB or ee es 7 5 So a ea ee aes eieelaivabeaeapebeoad re 
Be a0, eget ia Bat Ron ae my Aaby beg antl reren tre ee ne ee ee tee sem 
eh eae eee : Lees ee Real fea ay cay dhe. > ar iene ees 
eS ae ; a. aia Beeler CONN ORGAN ws 60 
ig aoe a ‘ Frog phe a 2 Rae pete [Sih Wy 0 reper meres mses women! | ‘ 
ate as Se ee ae) oe" . 2 hea MAR omg ceareapente Yer e beatth apenanes | ead 
= eet Miee tere eS. = ea ‘ Con tel i aoe AS Repti, or 
sae hia ; Pill Biter Goan tn ern ae a 
— Lage: Segre ect © 5 eter wien « ite Rie my 
7 "a ine er Se “4 ee na 
Se he ae ‘ + . aes 
Le ey £X 
Sooo eo 7 
ie ee 7 
¥ 
ea a Ete | 
% ; — 2 ; 
| 
‘ } 
, Po | 
aS ae 
ies Us eet a 
Peiiare ee ieie ee aoa 
Brees pane e.S see 
Wie ertiai, FS | = 
PY Wit Pearse Me, oy 
Sie ere | = 
Pick pane | z 
ER hie cee m 
ehece secs 
et pe 144 
ee ct! E 4 fe 
ie eek a aa - ioe 
; =e ie he Me 
ie NS be 
aie: 4 3 mit 
wae a : . 
ae so oe ; x 
| 
| 
| 
d | : 
Pt ee 
are 
ee. an é 
ioe ae z 
a oe xe 
Cig <. f ae ae 
aes ae “ 
sep ea 
aia ee | nee 
oe at k | % 
Se SE if ag’ 
a A 
Bhage 3 
“7 =e * | i 
ara: _ he De be : 
| 
a | 
| ae . 
i 
ee ‘ es 
< 7 | GE 
. 
4 | 
ie. ATG Get aa ae 7 Ey ‘ 
+ sie 
a8 Bie Rete race e é or. é a Spe, sil Z 2 ile 2 , . sae _ f g ? ‘acs oe. #2 iL Sees a a ae = tee a 2 ie i es = 
a, oe Saath Se ee. oe chanel : ee ss gas oe rete 8 : ainda 2 ra ee eas — ” 
ee 2h os 3 eee ts Vo rate : i rn cee ae aioe < s : a bi = jig ie cen : c es 


Crane Seeks New 
Agency; Conflict 
Washes Out Ayer 


Curcaco, Nov. 1—Crane Co. this 
week started interviewing agencies 
in a search for a successor to N.W. 
Ayer & Son, which resigned the ac- 
count, effective Dec. 31. 

Ayer, which landed the Crane 
account just a year ago (AA, Nov. 
9, 59), said it made the move be- 
cause “Crane’s accelerating expan- 
sion into air conditioning in a ma- 
jor way would have created a con- 
flict with Carrier Corp., an Ayer 
client since 1945.” 

Crane already has been contact- 
ed by seven agencies and a team 
of six Crane advertising and mar- 
keting executives will begin hear- 
ing formal presentations this week, 
both in New York and Chicago, 
ADVERTISING AGE learned. The com- 
pany expects to name a new agen- 
cy in about two weeks. 


® There was some conflict as to 
the size of the account. One source 
told AA that Crane will bill more 
than $1,500,000 this year. Another 
source estimated that the company 
would spend only $500,000 during 
1960 on advertising. 

When the Crane account moved 
last year from Buchen Co. to 
Ayer, it was listed as a $1,000,000 
account. Two months after losing 
the account, Leon Morgan, presi- 
dent of Buchen, said that Crane’s 
tctal space budget for 1959 was 
$551,951, and that his agency’s to- 
tal profit on the account amounted 
to $95 (AA, Jan. 18, ’60). 

When Ayer took on Crane a year 
ago, there was no conflict with 
Carrier Corp., large commercial air 
conditioner manufacturer. Last 
January, Crane purchased Nation- 
al-U.S. Radiator Corp., Johnstown, 
Pa., which had an air conditioning 
subsidiary (AA, Jan. 4). 

Crane became seriously interest- 
ed in the air conditioning field 
last summer when it bought Gen- 
eral Air Conditioning Corp., Los 
Angeles. Since then, Crane has 
been active in marketing hydronic 
heating and cooling systems for 
homes. 


@® Crane has been involved in 
three major agency switches in the 
last two years. In addition to the 
shifts from Ayer and Buchen, the 
company moved its plumbing and 
heating account from Leo Burnett 
Co. to Buchen (AA, Dec. 1, ’58). # 


Farm Paper Group 
Reorganizes, Plans 


Chicago Quarters 


Cuicaco, Nov. 2—State & Local 
Farm Papers, a group of 30 farm 
publications, is planning to reor- 
ganize and open a headquarters 
office here with fulltime manager. 

Until now the group has been op- 
erated on a somewhat informal ba- 
sis by a rotating committee cur- 
rently headed by Ernest Porter, 
Home State Farm Publications, 
Cleveland (until recently Capper- 
Harman-Slocum). 

James Edwards, president of 
Prairie Farmer, has been named to 
set up ground rules for a formal 
corporation. He said he expects the 
plan will be completed in about a 
month. 

The five-year-old organisation 
has been operating on a promotion 
and research budget of about $70,- 
000 a year, with each publication 
contributing a pro-rata share of 
the cost. It is likely the group’s 
advertising will be suspended until 
the reorganization is completed, 
Mr. Edwards said. 

Aubrey, Finlay, Marley & Hodg- 
son has been handling the account. 


Starting today, these two typewriters will 
electrify your office (and at no extra cost) 


Week, Fortune, Newsweek, Time 


lications. Cunningham 


NEW TYPES—Smith-Corona will use color spreads like this in Business 


introduce its latest electric typewriter models. Ads in b&w are also 
scheduled in banking, insurance and office management trade pub- 


bar, SMITH -CORONA 
Sc “4 


and U.S. News & World Report to 


& Walsh is the agency. 


Pierce Named TV 
Programming Head 


of Guild, Bascom 


San Francisco, Nov. 2—Guild, 
Bascom & Bonfigli, which says it 
expects to bill $13,000,000 in spot 
and network tv for its clients in the 
1960-’61 season, has revised its tel- 
evision operation, naming Sam 
Pierce to the new post of director 
of television programming. 

Mr. Pierce, who formerly was a 
consultant to the agency on its tele- 
vision shows, will handle program- 
ming for all the agency’s clients. 
All programs 
offered by pack- 
agers, syndicat- 
ors and net- 
works now must § 
first go to Mr. 
Pierce, Walter ie 
Guild, president 
of the agency, 
said. GB&B’s 
tv depart- 
ment will con- 
tinue under the 
direction of Al- 
exander Ander- 
son, who is vp in charge of broad- 
cast production. 


Sam Pierce 


a Mr. Pierce will be responsible 
for contractual negotiations and 
the settling of program and pro- 
duction details once a program has 
been selected. He will make his 
headquarters in GB&B’s Hollywood 
office, commuting frequently to 
New York. # 


| ping sight of half a dozen GM auto- 


GM Motorama 
Again Dazzles 


New Yorkers 


Donner Tells Overseas 
Plans; Gordon Defends 
‘Dynamic Obsolescence’ 


New York, Nov. 3—General 
Motors wheeled its Motorama into 
New York again this week, pre- 
senting what it called “the great- 
est family show in town.” 

Back at the Waldorf-Astoria aft- 
er a one-year hiatus, the show 
was as resplendent as ever—a col- 
orful galaxy of all the consumer 
products made by GM. 

A stage show put on six times 
daily again featured the eye-pop- 


mobiles lifted on hoists and 
|swinging out over the heads of 
spectators in the Waldorf’s grand 
ballroom. 

Admission is free, and long 
lines stretched around the hotel 
today. 

Following past custom, GM 
scheduled a big slug of advertising 
in New York papers this week, 
promoting the Motorama and the 
various GM cars. The seven New 
York dailies carried a total of 27 
pages of GM advertising today 


(Continued on Page 115) 
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Nixon, Kennedy Disavow Ad Tax 


NEw York, Nov. 2—Heading into the election next week, the ad- 
vertising business could at least be sure of one thing: Both Presi- 
dential candidates have formally disavowed any tax on advertising. 

As presented in a bulletin from the American Newspaper Pub- 
lishers Assn. last week, the disavowals took the shape—in the case 
of Sen. John F. Kennedy—of a statement to ADVERTISING AGE on 
Aug. 25, and an answer at a press conference of Associated Business 
Publications Oct. 12; Vice-President Richard M. Nixon took care of 
his disavowal in a letter to James S. Copley, chairman of the Copley 
Press, La Jolla, Cal., an ANPA director. 


Here are the texts: 


Kennedy Text 

Statement to ADVERTISING 
AcE, Aug. 25: 

“Advertising is, of course, 
essential to our life. People 
need to know about products, 
places to vacation, insurance, 
business and real estate op- 
portunities, and innumerable 
other things. 

“Advertising is useful also, 
of course, for presenting the 
views of political parties or 
candidates. It is most effec- 
tive when it does its job, for 
whatever client, in an honest 
way. 

“I do not advocate a tax on 
advertising.” 

Questioned at an Associ- 
ated Business Publications 
conference Oct. 12 about pro- 
posals to tax advertising, 
Sen. Kennedy said: 

“T am not informed in de- 
tail of the proposed tax on 
advertising. Nobody ever dis- 
cussed the matter with me 
and I have never proposed it. 
I would be opposed to it un- 
der present conditions unless 
somebody could give me a 
better argument than I have 
heard superficially.” 


Nixon Text 


“In answer to your inquiry, 
I am glad to express my 
views again regarding adver- 
tising and proposals to tax it. 
I oppose a tax on advertising, 
because I believe this would 
be a step toward government 
control of the press. 

“Our economy moves for- 
ward best when emphasis is 
given to the private sector 
rather than to bigger and 
bigger government. In this 
point of view, I of course, 
disagree with my opponent 
who would place more em- 
phasis on centralized govern- 
ment. Advertising is an es- 
sential part of traditional, 
healthy American merchan- 
dising and therefore it will 
continue to be a major factor 
in the growth of the econ- 
omy. To market our mass 
production we must have 
mass markets and in the de- 
_ velopment of these markets 
advertising plays a key role. 

“As America moves for- 
ward in the ’60s, we must 
encourage rather than dis- 
courage American private 
enterprise economy.” 


Humble Oil Moves 
Into Oklahoma 


LawTon, OKLA., Nov. 1—Humble 
Oil & Refining Co. has extended its 
marketing reach into the state of 
Oklahoma via acquisition of a sin- 
gle retail outlet here. 

Humble, the principal domestic 
marketing subsidiary of Standard 
Oil Co. (New Jersey), said that in 
addition to the Lawton outlet, three 
more Humble stations will be built 
and operate in Oklahoma by 1961. 

Acquisition of the Oklahoma 
property brings to 40 the number 
of states in which Humble current- 
ly markets gasoline. The company 
made its initial entry into Califor- 
nia and Nevada earlier this year. + 


Philip Morris Inc. has appointed Ross R. 
Millhiser director of marketing, suc- 
ceeding George Weissman, exec vp and 
a director, who has been named chair- 
man and chief executive officer of 
Philip Morris Overseas. ................. Page 4 


E. B. Weiss, director of special merchan- 
dising service of Doyle Dane Bernbach, 
says gasoline advertising is naive and 
the industry’s merchandising is pa- 
thetic Page 8 


R. 8. Avery, board chairman of Avery 
Adhesive Products, says within the next 
ten years today’s supermarkets and de- 
partment stores will, in effect, become 
mail order houses, due to a “buying 
habit revolution” 2.0.0.0... Page 30 


Barton A. Cummings, president of Comp- 
ton Advertising, says it’s possible to be 
in advertising and still be a gentle- 
man Page 36 


Manischewits Wine Co. launches a heavy 
ad campaign in an attempt to broaden 
its market Page 40 


Val L. Wylie, manager of advertising and 
sales promotion of McCulloch Corp.'s 
marine products division, says the di- 
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board motors because “co-op dollars 
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needed to be done” .0..0.......0000 Page 42 
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trial exposit i d to check “pyr- 
amiding costs of these events. ...Page 54 | 


William A. Duvall, Post Office depart- | 
ment’s chief hearing examiner, rules 
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Thomas M. Ceoney’s Master's thesis ad- 
vises ethical drug companies to continue 
to devote the major share of their pro- 
motional funds to detailing, with “pro- 
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Harry M. Nordberg, president of Pitney- 
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ward” to get advertising results. Page 95 
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FCC Too Slow on 
Decisions, Sen. 


Magnuson Says 


Tells Seattle Group 
He Plans to Propose 
Laws to Better Situation 


SEATTLE, Nov. 1—The Federal 
Communications Commission came 
in for some pummelling tonight by 
Sen. Warren G. Magnuson (D., 
Wash.), chairman of the Senate 
interstate and foreign commerce 
committee, and a panel of broad- 
cast officials brought together by 
the Seattle chapter of the Nation- 
al Academy of Television Arts & 
Sciences. 

The panel session had been 
billed as taking up the question, 
“Is government control destroying 
the American broadcasting indus- 
try?” After two hours the discus- 
sion indicated mainly that it is 
causing a lot of irritation. 


2 To open up the session, Sen. 
Magnuson said: “I am very criti- 
cal of the FCC. I don’t think they 
face up to decisions quick 
enough.” He went on to say that 
on the “whole problem of alloca- 
tions, if the FCC had faced up to 
this long ago we would not have 
the problem we do today.” He 
added that he thought now “we 
are going to have to get along 
with what we have; the pattern 
on allocations is pretty well set.” 
At another point Sen. Magnu- 
son was critical of delay in opin- 
ion writing at the FCC, and said, 
“It takes eight months for an 
opinion to be written” after all the 
evidence is in. And some of the 
evidence that is admitted in a li- 
cense application “would not be 
admitted in a police court.” 


= To panel members who ex- 
pressed irritation at delays at 
(Continued on Page 118) 
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Advertising Age, November 7, 1960 


Five Dailies Form 
Texas Group, Set 


Package Discounts 


Advertisers Can Get 
Discounts Up to 20% 
Under Single-Bill Plan 


DALLAs, Nov. 1—Five Texas 
newspapers, confirming an earlier 
report in ADVERTISING Ace (AA, 
Oct. 24), today announced forma- 
tion of a regional package that of- 
fers advertisers discounts of up to 
20% under a one-order, single-bill 
arrangement. 

The newspaper plan—offered as 
the Texas Group—comprises the 
Beaumont Enterprise & Journal, 
Fort Worth Star-Telegram, Hous- | 
ton Chronicle, Dallas Times-Herald | 


Runyon (front) 
SO BIG—John W. Runyon, president of the Dallas Times Herald, em- 
phasizes a point in discussing the new Texas Group with fellow pub- 
lisher Frank G. Huntress Jr. of the San Antonio Express and News; 


Pappas (rear) 


Second Group Planned 
DaLLas, Nov. 4—Newspapers | 
in at least three of the Texas 
Group markets are contemplat- | 


Huntress 


Alex Pappas, Ruthrauff & Ryan, 
Norsworthy, Dallas. 


Taylor 


Dallas; and J. B. Taylor, Taylor- 


ing a competing package, Ap- 
VERTISING AGE learned today. 


| California Campaign Clash... 


They are the Dallas News, 
Houston Post and San Antonio 
Light. Respective representa- 
tives of the three dailies—Cres- 
mer & Woodward, Moloney, Re- 
gan & Schmitt, and Hearst 
Advertising Service—reportedly 
are “working closely together” 
on a joint selling plan, to be 
announced shortly. 


Anti-Kennedy TV 


We Adapt Newspaper 
Cartoons: Whitaker; 
Might Mislead: Lasky 


and San Antonio Express and 
News. Combined daily circulation 


Cartoon Rhubarb: 


KPIX Rejects All 3; KRON-TV Uses 1 


major parties. The other two pur- 
port to quote points of view—of a 
somewhat discredited social group, 
|/in one case, and of the head of a 
|communist government in the oth- 


| 


| 


| son Co., and Earle Ludgin & Co. 


Parker Pen Talks TV Commercials 


With 3 Agencies; : 
Will Meet 2 More In Rut, Tennant 


JANESVILLE, Wis., Nov. 3—Parker | ’ 
Pen Co. has interviewed three oo W F A 
five agencies that it is considering arns our S 
for its $3,000,000 pen account and 

Best TV Ads Welcomed, 


plans to talk to the other two agen- 
Not Seen as Necessary 


cies within the next week. 
s Joseph W. Biety, Parker director Evil, Says Burnett Exec 


of advertising, told ADVERTISING 


AGE that following the preliminary; New York, Nov. 3—A top agency 
talks, some of the agencies will be| executive advised other agency 
asked to make more formal presen- | men here today that .they’d better 
tations. He said that more than 50| start talking to consumers as 
agencies have contacted Parker | adults. 
since the parting with Tatham- | Don Tennant, vp in charge of the 
Laird two weeks ago (AA, Oct. 24) |ty commercial department of Leo 
but added that only the five agen- Burnett Co., told the tv commer- 
cies, handpicked by the company, | cjal production workshop, “Too of- 
were being considered. ten we’re more concerned with 
Although Mr. Biety declined to! getting client approval than we 
name any of the agencies under) are with getting public approval. 


consideration, four of the select|| believe there are new worlds to 
five reportedly were Leo Burnett 


Co., Compton Advertising (which 
already handles Parker’s Eversharp 
pencil.division), J. Walter Thomp- 


Eastern 4A’s Meeting 


conquer in television commer- 
cials,” he added. “But there’s an 
old one we’d better conquer first: 
| That is, to get the viewer to accept 
| the commercial, not as a necessary 
jevil, but as a welcome piece of 
product information and salesman- 
ship.” 

There are commercials which 
are welcomed by consumers, Mr. 

(Continued on Page 116) 


Picks Ketchum to Houston Baseball 


# Talks with the agencies have 
been conducted by D. S. Parker 
and George F. Parker, president 
and exec vp, respectively, of the 
company. + 


Westinghouse 


is 874,260, or 966,000, when the! 


Corpus Christi Caller-Times 
optional buy—is included. 


an 


® As outlined in a joint announce- 
ment here today, the Texas Group 
will offer two separate rate struc- 
tures, based on a group open rate 
of $2.50 daily—as against $2.61 if 
papers are bought individually— 
and $2.41 Sunday—as against $2.51 
on an individual basis—which is 
available regardless of size or fre- 


SAN Francisco, Nov. 7—A last- | €T—again by caricature. 
minute GOP attempt to advance |. These two,” Mr. Lasky con- 


Succeed F&S&R 


the campaign of Vice-President 
Nixon by lampooning his Demo- 
cratic opponent, Sen. Kennedy, 
with a series of three one-minute 
cartoon tv spots this week brought 


tinued, “are not reasoned exposi- | 


tions of a point of view, and thus | house Electric Corp. has named 
subject to logical analysis by the | Ketchum, MacLeod & Grove to 


viewer. Nor are they obviously | andle the $4,000,000 account in- 


PITTSBURGH, Nov. 2—Westing- 


charges of “a new low for Nixon-| speaker, with their validity and 


type campaigning.” | (Continued on Page 123) 


KPIX-TV, the Westinghouse | 
Broadcasting Co. outlet here, re- Dayton Rogers Mig. 
fused to accept any of the cartoon | ‘ 

‘spots, prepared by Whitaker & Asks Publishers for 
|Baxter and placed by Tom Ross 


political opinions of a political | volving 15 divisions to be given up 
|by Fuller & Smith & Ross next 
| Feb. 1. 


|m The “reluctant but amicable” 
| ending of the 43-year relationship 
| between Westinghouse and F&S&R 
| was announced after 60 days of ne- 


Team to Run Ad 
Seeking Players 


Houston, Nov. 2—The Houston 
Sports Assn. will begin advertising 
next week in an effort to attract 
prospective major league baseball 
players for the new Houston major 
league team, which begins compe- 
bmp in the National League in 
| 1962. 


quency of schedules. Use of the op- | accociates. KRON-TV, owned by 


rate. | three. 
The two rate structures—bulk| ‘The spots were financed by the 
and/or frequency—work this way: | Nixon-Lodge Committee of North- 


The frequency rate card offers | arn California. 


discounts varying with the size of | 


(Continued on Page 54) . Clem Whitaker Jr., who now 


with agency service, is currently 
tising direct and getting back the 


° , | . . 
tional daily adds 33¢ to the open | the Chronicle, rejected two of by 1S % Agency Discount gotiation (Aa, Oct. 31), but the 


surveying trade publications about | 
| the possibility of placing its adver- | 


A page ad is scheduled for Nov. 9 


MINNEAPOLIS, Nov. 2—An indus- | ®timated billing of $1,000,000 ap- | in the Sporting News. George Kirk- 
|trial manufacturer, dissatisfied | 


parently was lower than the com-/|sey, executive secretary of the 
pany’s own figure, announced to-| Houston Sports Assn., said that no 
'day by Roger H. Bolin, director of | other advertising is scheduled now, 
| but indicated that more ads will be 

Ketchum, which had gained four | run, depending upon results. This is 
other Westinghouse divisions from | believed to be the first time that 


| advertising. 


‘operates the Whitaker & Baxter |USUal agency commission. 
Pe ggere elle ‘a - D. A. Rogers, president of Day- 


At Annual Symposium ««e/|pr organization, told ADVERTISING | 


Popai Warned on 
‘Point of Waste,’ 
Zoning Curbs 


Bourassa Raises ‘Waste’ 
Question; Keck Reports 
Growing Sign Tabus 


New York, Nov. 3—When does 
point of purchase become point of 
waste? 

This question was posed today 
by Alfred E. Bourassa, director of 
advertising of Mr. Boston Distiller, 
Boston, at the 14th annual sympo- 
sium of the Point-of-Purchase Ad- 
vertising Institute. 

Making no bones about the fact 


that he was speaking for “one of | 


the few remaining independents,” 
a family-owned business which, he 
said, represents only about 3% of 
the total U.S. liquor business, Mr. 
Bourassa said that some of the big 
companies spend more money per 
case than Mr. Boston makes in 
gross profit per case. 

Mr. Boston’s combined advertis- 
ing and sales promotion budgets 
(Continued on Page 12) 


AcE that the “editorial cartoon 
type” spots, put together by San 
Francisco’s Imagination Inc., cost 
approximately $5,000 to produce 
and involved “about $35,000 worth 
of tv time over 32 stations in the 
area. 

“The cartoons revolve around 


dates’ 
Whitaker explained, “and we felt 
| that they had considerably more 
|interest and attention-getting im- 
| pact than the conventional tv spot. 
| Every other television station in 
|Northern California, with the ex- 


|ception of KRON and KPIX, must | 


|agree with us, because they ac- 
|cepted and are now running 
| them.” 

| The three political cartoons had 
|been scheduled to. run at various 
| free times during the Oct. 23-Nov. 
|7 period. 

| 

's In explaining the KPIX refusal 
ito carry any of the spots, thus 


losing some $5,000-$6,000 in reve- | 


nue, Philip G. Lasky, Westing- 
house executive director for the 
West Coast, told the FCC, as well 
as Whitaker & Baxter, that “it was 
concluded the cartoons were not 
acceptable for broadcast on KPIX. 

“One of the cartoons,” Mr. Las- 
ky asserted, “by caricature, holds 
up to derision one of the candi- 
dates for President of the two 


the theme of a home town candi- | © 
screening meeting,” Mr. 


|}ton Rogers Mfg. Co., which pro- 
|duces metal stampings and other 
| products, said he has thus far re- 
ceived 13 replies to his letter ask- 
ing publishers for their opinion, 
and said four of them indicated 
|they would rebate the commission 
| to the company. This is in addition 
|to three others who previously 
| agreed to the arrangement. 


Mr. Rogers’ letter, sent with a| 


cover letter from Carl R. Sproat, 
|sales manager, noted that the com- 
|pany talked to two agencies re- 
cently “and regret to inform you 
that they have been of little or no 
use to us in introducing anything 
| that is very creative, according to 
jour judgment. 


|@ “I arn frank to admit that it does 
|seem most unnecessary to have to 
| work through any one or two of 
|these agencies,” the letter contin- 
|ues. “We are well aware of the fact 
that at the top of our expense is a 
15% commission. I think if this 
(Continued on Page 118) 


Dartnell Readies Directory 

Dartnell Corp., Chicago, is com- 
piling its sixth edition of “Direc- 
tory of Speakers for Sales Meet- 
ings.” Speakers desiring to be listed 
can send information to Charles F. 
Johnson, editor, “Sales Executives 
Service,” 4660 Ravenswood Ave., 
Chicago. 


| F&S&R in October, 1959, now adds 


| nine apparatus divisions, the atom- | 


|ic power products group and five 
|of the company’s general products 
| divisions. 

As a result, Ketchum will be re- 
| sponsible for the advertising of all 
| Westinghouse industrial and de- 
|fense products, Westinghouse 
| Broadcasting Co. and corporate 
| print advertising. 

| 


|m Westinghouse has concentrated 
its consumer products at two other 
agencies, McCann-Erickson and 
Grey Advertising Agency, with 
billings of about $35,000,000. 

George Ketchum, president, said 
his agency currently bills close to 
| $34,000,000. 

“We have done a lot of other jobs 
|for Westinghouse over the past 20 
years,” he said. Ketchum has han- 
dled a number of “special events” 
projects for the company, such as 
the political packages on radio and 
|tv in 1952, 1956 and this year. Part 
of the current political package, 
bridging the national conventions 
and the Presidential election, have 
been weekly interviews, which will 
end this week. The political pack- 
age falls under the corporate ac- 
count. 

As for the consumer accounts, 
the agency has made no passes at 
them, Mr. Ketchum said—‘“though 
perhaps I should not say that. I 
have no reason to let any other 
agency rest quiet!” + 


|/a major league baseball team has 


run a page ad seeking players. 

Mr. Kirksey said that it was ten- 
tatively planned to mail proofs of 
the Sporting News ad to high 
school and college baseball coaches 
throughout the U.S. The ad was 
placed directly by the association. 


ATTENTION 
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CALLING ALL STARS—The Houston 
Sports Assn. will run this page ad 
seeking prospective major league 
baseball players for the new Hous- 
ton National League team in the 
Nov. 9 issue of Sporting News. 
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Millhiser Named 
Marketing Head 
of Philip Morris 


New York, Nov. 1—Ross R. Mill- 
hiser has been named director of 
marketing of Philip Morris Inc., 
succeeding George Weissman, exec 
vp and a director, who has been 
named chairman and chief execu- 
tive officer of Philip Morris Over- 
seas. 

Mr. Millhiser, a vp, was former- 
ly assistant chief of operations and 
assistant director of marketing. He 
will report directly to Joseph R. 
Cullman III, president of Philip 
Morris. 


e Mr. Weissman will continue to 
serve in his positions with the par- 
ent company, in addition to re- 
maining a director of its subsidi- 
aries, Milprint Inc. and ASR. 


Ross R. Millhiser 


Products Corp. 

Mr. Cullman, announcing the 
promotions, said that Mr. Weiss- 
man’s appointment pointed up “the 
growing importance of the compa- 
ny’s international operations.” 
Philip Morris Overseas currently 
exports cigarets to more than 96 
territories throughout the world, in 
addition to having operating affil- 
iates in four countries and licens- 
ing agreements in another four. 

George Dawson, vp of the parent 
company and president and chief 
operating officer of Philip Morris 
Overseas, will continue in these 


George Weissman 


' positions. 


Additional executive promotions 
at the parent company, effective 
Nov. 15, are: John E. Cookman, vp, 
diversification, has been named 
treasurer. He succeeds Hugh Cull- 
man, who has been named vp and 
assistant chief of operations. Clif- 
ford H. Goldsmith, formerly as- 
sistant to the vp, subsidiaries, has 
been named to head subsidiary re- 


lations, a new title. + 


Esquire Radio Gets Officers 


Esquire Inc., New York, has ap- 
pointed officers of Esquire Broad- 
casting Co. of Atlanta, a subsidiary 
formed to operate WQXI, Atlanta, 
Ga., a recently acquired radio sta- 
tion. Officers of Esquire Broad- 
casting are John Smart, also pres- 
ident of Esquire Inc., chairman of 
the board; Abe L. Blinder, exec 


vp of the parent company, presi- | 


dent; and Barry Sherman, man- 
aging director of the radio-tv di- 


vision of Esquire Inc., exec vp. | 


The publishing company expects 
to add more broadcasting proper- 
ties in the future. 


DWIGHT PAULHAMUS 


Western Regional Sales Manager 
STOKELY-VAN CAMP, INC. 


Oakland, California 


A Native “Puget Sounder’ Discusses 


Tacoma. While discussing Western markets, Mr. Paulhamus made the 
following comment regarding the Pacific Northwest: “As a native of the Puget Sound 
area I have always recognized the powerful influence of The TACOMA NEWS 
TRIBUNE in Washington State’s second market. We’ve found by experience we can- 
not cover this market without the concentrated circulation of this newspaper. That’s 
why we always include the News Tribune when we advertise in the Pacific Northwest, 
one of our more important market areas.” 


in the Tacoma market. . 
of the Seattle dailies in this market. 


Think Twice About Tacoma 


The Tacoma market is Washington State’s 2nd market; the News Tribune 
is the No. 2 evening newspaper in circulation and advertising linage. 


The Tacoma News Tribune delivers more than 84,000 daily circulation 
. more than 7 times the combined circulations 


TACOMA NEWS TRIBUNE 


Represented by SAWVER-FERGUSON-WALKER COMPANY, inc. 


New York + Chicago « 


Philadelphia « 


Detroit + Atlanta « 


Los Angeles + San Francisco 


| Kelly Girl Expands 
Ad Program for 


Secretary Service 


| Detroit, Nov. 1—Kelly Girl 

| Service Inc., in the business of pro- 

|viding temporary secretarial aid, 

“is about to start an even more ex- 

| tensive advertising campaign than 
it has had in the past. 

The Kelly organization will 

spend in the neighborhood of 
| $500,000 in the next year on maga- 
|zine advertising, a direct mail pro- 
gram, a country-wide classified 
| advertising effort and a merchan- 
|dising plan with various local im- 
| pacts. 
. These are all designed to sup- 
| port and reinforce direct sales ac- 
tivities of Kelly’s 128 offices from 
coast to coast. The Kelly Girl 
Service provides all types of office 
help, typing, calculating, bookkeep- 
ing machine operation, reception- 
ists, filing, switchboard operation, 
|keypunch operation, stenographic 
|help and convention service. It is 
one of several companies supplying 
the same general type of aid, which 
|in total employ some 300,000 per- 
|sons each year and expend some 
$70,000,000 in salaries either on a 
_ parttime or fulltime basis. 


® Employes of Kelly Girl Service 
are paid hourly rates, based on 
the local labor market, and all bill- 
ing is done through the national 
headquarters in Detroit. All ad- 
vertising also is handled from De- 
troit. Ross Roy-BSF&D is the agen- 
cy. + 


FCC Okays United Sale and 
Purchase of Radio Stations 


|Commission has authorized United 
| Broadcasting Co. to sell radio sta- 
|tions in Newport News, Va., and 
| Hagerstown, Md., and to buy sta- 
|tions in South Miami, Fla., and 
|New York City. The commission’s 
| action, with commissioners Robert 
| Barley and John Cross dissenting, 
| lets United sell WTID, Newport 
|News, and WARK, Hagerstown, for 
a total of $397,000. United is buy- 


| $50,000 and WBNX, New York, for 
| $740,000. 

| WTID is being purchased by Max 
| Reznick, a Washington area radio 
j}and tv personality. WARK’s new 
owner is WARK Inc., headed by 
Henry Rau, who owns WOL, Wash- 


The Federal Communications 


| count 
ing WFAB, South Miami, for | 
jand Chris Kowitz 
|Mr. Helms was formerly assistant 
| national 


Could be it’s a secretary you need for a few days. 
Or a clerk to do a little typing— some filing—or heip 
you catch up with that rush job. Just call your local 
KELLY GIRLS* service—the national organization 
supplying 100% guaranteed temporary office help. 
Every gi is bonded and insured. All office shills. 
Simple rate structure. too Get the Kelly Giri habit 


RE GIRL 


EXTRA HELP—This two-column, 10” 

ad for Kelly Girl is slated for Of- 

fice Executive in November, For- 

tune in December and Time in 
February. 


ington, WNAV, Annapolis, and 
WDOV, Dover, Del. United cannot 
complete purchase of the South 
Miami and New York stations until 
it completes the sale of the New- 
port News and Hagerstown sta- 
tions. United, controlled by Rich- 
ard Eaton, also operates WMUR- 
TV, Manchester, N. H.; WJMO, 
Cleveland Heights, O.; WINX, 
Rockville, Md.; WOOK and 
WFAM-FM, Washington; WCUY- 
FM Cleveland; WSID, Baltimore; 
and WANT, Richmond. 


Cole & Weber Names Two 

Cole & Weber, Seattle, has ap- 
pointed Kenneth A. Helms an ac- 
executive specializing in 
servicing insurance advertising 
a copywriter. 


advertising manager of 
General Insurance Co. of Amer- 
ica, a Cole & Weber client. Mr. 
Kowitz was formerly a_ sports 
writer of the Portland Oregonian. 


Northwest North Carolina, too . 


YOU CAN'T 
» — COVER 


F JOURNAL ~->SENTINEL ~ 


. . . the only daily newspapers covering an important 11-county area of 
North Carolina. Buy growing, prosperous Winston-Salem . . 


. get bustling 
where people shop the pages of the 


Journal and Sentinel . . . North Carolina’s COLORACTION newspapers. Pub- 
lished morning, evening and Sunday. Combined daily circulation 108,617. 


National Rep., Kelly-Smith Co. 
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The most 


powerful : 


selling force 


ae 
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in print ‘. 


‘This Week 
oveeirs. asso MORE THAN 


13,000,000 
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Admen Not Misled 
by McGraw-Hill's 
Flyer, FTC Told 


FTC Lawyer Replies with 
Assertion Admen Aren‘t 
Necessarily Sophisticated 


WasHIncTon, Nov. 1—The Fed- 
eral Trade Commission was con- 
fronted today with a heretofore 
unresolved question: What kind of 
standard to use in judging promo- 
tional material which publishers 
send to admen. 


Earlier this year, FTC Hearing 
Examiner John B. Poindexter is- 
sued an initial decision ruling that 
the case should be dropped (AA, 
April 25). Mr. Poindexter said he 
found nothing in the materials 
which would be likely to deceive 
“the limited, sophisticated and ex- 
perienced” audience to which they 
were directed. 

In an appeal to the commission 
today, FTC attorney Charles S. 
Cox struggled to breathe fresh life 
into the case. He tried to convince 
the commission that all the admen 
who saw the McGraw-Hill mate- 
rials weren’t necessarily as sophis- 
ticated as Mr. Poindexter assumed. 


s One of the promotion materi- 
als questioned by FTC was a flyer 
for a survey used by McGraw-Hill 


The issue was raised in a case|International in behalf of The 
involving materials which were| American Automobiie. The FTC 


used by McGraw-Hill Publishing | 


complaint says some of the promo- 


Co., and McGraw-Hill Internation-/| tional ‘material for this survey 


al on two occasions. A complaint | 
issued Dec. 23, 1957, said they|sored by New York University, | 
| whereas it was conducted by Mc- 


could be deceptive. 


might imply the survey was spon- 


Graw-Hill International, in collab- 
oration with NYU Prof. Hilliard 
Krieghbaum in his personal capa- 
city. 

The other promotion item in- | 
volved in the case was a 1955 pie 
chart favorably comparing reader- | 
ship coverage of McGraw-Hill’s | 
Electrical Merchandising with that | 
of a competing magazine. FTC 
contends the pie chart might have | 
been taken as a current survey, 
whereas it was based on material 
three years old. 

Under questioning by FTC) 


could interpret the material 
McGraw-Hill distributed without 
fear of being deceived. 

The commission’s case rested 
largely on the use of a flyer with 
the headline, “NYU completes ma- 
jor survey of auto export advertis- 
ing.” Mr. Marden pointed out that 
the flyer was only part of a parcel 
of materials which were distrib- 
uted as part of the promotion. 
“No one could be deceived,” he 
said, “who received the total ma- 
terial these people had.” 

During the argument, Commis- 
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fessor’s work, not the university’s. 


= Opposing lawyers differed on 
the importance of emphasizing 
NYU in the headline. Mr. Cox con- 
tended a report carrying NYU’s 
signature would get better reader- 
ship than one written solely by an 
individual professor. 

Mr. Marden saw it the other 
way. He said the record shows that 
space buyers are more impressed 
by a report under a_ respected 
name, than they would be by a 
report by a university. “Such a 


Chairman Earl Kintner, Mr. Cox |sioner William Kern noted that| report might be the work of stu- 
conceded that materials used by | the controversial headline was ac- | dents,” he noted. 


specialists need not be judged by companied by the equally promi-_| 


In his earlier ruling, Mr. Poin- 


the same standard that the com- nent statement that the job has just | dexter said, “Any person reading 
mission uses in passing on adver-| been completed by Prof. Kriegh-|the memorandum would immedi- 
tising addressed to the general | baum. He suggested this might be| ately see that the survey was 
public. He argued, however, that | sufficient qualification so that the conducted by Prof. Krieghbaum, 
many admen who received the headline would not be misinter-|and especially advertising agen- 


material were not part of “a so- 
phisticated group.” 


s Orison S. Marden, attorney for 
McGraw-Hill, said that even the 
members of the general public 


preted. Chairman Kintner noted 
that the report carried Prof. 
Krieghbaum’s by-line heavily 
boxed. He wondered whether this 
could not be regarded as a clear 
disclosure that this was the pro- 


there’s 
no 
power 
like 


NEWSpower 
to get along with the girls! 


Want your way with women? Use the BUFFALO EVENING NEWS! 
Reputedly, housewives control 80% of family expenditures. NEWS- 
power reaches 81% of the Buffalo suburban housewives and 75% of 
those living in the city zone. Compare this to the morning paper’s 38% 
average in the same areas and you can see that your chances of getting 
to the buying power are almost 100% better with NEWSpower. 


Employed housewives show an even greater dependence on the NEWS 


Bue « 


he oe {ae 


BuFPALO EVENING NEWS 


in your area. 


for shopping information and merchandise offers . . . better than 2 to 1 
with 86% preferring the NEWS to 42% reading the morning paper. 

Many more eye-opening facts on how to get along with the girls are 
available to you in our new brochure, based on the findings of a recent 
comprehensive study of the important Buffalo market conducted by 
the Carl J. Nelson Research organization. 


We'll be happy to send you a copy. Write us or the Kelly-Smith office 


BUFFALO EVENING NEWS 


One of America’s Great Newspapers 


218 MAIN STREET © BUFFALO 2, N.Y. 


Represented nationally by 


KELLY-SMITH CO. 


V6O Third Avenue, New York 17, N. Y., YU 6-4433 


|cies and departments.” 

s With respect to the pie chart, he 
noted that it was reported as based 
|on a Crossley survey. “Any agency 
|or prospective buyer who did not 
‘actually remember the year when 
the Crossley survey was completed 
and publicly distributed,” he 
wrote, “could and would examine 
the survey and ascertain the date.” 

Mr. Cox said today the pie chart 
was deceptive because rate in- 
formation was identified from 
1954 Standard Rate & Data 
sources, while the Crossley reader- 
ship information was undated. He 
said the result was to indicate the 
Crossley information was more 
recent than it was. 

While he contended that ad- 
men would not be deceived by the 
materials as they were used, Mr. 
Marden said that in retrospect it 
might have been better if the 
headline had not emphasized NYU, 
and a clear disclosure had been 
included in the pie chart to show 
that it was based on a 1952 Cross- 
ley survey. 


® He said this is the first time in 
the entire history of McGraw-Hill, 
“with all the thousands of promo- 
tional materials it has produced,” 
that its material has been ques- 
tioned by FTC. “It’s wrong,” he 
said, “to subject a company with 
sO many years’ experience to 
charges on such points.” 

To illustrate how “this can hap- 
pen to anyone,” he said FTC’s 
press release in the McGraw-Hill 
case might be regarded as “decep- 
tive.” He noted that the release 
used the phrase “for example,” in 
reporting two instances of alleged- 
ly deceptive promotion materials. 

“There’s an implication that 
these two instances are part of a 
pattern,” Mr. Marden exclaimed, 
“whereas they are not part of an 
alleged pattern at all. They are the 
only two instances the FTC has 
mentioned.” + 


Allen Wrisley Moves Account 


From Peitscher, Janda to Shaw 
Allen B. Wrisley Co., Chicago, 
manufacturer of soaps and toilet- 
ries and a subsidiary of Purex 
Corp., has named John W. Shaw 
Advertising, Chicago, to handle 
its advertising, effective Jan. 3, 
1961. Peitscher, Janda Associates 
has handled the Wrisley account 
since the agency was founded last 
year (AA, Dec. 7, 59). Before that 
Wrisley had been with Fulton, 
Morrissey Co. since 1953. 

Wrisley plans to spend more 
than $500,000 for advertising in 
1961 in an effort to step up sales 
and distribution of its products. 
Robert N. Harris, vp and market- 
ing director, said the agency 
change was in line with the reor- 
ganization of the sales and ad 
departments which he directs. 


Mactadden Enters Pocket Field 
Macfadden Publications has en- 
|tered the pocketbook field with a 
line of Sport Library titles. The 
| company said it did not plan to ac- 
|cept advertising in the line. 
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With local government expenditures now near a 
$40 billion level, key officials in counties and 
municipalities represent an immense market for 
materials, equipment, supplies of all kinds. A recent 
survey conducted among such officials shows that 
more of them read Newsweek than any other news- 
weekly. And, with its advantageous page rate, 
Newsweek reaches them most efficiently. 
Newsweek strikes a responsive note among these 
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This page gives advertisers 
the most advantageous rate 
in the newsweekly field* 


key officials because they need facts to make sound 
decisions. Newsweek is dedicated to probing for 
the facts and their meaning . . . to presenting the 
facts fairly, clearly and completely —across *the 
full spectrum of human affairs. If you want your 
advertising dollar to reach more leadership people 
. . . people well established in government, busi- 
ness or the professions, put your message in 
Newsweek. 


The world-wide newsweekly for communication people. 
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Newsweek 
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Gas Ads Naive, 
Merchandising Is 


‘Pathetic’: Weiss 


Station Can ‘Do Better 
Than Feature Rest Rooms,’ 
DDB Exec Tells Oil Men 


New York, Nov. 1—Gasoline ad- 
vertising still aims at naive shop- 
pers, a minority among the sophis- 
ticated American people, most of 
whom realize that there is little 
difference between gas brands. 

That’s why it is so ineffective. 

E. B. Weiss, director of special 
merchandising service of Doyle 
Dane Bernbach and an ADVERTISING 


Ace columnist, made this analysis 
before a seminar in retailing for 
petroleum executives at New York 
University’s school of retailing last 
week. 

“There is probably no industry 
in this country todav that has 
substantial advertising whose ad- 
vertising makes so tiny an impres- 
sion on the public as gasoline ad- 
vertising,” Mr. Weiss said. 

According to him, this sad state 
of affairs is due probably not only 
to the fact that the industry’s prod- 
ucts are so similar, but also to the 
similarity in its advertising and the 
prevalent lack of creative imagina- 
tion. 


s Turning to the industry’s retail!- 
ing, Mr. Weiss charged that “the 
most backward form of mass retail- 
ing today is the gas station. The au- 
tomobile has revolutionized all re- 


tailing—except the form of retail- 


he said. 

“The techniques for selling auto- 
motive supplies in the gas station 
are pathetic. The techniques for 
selling non-automotive supplies are 
worse than pathetic, they are al- 
most non-existent,” Mr. Weiss said, 
pointing out that his statements 
were based not on research but on 
his own observations. 

He charged that the industry be- 
hind the gas stations does not even 
consider their traffic “shoppers” 
and does not think of its retail out- 
lets as “stores.” Mr. Weiss urged 
them to do just that. 

“Our entire public has become 
conditioned to self-service, yet, 
with only a few exceptions, the gas 
station essentially functions as 
though self-service were totally 
non-existent,” Mr. Weiss said, add- 
ing that “the gas station does no 


more to protect the customer from 


ing that services the automobile,” | the elements today than the coun- 
try general store did 100 years 


ago.” 


s He warned that “by 1970 the 


| 


Advertising Age, November 7, 1960 


food super will be giving the tra- | 79 
ditional gas station powerful com- | 
petition on gas, oil and automotive | 7 


supplies. So will other mass retail- |} 


ers. The parking lot of the mass re- | ¥ e 


tailer will include a gas station, 


and many of them will dispense 
private label gas.” 


Mr. Weiss said that the gas sta- @ 
tions’ competitive weakness stems 7 


from a failure to study the outlet 
imaginatively as a retail merchan- 
dising function, 
should respond to all social and ec- 
onomic changes precisely as have 
all major forms of retailing. 


The cure recommended by Mr. |} 


Weiss: Vigorous merchandising of 
automotive and non-automotive 
supplies and exploitation of the gas 


The Georgia Group is now a foursome 


Savannah joins Augusta, Columbus and Macon 
to create a dynamic $2 billion dollar market 


863,500 METRO POPULATION 


The now combined Augusta, Columbus, Macon and Sa- 
vannah trading area is 82 counties big. Total population is 
1,778,300 .. . practically 50% of the state. City zone popu- 
lation is 575,782. And with a metropolitan population of 
863,500, the Georgia Group cities rank 28th nationally. 


total of 227,653, one shot with the Georgia Group lays you 
closer to the sales pin. And read in 4 times as many homes 
as any other newspaper, the Georgia Group papers deliver 
both massive coverage and incisive penetration of Georgia’s 


sizzling second market. 


A PACKAGE BUY WITH 13% SAVINGS 


A BILLION DOLLAR FAIRWAY 


Everything is up in the Georgia Group market. Retail sales 
are at the rate of $1.3 billion annually. Food sales are well 
over $330 million. Automotive sales have passed the $251 
million mark. Drug sales total $41 million. And the sale of 
general merchandise has topped $173 million. 


PLAY THESE FOUR TO WIN 
With a combined circulation of 266,213 daily and a Sunday 


It’s one order . . . one bill... and one check when you buy 
the Georgia Group. You save time, effort . . . and dollars . . . 
savings of 13% on each 10,000 lines. During the first quar- 
ter of 1960, the number of national advertisers making this 
package buy jumped 50% over the same period last year 
... With a 55% increase in the dollars they have invested 
in the Georgia Group. 


Play with the winning foursome . . 
more powerful Georgia Group. 


OeorgiaOroup 


AUGUSTA Chronicle and Herald 
COLUMBUS Ledger and Enquirer 
MACON Telegraph and News 
SAVANNAH News and Press 


. with the bigger and 


Represented nationally by THE BRANHAM COMPANY 


Sources: SRDS 8/15/60 — Survey of. Buying Power July, 1960 — ABC Statements 3/31/60 


a function that A 


REFLECTION—Gordon’s gin is pro- 
moted in this b&w ad in newspa- 
pers Nov. 7 followed by color pages 
in Esquire, Holiday, Life, Look, 
The New Yorker and U. S. News & 
World Report. Grey Advertising is 
the agency. 


stations’ many latent competitive 
advantages. 

As an example, he said gas sta- 
tions with their immense exposure 
to children could become “a tre- 
mendously large outlet for year- 
’round toys.” He admitted that gas 
stations are doing a “good job” 
with Coca-Cola but told the indus- 
try’s executives that “originally 
Coca-Cola had to be forced down 
your throats.” Even now the soft 
drink company is doing the job for 
the gas stations, he said. 


ws Mr. Weiss told the oil executives 
they should be leaders in the com- 
ing era of automatic retailing but 
predicted that some of them “would 
either fight the trend or ignore it,” 
in spite of the fact that the gas sta- 
tion “is a logical location for the 
new vending machines for many 
automotive and non-automotive 
items.” 

“IT understand some gas people 
believe they will sell less gas and 
oil if they sell more general mer- 
chandise,” Mr. Weiss said. “But 
does the food store sell less food 
when it adds non-foods? Does the 
drug store sell less drugs when it 
adds everything under the sun?” 
he asked. 

“This is an era of one-stop self- 
service shopping based on the 
auto,” and gas stations had better 
wake up and exploit their inherent 
advantages if they want to compete 
with the other retailers invading 
their domain, Mr. Weiss told the 
industry’s executives. 


s “These giant retailers will apply 
modern merchandising to your tra- 
ditional inventory. Will you try to 
compete with antiquated, stolid, 
ultra-conservative, unimaginative, 
unexciting, traditional methods?” 
he asked them. 

“T think the gas station can do a 
bit more than feature its rest 
rooms,” Mr. Weiss said. + 


Kennedy to ‘Family Weekly’ 
James O. Kennedy has been 
named merchandising manager of 
Family Weekly, with headquarters 
in Chicago. He formerly was a 
special representative and writer 
with Ralph M. Soule & Co., Chi- 


|cago agency. Donald A. Wilkins, 
| who joined the company in Feb- 
|ruary, was named merchandising 


manager of Suburbia Today, sister 
publication. Maurcy M. Ball Jr. 
continues as assistant merchan- 
dising director of Family Weekly 


,and Suburbia Today. 


| Kraft Moves Coleman 


Edmond J. Coleman, vp and ad- 


| vertising manager of Kraft Foods 


Ltd., Montreal, has been trans- 


|ferred to Chicago as a product 


marketing manager of Kraft Foods 
Co. 
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Scholars from every corner of the world come in steady succession 
to Worcester to study in the nation’s first and by far the foremost 
early American source library — the American Antiquarian Society. 


Founded in 1812 by Isaiah Thomas and dedicated to preserving 
and interpreting the American past, the Society treasures 750,000 
volumes of early American history, thousands of them irreplaceable. 
The library includes three quarters of all the books and pamphlets 
printed in the United States between 1640 and 1821. Appropriately 


CIRCULATION: 


The Moloney, 


Regan & Schmitt Owners of Radio Stations 
representative WTAG and WTAG-FM 


knows Worcester. 


THIS IS WORCESTER..... 


the 2nd largest market in Maccachucette 


WORCESTER TELEGRAM Che Cvening Gazette 


enough Isaiah Thomas’ printing press, on which was printed the 
Worcester Spy, this country’s first major newspaper, is preserved 
in a place of honor. : 

This kind of leadership is strongly reflected in Metropolitan 
Worcester County’s position, the 2nd largest market in Massachu- 
setts, and one of the nation’s Top “50” markets — 43rd in spend- 
able income, 48th in population, an important BILLION DOLLAR 
county. 


Worcester stands for big business, yours included 


DAILY 155,015 — SUNDAY 103,332 


SUNDAY TELEGRAM 


WORCESTER, MASSACHUSETTS 
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Douglass 


Weber 


Van Arsdale 
EASTERN ADMEN—Attending the meeting of the eastern Frank C. Weber, D’Arcy Advertising Co.; J. R. Van|the most complex and profound 


Knight Gates 


American Assn. of Advertising Agencies in New Arsdale, Rumrill Co., Rochester, N.Y.; and Tom 


York were James C. Douglass, Ted Bates & Co.; 


‘Nervous Chatter About Our Image’ 
May Enlarge It, Says McCann's Foley 


(Continued from Page 1) 


| agencies questioned current prac- 


Knight and Ralph Gates, both of Young & Rubicam. 


continued conversation might have | tices in the research field, at a 
the effect of making a minority | Session chaired by William M. 
sound like a big majority. He also | Weilbacher, of Dancer-Fitzgerald- 
urged orienting “every piece of | Sample. 

communication to honest needs of| Dr. Peter Langhoff, of Young & 
the consumer as we know them. If | Rubicam, said it is time for agen- 


we do try that, we will improve 
enormously the creative effective- 
ness of our work, and we will 
automatically rule out trickery and 
the kind of fast footwork which 
leads so frequently to trouble.” 


# Dr. Charles W. Socarides, asso- 
ciate in psychiatry at Columbia 
University, termed a “myth” the 
allegations of advertising’s “evil 
influence on society—the alleged 
influence toward materialism and 
against spirituality.” 

He stressed that it was baseless 
and meaningless to insist that the 
enjoyment of more and better 
goods made people spiritually poor 
or corrupted them. 

“Psychologically,” he said, “ma- 
terial benefit enriches the individ- 
ual. Deprivation of material bene- 
fits interferes with the human’s 
natural powers of self-development 
and esthetic enjoyment.” 

Dr. Socarides said a full mate- 
rial life is a prerequisite to the de- 
velopment of the spiritual life—‘of 
increased interest and activity in 
the arts, in ideas and general social 
advance.” 


He added that everyone in ad-| search department and say, “Copy | 
|test this,” but when asked what 
the ad’s objectives are, they cannot | thews, vp of Leo Burnett Co. 


vertising “should take conscious 
pride in the effective functional 
role of his profession in stepping 


up the tempo of distribution of) 


goods and material benefits to 
more and more people. 

“That work is a vital and valu- 
able and necessary part of econom- 
ic progress, social advancement and 
of the emotional growth of our 
society,” he said. 


Research directors of three 


| cies to make “a complete reapprai- 
| sal of copy testing techniques.” Dr. 
Clark L. Wilson also called for 
| improvements in copy tests, point- 
|}ing out that some measuring rods 
| are used blindly, without any con- 
‘sideration of what is being meas- 
|}ured. And Dr. Donald Kanter of 
|Tatham-Laird said the time has 
|come for researchers to "go back 
| to the consumer and listen to him 
| naively.” 

Mr. Langhoff noted that both the 
| Starch recognition and the Gallup- 
|Robinson recall methods have 
| come under fire recently—and jus- 
| tifiably. While not advocating their 
|discontinuance, he _ suggested: 
“Perhaps it is time that we be 
shaken out of our complacency. 
Perhaps too little has happened in 
|this field for too long.” As a first 
step, he reported that the research 
committee of the Four A’s is now 
at work on a draft of standards for 
copy testing. 


s Dr. Wilson, a newcomer to the 
|agency business (he joined BBDO 
| last year), complained that crea- 
'tive people often come to the re- 


define them other than a vague 
statement about “an 
share of market.” 


ing a greater role in the creation 
of advertising by the opposition of 
creative people. He told a story 
about a recent new-business pre- 
sentation made by BBDO. The 


Furmen Jones 


Rohde 


Stevens 

THE MEN FROM—Cunningham & Walsh was well represented at the 

eastern meeting of the Four A’s by Don Furmen, R. K. Jones, Cuy- 
ler Stevens and Bill Rohde. 


increased | # The tone of the talks was set by 
| Mr. Gerhold, who cautioned media 

Mr. Wilson also noted that re-| 
searchers are prevented from play- | 


| creative and research departments | 
| They are at once the judge and the 


each made a separate pitch. At the 
second meeting, the prospective | 
client asked: “Who dominates your | 
creative department, copy or re- 
search?” Mr. Wilson then ex- 
plained that BBDO’s president, 
Charles Brower, is a copy man, 
and “I found my place clearly de- 
fined in a few words” (Sympa- 
thetic laughter at this point). 


s Dr. Kanter told the session that 
now that motivation research has 
been digested and put in proper 
perspective, the research execu- 
tive in the agency is becoming—or 
should become—‘“the consumer’s 
advocate.” The great need today, 
he said, is for fresh approaches 
that will lead to new generaliza- 
tions about consumer behavior. 

He said, ““We have to have the 
courage to be naive” and listen to 
what consumers are saying. As an 
example, he cited the success of a 
Procter & Gamble product han- 
dled by his agency, Mr. Clean, 
which he described ms “highly re- 
lated to women’s wishes.” 


s At a media buying session 
Thursday, media execs of four 
agencies concentrated on ways and 
means of getting more mileage out 
of a budget. 

There was general agreement 
that this could be accomplished by 
more judgment and less reliance 
on statistical information in work- 
ing up’a media schedule. 

Panel members included E. L. 
Deckinger, vp of Grey Advertis- 
ing Agency; Paul E. J. Gerhold, vp 
of Foote, Cone & Belding; G. Max- 
well Ule, senior vp of Kenyon & 
Eckhardt; and Leonard S. Mat- 


men not to be too dependent on 
audience measurements. 

“We know that for many adver- | 
tisers there is a minimum of fre- 
quency and continuity below which 
advertising effort is largely wasted 
effort; that in many cases it is | 
better to sustain a level of aware- | 
ness and impression against fewer | 
people than to try to reach every- | 


body with no frequency at all. 
“We know that effective adver- 


| tising rarely results from the sin- | 


gle exposure of a campaign against | 
a maximum number of people; 
that most advertising involves a 
force and a frequency and con- 
tinuity .of impression against the 
people it reaches. Thin strategy or 
deep strategy, spread or concen- 
tration, has to be determined by 
the individual problem, not by the 
kind of media available. 

“We cannot, as media people,” 
he continued, “limit our own func- 
tion, and the acknowledged func- 
tion of media is to create expo- 
sures for advertising. 

“We can’t afford to tie ourselves 
so firmly to one level of media 
measurement that we seem to stop 
functioning and stop thinking at 
the point where we run out of 
data. 

“We can’t settle for a level of 


comparison that demeans our im- 
age and that stultifies our real 
understanding of what advertising 
is and how it works. We can’t af- 
ford the small comfort of working 


always within a safe definition of | 


function, when that comfort is 
bought with the derogation of 
media’s importance and of the 
media man’s contribution to the 


‘whole advertising process. 


“We must reassert mastery over 


; our own statistics. We must recog- 


nize audience measurements for 
exactly what they are,” he con- 
cluded. “They are yardsticks in a 
business that desperately needs 
scales and micrometers and re- 
action meters. They are the great 
levelers, that permit us to subject 


strategic questions to clerical at- 
tack and clerical solution. 

“They provide authority for a 
field that wants for brilliance. 


perpetrator of most media plan- 
ning. They provide, if not the 
rational basis, at least the basic 
rationale for most media selec- 
tion.” 


s At the print production meeting, 
Ernest E. Klostermann, of Sawyer- 
Ferguson-Walker, outlined specific 
ways for agencies “to make the 
best use of r.o.p. color’ and re- 
vealed several r.o.p. color success 
stories. In 1959, he said, Pepsi-Cola 
Co., in conjunction with its Iowa 
bottlers, put on a _ concentrated 
r.o.p. color program and developed 
a statewide sales increase of 17%, 
in contrast to a national sales gain 
of 8%. # 


‘Life’ Sets New 
Regional Splits 


New York, Nov. 4—Life has 
come up with a batch of new pub- 
lishing policies (AA, Oct. 31). 

Effective January, 1961, the 
magazine will: 

e Establish seven regional edi- 


tions, covering roughly New Eng-. 


land, Middle Atlantic, Southeast- 
ern, East Central, Southwestern 
and Far Western portions of its 
circulation. 

e Start a test market distribution 
pattern for national advertisers 
which will allow a “wide choice” 
of test areas, “frequently as small 
as a single city.” 

e Advance its cover date from 
Monday to the Friday following 
the appearance of the magazine on 
newsstands. 

In a letter to advertisers and 
agencies, C. D. Jackson, publisher, 
said that because of “new press 
locations and new presses,” the 
magazine will offer “full advertis- 
ing facilities in as many as seven 
regions of the U.S. at no sacrifice 
of speed of distribution.” 

The regional 
effective with the Jan. 6 issue and 
will be available on an every-oth- 
er-issue basis thereafter for half- 
page and page ads. The magazine 
said circulation and rate details 
will be announced shortly. 


s Life also said that by Jan. 1, 
1962, circulation will rise to 7,000,- 
000—300,000 more than its current 
base of 6;700,000. Current ad rates 
will remain unchanged throughout 
1961, the magazine added. 

On the change of cover date, Mr. 
Jackson said: 

“For many years Life’s delivery 
schedule began on Thursday and 
extended to the following Monday. 
Thanks to improved technology, 
the delivery schedule will begin on 
the previous Tuesday and will be 
completed by the weekend.” The 
new system, he added, will give 
advertisers “the obvious merchan- 
disable advantage of having the 
magazines’ issue date in the same 
week that the advertising begins 
to sell.” = 


editions will be | 
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Lloyd Maxwell, 81, 
‘Dean of Chicago 
_Admen,’ Is Dead 


CuIcaco, Nov. 3—Lloyd Maxwell, 
81, chairman of the executive com- 
mittee of Roche, Rickerd & Cleary 
who was called by many “dean of 
Chicago admen,” died of cancer 
early today in Swedish Covenant 
hospital. 

Although his 
iliness began in 
February, 1959, 
he was mentally 
alert and active 
until about 45 
days ago, and 
his counsel was 
sought by the 
agency he had 
been associated 
with since 1932. 

Mr. Maxwell’s 
death ended a 
career in adver- 
tising that spanned more than 50 
years. He became vp and general 
sales and advertising manager of 
the Staver Motor Car Co. in 1909. 
He had joined the Staver Carriage 
Co. as a salesman in 1900, after 
service in Cuba in the Spanish 
American War. 

Mr. Maxwell resigned from Sta- 
ver in 1912 to join the sales staff of 
Associated Sunday Magazines, a 
forerunner of This Week Maga- 
zine. He served later as western 
advertising manager of American 
Magazine and of Hearst Sunday 
Magazine, predecessor of The 
American Weekly. 


Lloyd Maxwell 


= He entered the ad agency field 
as a vp of the old Erwin, Wasey & 
Co. in 1916. In 1924 he acquired 
controlling interest in Williams & 
Cunnyngham and served as presi- 
dent until 1932, when he merged 
the agency with that of John Pierre 
Roche to form Roche, Williams & 
Cunnyngham. In subsequent years 
the name of the agency was 
changed to Roche, Williams & 
Cleary and finally to Roche, Rick- 
erd & Cleary. 

Mr. Maxwell is said to have su- 

|pervised the placement of more 
‘than $250,000,000 worth of adver- 
| tising. 
Among accounts he sold and 
serviced were AC Spark Plug, 
Alemite, Arvin Industries, Bendix 
Aviation, Big Ben clocks, Ditto of- 
|\fice machines, Hoover vacuum 
cleaners, Hotpoint appliances, Ma- 
sonite building materials, The Mil- 
waukee Road, Old Dutch cleanser, 
Pierce-Arrow motorcars, Sun Oil 
|Co., Timken-Detroit axles and U.S. 
Gypsum Co. For more than 30 
years before his illness, he was ac- 
|}count executive on Kohler of Koh- 
ler. 

For 42 years Mr. Maxwell served 
Off-the-Street Club, favorite char- 
ity of Chicago admen, as president 
or director. He was also a member 
of some 30 other civic, golf and 
social organizations. 

Mr. Maxwell was born.in Hicks- 
ville, O., on Aug. 3, 1879. He was 
educated at the University of Chi- 
cago. 

He was the last surviving mem- 
ber of the “Maxwell Foursome,” 
perhaps the best known brother 
team in advertising, publishing and 
golf. The foursome, also including 
the late Clair, Lee and Ray Max- 
well, won a Midlothian Country 
Club tournament in 1928 with a 
combined score of 301. + 


‘Harper's Bazaar’ Boosts Renz 

Fred Renz has been named east- 
ern ad manager of Harper’s Bazaar, 
a new post. He was formerly sales 
development manager of the mag- 
azine. 


‘Cue’ Names Cashion 

Cue has named J. Bernard Cash- 
ion & Associates, Miami, as its 
representative in southern states 
and the Caribbean. 


iene ce ee Se fees ea ths Sow mene et en fag a ee ee ee ee ng ee eal en LAY Re ee OM eee | a ee A, WMA ee an Mn. Cd een et dae a ee ee Oe) ae Wied ae wae 
Poet ect — ee al eae ee as oe reece Hiroe! ee: ae ae eae rename =F fee cetao oe Seo ee Sear veh Se Serr gre oaie Be ee 1a perigee aera vay joke ahaa pata, 
ae arte BoC ean eerie, Semler S SE yee ae io ag tee . ares. Seen ee [ote ewer 2 Ponpener nn AINA Ub gee sea RE me hag TS, Mae eee RAM gS irlec 2 TS Orc Ae as aa 3 pie 
ns Mehtes are aes “iy Di a aie Arte aes ee > ie tesn y : 4 t «i oe = Foes & j ; Stee sie : aa 
baetie Becks. | ae : ' . : . 
ae - ‘ P 
i eae? 
; = 
‘ ee 
oa 
ae 
> aah A 
ai : 
secs +8 3 
ce ae ley 7 alee Eo ee oe P hice Cae - ae < ae - “ = 
Bsr ; Oe” ee eee ot ee ae Se | 
eee ee (=) i - Fig. tee . Pa haa 
ae eae “i aga ra aes u Per: rl Bae ; 7 an 
ro ; ore ‘: Ree ones eS cri, ¥ a : ek 
eg a tt : anes? Sars ar Rhys is ee St re iti te 4 
mie a SOA Sees i tS a ee ae aes ee ie * 5 
i i SM stiatt aide Gilets rete ie - aa ees meets a a 
oe . Se Se — oe eae ae cee 
: i ee Ee! ier Bee. Sava pee i 
rial a : i - ts 7 p ~ Ae See X Md aaa " . 
; ; . ocr te ae ij 
7 : = ; a \ ey { = 
‘ an, : ‘ 4 ‘ . P, PO 
>, ; eae 5 7 Mk Es Pt 
i = eo Aes a . + a> 2 . : 
b. Fpcoies oe bee oa | lt 
5 ” Chai te ateat * | Be ee a te aaead . ee ee a Ae ee - re « 
i oe eS eae SS io oe RS =, (ok aR JAI s " 
are eK Lo Cs age a a oe aa _ ASS 2g Pay . , 2S eu Maen, - 
| ic. Kgnneneree mc age caniiadin., ~- alin < ail 
i ee Sa ar es a yen ae ee fase e's emer ee Sa 
A Be Nine So ero OSes is? atl ee aos 5 ee aos Gy sae 6) > Ua oe : 
: “eS See kes 2 oe ens Same f oo ae Pee No) eee 3 ». 
: es ois ‘ ° ‘ ; SA oe ; 28 rae: a : ; 
7 ae Ys # ad by a be %% 
eee 5 
oie ee 
es aed ea 
eer Poke 
sine ee ae 
SA Me occas 
Sa ee sent 
ie oe aa 
J ae 
. Fis Gf oa 
a wears 
i soli ! 
oe Coes 
we ey ee 
Mie 
Eh eee 
* ert ae Sz 
eee 
WORE Kee 
’ 
ee se 
toe ae 
fa este 
ne 
Rear 53 ; 
Bea far 
Bo me oe? PO 
ues ee 
Pee a 
Ce 
PC eS % 
Ss Sa ae . 
a 1 Oh a 
Be ae 
pe pee : 
sFguteeGiet Se . 
eae, eee 
Rai ye eed 
ee 
' a | 
ki ' ’ 
E. : ; : if 4 Er sae ooh 6 
‘ phe reer = ee My : ; : 
s f , .. Be o. eek ce a ere 
j P ai 3 + 
ite Fr eho aas Fad i Oe é ‘ . 
ae ae a ‘ 
; : ees eee : oe . 
: os ea ae ed ince ‘ 
‘ ae jae are / ea ar. & 
wee Si Ana aes ES tad ¥ 1 
: ae] a - 4 : en Tt Rin, i ,. 4 ) 
ah ae coo 4 ae AT is a oe 2 rey 
ag sisiaeitl yer , ; ’ i 
ee = z he 
oe a ae = \ PRY Fi sewer” . 
ioe iyint aca i eee: Sie os a Bs — ‘ 
Cee 3 ip were 5, Fi — 
FF cs Sa a a cs 4 * 
- . v a oe “ ’ 
‘ ; fe .. wi } 
e m : se 
f F * a oy : 
- ‘ sa ' . = eee 


ell, 
ym - 


ary 
1 of 
cer 
ant 


Am 


multiplexing 


multiplexing 
multiplexing 


In electronics, multiplexing 
is a technique which 
permits the simultaneous 
packaging of several 
signals in the same 
communications channel. 


A familiar application of 
the multiplexing principle is 
in color television 
broadcasting. Both color 
and black-and-white signals 
are interwoven, thereby 
increasing the volume of 
signal-information 
transmitted over the 

same channel. 


Electronic News is the 
industry’s fastest 
communications channel. 
Multiplexed into each edition 
are hundreds of technical 
and business developments 
packaged for quick 

reading and fast action. 
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Popai Warned on 
‘Point of Waste,’ 
Zoning Curbs 


(Continued from Page 3) 
represent less than $1,000,000, 
compared with the combined ex- 
penses of nearly $92,000,000 by the 
four largest companies. “And yet, 
my company has grown at a rate 
far in excess of the industry in the 
past 10 years,” he said. “Since 
1950, liquor consumption has in- 
creased 19.4% against a population 
increase of 16%. Mr. Boston, in 
these same 10 years, has nearly 
doubled its sales for a 98.6% in- 
crease in case shipments. 


s “We believe many manufac- 
turers, in and out of the liquor 
industry, reached the point of 
waste many years ago and haven’t 
taken the time to examine this 
area of activity in relation to to- 
day’s fast-moving, market-oriented 
mass merchandising economy.” 

Mr. Bourassa said his company 
believes big-budget advertisers 
are locked in a race to outspend 
one another, “almost as if point of 
purchase advertising was being 
done for its own sake.” Much of 
this money is being spent, he 
added, for material that is unrea- 
listically designed. 


® Raymond C. Keck, national ad 
manager of Cities Service Petro- 
leum Co.—who said that service 
stations do a greater volume of 
business than the nation’s depart- 
ment stores, totaling over $16 bil- 
lion a year—warned that service 
stations are facing an “alarming 
growth” in zoning restrictions af- 
fecting their displays. 

Mr. Keck quoted a report by one 
of his company’s lawyers, who 
said: “Almost without exception, 
planning officials spoke in a criti- 
cal and sometimes hostile way of 
the use of pennants, streamers, 
whirligigs, revolving and flashing 
signs, excessive open display of 
tires, oil cans and specialties.” 

The report added: “I am person- 
ally convinced that the views of 
the planning officials are substan- 
tially representative of public 
opinion.” 


@ Mr. Keck said, “Areas such as 
Indianapolis, Racine, Wis., Mil- 
waukee and certain sections of 
Virginia will not permit a display 
piece on the identification pole in 
stations. 

“In Detroit, all material in the 
outside station area has to be fire- 
proofed. In Massachusetts, a price 
restriction applies prohibiting any 
mention or connotation of price on 
point of sale. 

“Arlington, Va., Washington, 
D. C., and now certain townships 
in Long Island require a fee of $2 
per sign for the display privilege 
of outside material.” 

He said that a Popai-sponsored 
program of education and guidance 
in the attractive use of station 
displays would help offset the 
“negative trend.” 

Outlining Cities Service’s own 
use of point of sale material, he 
said that the company’s advertis- 
ing is geared to the regional selling 
approach. This usually involves 
three major and two minor point 
of sale campaigns per year. “This 
applies to our product advertising 
as well as our giveaway induce- 
ments, self liquidators and periodic 
traffic building campaigns.” 

Display material, other than ani- 
mated window displays, is pro- 
vided free to Cities Service dealers, 
and total cost per station per cam- 
paign ranges from a low of $10 and 
$15 to a high of $25 and up. 


® Popai was told that three out of 
every ten shoppers who enter a 


supermarket, variety store, drug 
store, hardware store, liquor store 


product as a direct result of point 
of purchase displays. 

Dr. Gerald Ehrlich, director of 
research of Mass Marketing Re- 
search, said that this claim is 
based on a study just completed 


lished soon, he said. 

A total of 90 companies showed 
display material in 173 booths at 
the show. About 4,000 persons at- 
tended the show in the Coliseum. + 


Macy Promised Push 
in Centennial Drive, 
Suppliers Tell FTC 


butions to the 100th anniversary 
promotion of R. H. Macy & Co. 
because the store had promised 
them special advertising and pro- 
motion. 

The testimony came in the sec- 
ond round of hearings in the Fed- 
eral Trade Commission’s investi- 
gation of the promotion. The FTC 
has charged the store with “unfair 
acts and practices” in collecting 
$540,000 from manufacturers to 
help finance its centennial cele- 
bration in 1958 (AA, Sept. 26). 

Stanley Meyers, president of 
Em Em Knitwear Co., sweater 
manufacturer, testified that his 
company had made five payments 
of $200 each to the Macy centennial 
because Macy’s sportswear buyer 
had promised that Em Em 
sweaters would be advertised in 
newspapers and in a statement 
mailer, and be displayed promi- 
nently on the third floor. 


® Similarly, Ben Kowal, secre- 
tary-treasurer of Blume Knitwear, 
testified that his company was 
urged to contribute because the 
celebration would involve large- 
scale displays and “the featuring 
and advertising of our product.” 
The manufacturer, however, de- 
cided it “couldn’t go along with 
the request.” 

Several manufacturers testify- 
ing this week agreed with the 
Macy executives on these points. 
Stephen Grob, vp of Varsity Pa- 
jamas, a subsidiary of Embassy 
Men’s Apparel, said there had 
been no suggestion of any special 
treatment should his company con- 
tribute. Similar testimony came 
from Herman Judson, president of 
Stratford Neckwear Co.; Mac Kap- 
lan, vp of Sunnyvale Inc., dress 
manufacturer, and others. + 


Radio Stations to 
Back Miss Teenage 
America Promotion 


DALLas, Nov. 1—Radio stations 
throughout the U.S. will sponsor a 
new national pageant to choose a 
Miss Teenage America, it was dis- 
closed here at the regional meeting 
of National Assn. of Broadcasters 
(AA, Oct. 24) by Scott Reynolds, 
president of Teen America Associ- 
ates Inc. 

Miss Teenage America is not a 
bathing beauty contest. Emphasis 
will be placed on wholesomeness 
and charm. Contestants will be 
judged on the basis of appearance, 
personality, talent and home activ- 
ities. 


® Sponsoring radio stations will 
offer more than $150,000 in prizes 
to local, state and national winners. 
Miss Teenage America will receive 
a $6,000 scholarship to the college 
of her choice, a $15,000 tour of the 
U.S., a $10,000 modeling contract, 
a wardrobe and other prizes. 

Every station involved in the 
contest will choose a winner and 
all winners will compete for the 
big prize at a national pageant to 
ibe held here. # 


New York, Nov. 3—Several | 
manufacturers testified this week | 


that they had made $1,000 contri- | conpucte—By aiiadihaas 
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page ad for E. H. Weiss & Co., 
Chicago agency, quoted Peter G. 
Peterson, exec vp of Bell & Howell 
Co., and a former top McCann- 
Erickson official, on the importance 
which he feels creativity must play 
in agency operation, on the same 
day Advertising Age reported a 
speech of Marion Harper, McCann 
president, insisting that “creativ- 
ity” is not to be substituted for “ef- 
fectiveness.” 


Davis Commends 
New BPA Form 


NEw York, Nov. 4—The Business 
Publications Audit of Circulation 
decision last week (AA, Oct. 31) 
to enforce single-audit-form re- 
ports on paid and non-paid circula- 
tion has given advertisers and 
agencies “what they have been 
yelling for for years,” BPA Presi- 
dent Adin L. Davis said today. 

The new single audit form will 
be used by all BPA members for 
their June, 1961, statements, but 
the mandatory rulings on report- 
ing paid circulation will not go into 
effect until the June, 1963, pub- 
lishers’ statements. 


es The two-year time allowance 
will permit “a number of BPA 
members” to make the necessary 
bookkeeping arrangements re- 
quired for the mandatory reports. 
Mr. Davis said that a few BPA 
publications with second-class 
postal privileges do not use Form 
B, and the period of grace will give 
them time to make the breakdown. 

The bulk of BPA publications’ 
effective circulation is covered in 
Paragraph 7B, and the new form 
has a new Section 7C, in which the 
individual publication has to report 
the type of postage it uses. If it 
uses second-class postage, it has to 
declare it. If this postal classifica- 
tion covers more than 50% of cir- 
culation—a figure which is not 
specified in the form—the publica- 
tion has to break it down. What the 
breakdown is designed to deter- 
mine is not whether the circulation 
is paid or non-paid, but whether it 
is qualified. 

Mr. Davis said that the BPA de- 
cision did not interfere with the 
current negotiations with the Audit 
Bureau of Circulations, aimed at 
achieving a single audit. He said 
BPA and ABC were still “getting 
together” on the comparability of 
Paragraph 10, the breakdown by 
industry classification. This, he 
added, was an entirely different 
question from the consolidation by 
BPA of the two forms and the 
mandatory report. 


® The BPA board also announced 
this week the election of Burton E. 
Hotvedt as vice-chairman and 
member of the executive commit- 
tee to succeed Mark E. Pinkerman, 
who resigned because of illness. 


Ritter, Santord 
Merges with Miller; 


Price Opens Shop 


New York, Nov. 3—Two new 
agency names emerged out of Rit- 
ter, Sanford & Price this week. 


iel H. Price leaving Ritter, Sanford 
to set up his own agency. 

The newly merged agency, Rit- 
ter, Sanford, Miller & Kampf, will 
be located at 271 Madison Ave., the 


be Sheldon Ritter, president; How- 
ard Sanford, exec vp; Harold Mil- 


at Miller), vp. 

There are no account conflicts, 
Mr. Ritter told ADVERTISING AGE, 
adding that the shop would bill 
under $4,000,000, with the Miller 
agency accounting for about $1,- 
500,000 of the billings. The Miller 
agency was founded nine years 
ago; the Ritter agency in 1948. 

Mr. Price, who had been with 
Ritter, Sanford for 11 years, has 
set up offices at 270 Madison Ave. 
as Daniel H. Price Inc. The agency 
will specialize in soft goods ac- 
counts, starting out with 17 ac- 
counts which Mr. Price handled at 
Ritter, Sanford. 


s The charter accounts, billing 
about $400,000, are Fidelity Felt 
Co., Philadelphia, and ‘the follow- 
ing New York companies: Sunny 
Vale Inc., dress manufacturer; Max 
Mandel Lace Corp.; American Fab- 
rics Co.; A. H. Bailey Footwear 
Inc.; Rivoli Hosiery; Janie Origi- 
nals, knitwear manufacturers; 
Evans Chemetics, supplier of chem- 
icals for hair products; D.F. Rodg- 
ers Mfg. Co., junior dress manufac- 
turer; Continental Felt Co.; Her 
Grace Inc., robe manufacturer; 
Kurshan & Lang Color Service 
Inc.; Picket-Green Mfg. Co., man- 
ufacturer of petite-size dresses; 
Jack Spiro & Co., children’s dress 
manufacturer; Baby-Togs Inc.; 
Corbin Ltd., trouser manufacturer; 
and May Knitting Co., children’s 
sweater manufacturer. 

This is the second time this year 
that Ritter, Sanford has changed 
its narne. The agency was known 
as Ritter, Sanford, Price & Chalek 
until August when the Chalek was 
dropped after Morton J. Chalek, 
vp, resigned to form a new agency, 
Chalek & Dreyer. + 


N. Y. Dailies, Guild 
Agree, Avert Strike 


New York, Nov. 1—A strike of 
the New York Newspaper Guild 
against seven major dailies here 
was narrowly averted last night 
after a last-minute compromise 
was reached between representa- 
tives of the guild and publishers. 

The settlement agreed upon after 
nearly 14 hours of negotiation calls 
for a $7 package increase over the 
next twe years, with increases to 
be split between salary boosts and 
pension and welfare benefits. A 
fourth week of vacation after ten 
years of service was also included 
in the settlement. 

Guild units of the various news- 
papers are expected to ratify the 
settlement next week. + 


Stern, Walters Opens PR 
Branch; Adds Principal 


Stern, Walters & Simmons, Chi- 
cago, celebrating its sixth anniver- 
sary with a move to new quarters 
at 201 E. Erie St., has named vp 
Kenneth W. Wittleder to its board 
of directors with his acquisition of 
an interest in the agency. 

The agency has also established 
Coordinated Communications as a 
| public relations division. Arnold 
Siegel, pr director of the agency, 
has been named executive director 
of the division. 


One resulted from the merger of | | 
the agency with the Harold Miller | @ 
Co. The second resulted from Dan- | 


Ritter headquarters. Officers will # 


ler, vp; and Saul Kampf (exec vp} 
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NEW pPOoLL—Van Camp Seafood 
launches its “pussy cat poll” cam- 
paign with 1,000-line ads like this. 


Cats Get Refund in 
Van Camp Cat Food 


‘Poll’ Promotion 


Lonc BEACH, CAL., Nov. 2—Van 
Camp Seafood Co. today launched 


pet food merchandising with a 
newspaper and radio campaign 
based on “the pussy cat poll” for 
its Capt. Kitt tuna for cats. 

The campaign, which starts at 
varying times this month in ten 
major markets, will run a mini- 
mum of six weeks. More markets 
will be added as distribution is ob- 
tained for Capt. Kitt. 

The schedule for the six weeks 
calls for at least two 1,000-iine ads 
followed by smaller insertions at 
the rate of one a week. A heavy 
radio schedule will be used in most 
markets. 

The pussy cat poll theme is based 
on the offer of 25¢ for three labels 
from the product, plus an owner- 
written “cat’s opinion” of the pet 
food. As an added touch, the quar- 
ter will be mailed to the cat, by 
name, at the consumer address. 


= According to Gene Stokes, Van 
Camp advertising manager, “Our 
research shows that cat owners are 
highly involved with their pets, 
seemingly much more so than dog 
owners. They consider the cat a 
respected, dignified and knowl- 
edgeable member of the family. It 
is on this basis that we are asking 
pet food customers to have their 
cats, who really are the ultimate 
consumers, approve the merit of 
Capt. Kitt.” 

Display pieces include a four- 
color cart card or stack poster, plus 
a shelf talker coupon pad, which 
can also be used on bulletin boards 
or in mass displays. 

Cunningham & Walsh, Los Ange- 
les, last month was named agency 
for Capt. Kitt (AA, Oct. 10). # 


Wagner Leaves Bartell to Head 
New Station Owner Group 

Morton J. Wagner, exec vp and 
director of Bartell Broadcasting 
Corp. for the last eight years, has 
resigned to head a group of inves- 
tors with plans for purchasing ra- 
dio and tv stations. At the time of 
his resignation, Mr. Wagner was 
also general manager of Bartell’s 
San Francisco station, KYA. His 
duties there will be taken over by 
Lee Bartell, managing director of 
the group. 

Mr. Wagner said he will open 
corporation offices at 111 Sutter 
St., San Francisco. Later he will 
set up an East Coast branch in 
New York. Two station deals are 
expected to be closed by the end 
of the year, he said. 


Brown Joins Purex 

Charles G. Brown has been ap- 
pointed director of marketing re- 
search of Purex Corp., South Gate, 
|Cal. He formerly held a similar 
| post at Carnation Co., Los Angeles. 


what it calls a new approach to. 
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Speak softly 


sO someone can hear you 


Actors generally agree that the star 

) of the show has the privilege of 
fan o 
= speaking most softly. 
lat 
S This gets greater attention (and 
ba more respect) from the audience. 
ots 
_ It seems to us that here is a case 
>ks + 
ds where advertising can borrow from 
-_ 2 show business with profit. 
ed 
els : . . 
r- The ad that speaks in a firm, low 
0e 
»» (voice and the TV commercial that 

speaks as a guest in the living room 

an 
re rather than as a bad-mannered plat- 
0g form orator can stand out in the din 
y1- a ° 
LE like an unbandaged finger at an am- 
ve : ateur woodworkers’ convention. 
ne : This is the kind of advertising we 
h 
“ | believe in. And we frequently have 
cy = § §©6 to shout at each other in the office 
d to get it. 
nd ; 
- | 
a- 5 We work for the following companies: ALLstare INSURANCE COMPANIES » AMERICAN MINERAL Spirits Co. + ATCHISON, TOPEKA & SANTA 
of ‘ Fe Raitway Co. + BRowN SHOE CoMPANY + CAMPBELL Soup COMPANY + CHRYSLER CORPORATION » COMMONWEALTH EDISON COMPANY AND 
~ ; Pus.iic SERVICE COMPANY + THE CRACKER Jack Co. « THE ELECTRIC AssociATION (Chicago) « GREEN GIANT ComMPANY + HARRIS TRUST 
lis 4 : " AND SAvINGS BANK + THE Hoover CoMPANY «+ KELLOGG COMPANY + THE KENDALL ComMPANY + THE MaytTaG COMPANY + MOTOROLA 
by P Inc. + Pxitrp Morris Inc. «+ CuHas. PrizeR & Co., INc. + THE PILLSBURY COMPANY « THE PROCTER & GAMBLE COMPANY + ,THE PURE 
of i Om Company + THE Pure Fuet Or, Company «+ Srar-Kist Foops, Inc. + SuGAr INFORMATION, INC. +« SuNKIST GROWERS, INC. 
- | Swirt & ComPANY +« TEA COUNCIL OF THE U.S. A., INC. * WALLACE LABORATORIES. 


' 7 LEO BURNETT CO., INC. 


"1 CHICAGO, Prudential Plaza © NEW YORK ¢* DETROIT ¢ HOLLYWOOD * TORONTO * MONTREAL 
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The first Nielsen Report* covering all the new shows of the season proves this: 


IN COMPETITIVE MARKETS 
MOST HOMES WATCH 
ABC-TV MOST OF THE 
TIME! 


THESE SHOWS ALL HAVE IT: 


Here’s a list worth looking at. It’s a list of favorite shows, all 
broadcast on ABC-TV and all placing first in their time 
periods. Six of them are brand new: Bell & Howell Close-Up!, 
Bugs Bunny, Flintstones, The Law & Mr. Jones, My Three 
Sons, SurfSide 6. One is new on ABC: Peter Gunn. And 
eleven are established winners: Cheyenne, Hawaiian Eye, 
Lawman, Maverick, Real McCoys, Rebel, Rifleman, Robert 
Taylor’s Detectives, 77 Sunset Strip, Untouchables, Walt 
Disney Presents. What pleases us most about these shows is 
that they please the viewers. And, we trust, the sponsors, too. 
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THIS SHOWS THEY HAVE IT: 


SHARE OF HALF HOUR 
AUDIENCE RATING FIRSTS 


ABC-TV | 33.7 | 19.2 | 25 
NET Y | 30.8| 17.6 | 18 
NETZ | 27.3| 5.6 | 6 


*Source: Nielsen 24-Market TV Report covering all commercially sponsored evening programs, 
week ending October 16, 1960. Sunday, 6:30 to 11 PM, Monday-Saturday, 7:30 to 11 PM. 


ABC TELEVISION 
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The Editorial Viewpoint... 


Advertisers’ Control of Programs 


George Polk, vp in charge of programming at BBDO, has just an- 
nounced that a second BBDO client will go into the business of fi- 
nancing pilot films for proposed television shows—a procedure which 
the agency recommends as a technique for giving advertisers an edge 
in television time buying. 

The agency has put together a 13-page presentation giving its phi- 
losophy on client involvement in the early stages of tv program pro- 
duction. Among the advantages accruing to the client who goes into 
the financing of pilots, it says, are better rapport with the packager 
and others involved with the show; the opportunity to exercise “con- 
siderable program control’; and favorable financial arrangements, in- 
cluding often, a part-ownership in the property. 

Rexall, a BBDO client, financed the pilot for “National Velvet” 
and now owns a piece of the tv package as well as sponsoring it. 
General Mills is putting up $50,000 to $70,000 to run a pilot on “Fa- 
ther of the Bride” and will presumably own a piece of it if it works 
out; and at least two other BBDO clients are considering similar 
moves. 

We can understand the frustration of the advertiser and agency 
who would like to have something a little different from most of the 
‘formula fare being spewed out by the networks and their production 
affiliates, and their desire to develop programs of their own, but nev- 
ertheless we hope that not too many will seriously take up the notion 
of becoming producers of mass entertainment. 

For reasons of principle which go far beyond the narrow question 
of advertising effectiveness, we are opposed to advertiser control of 
radio and television programming, and we shall continue to be op- 
posed to it, no matter how bad a job the networks may do nor how 
good a job an occasional advertiser may do in this field. We have 
discussed some of the reasons in the past, and there doesn’t seem 
much point in going over them now. 

But purely from the standpoint of effective advertising, we also 
believe that, generally speaking, it is unwise for advertisers to be- 
come program producers. Essentially, we believe it is best for pack- 
agers and producers to get their financial backing outside the adver- 
tiser-agency group for the same reason that we believe it is better for 
an advertiser to employ an independent agency than to set up a cap- 
tive house agency. 

An advertiser’s primary job is to help sell the products he makes. 
If he gets too closely involved with side issues, he may very well be 
diverted from this job. And specifically, in the case of program in- 
volvement, he may find himself suffering from two disadvantages 
which can more than outweigh all the possible advantages: He may 
find himself giving a reluctant go-ahead to a so-so show, simply be- 
cause it’s his; and even worse, he may go on paying the time charges 
to air it, long after he would have abandoned a similar show with 
which he was not personally and financially involved. 


Science Is Riding High 


Thumbing through the president’s report of the Illinois Institute of 
Technology the other day, we were struck by the price tags the man- 
power market has put on college graduates, and particularly science 
graduates. 

The over-all average starting salary for bachelor degree candi- 
dates in the engineering disciplines, the institute reported, was $519 
per month for the classes of January and June of this year. Electrical 
engineering graduates were highest, at $544. It was $530 for chemical 
engineering, $520 for metallurgical engineers and mechanical engi- 
neers, $510 for civil engineers, $493 for industrial engineers—and $460 
for business and economics majors. 

Holders of masters degrees, the institute reported, “still command a 
$50 premium in starting salary” over bachelor degree holders, and 
Ph.D. degree candidates “are averaging about $10,000 annually at the 
time of receipt of degree.”’ Many of the latter, however, are not new- 
comers in the private labor force. 

It is reasonably clear, however, that starting salaries for the kinds 
of people most likely to go into marketing and advertising are at the 
low end of the scale. And this is bad for these people and also for 
our business. 


Abbott Swings the Ax 


We have always believed that advertising ought to be bought, inso- 
far as possible, on the simple basis of whet’ er a particular advertising 
medium is a sound advertising buy, without regard to whether an ad- 
vertiser happened to like the politics or policies of that medium. So 
we are a little sorry to learn that Abbott Laboratories has dropped 
Life and MD from its schedules. 

At the same time, we’re also a little pleased to have this demonstra- 
tion of the independence of both advertisers and media. Abbott 
dropped Life because of editorial material the magazine carried on the 
drug field; Life made it clear it would say what it believed was right. 
And we would not have it otherwise. 


Gladys the beautiful receptionist 


—Sandy Woodbridge, Bozell & Jacobs, Omaha. 


“He always thinks small because he used to work for Volkswagen.” 


What They're Saying... 


Expense, or Investment? tie between tv crime and the low- 
In the area between creating| brow in juveniles. Perhaps an ex- 
sales on the one hand, and profits| periment is worth conducting 
for the advertiser on the other,| whereby children of equal intelli- 
there lies the difference between|gence are separated into two 
approaching advertising merely as| groups, one with full freedom to 
a short-term business expense or | watch tv crime, and the other ex- 
in using it as a long-term capital| posed to selected tv from which 
investment. Grade B bleeders are omitted. If no 
—Norton Weber, vp, Erwin Wasey,| nhilanthropic foundation has 


Ruthrauff & Ryan, Pittsburgh, ad- A 
dressing the Hartford, Conn., chapter| thought to finance such a test, 
there is still time. . . 


of the Assn. of Industrial Advertisers. 
—Editorial in the Providence Bulletin. 


TV and Juveniles 

It seems to us that a proper 
charge against tv is not one of con- 
tributing to the delinquency of mi- about an agency principal who cau- 


nors, but to the depravity of their tioned his account men: “If you 
tastes. It seems to us the charge | 


Cause and Effect 
Our man in Chicago tells us 


could be made to stick. Instead of | lunch, for Pete’s sake make ’em out 
trying to run down the will o’ the | 


’ ~ |of gin, not vodka. I’d rather have 
wisp connection between tv and| 


; : |the client think you’re drunk, in- 
teen age crime, it would be more | stead of stupid.” 


productive to try to demonstrate al —“Pestene at Week,” Coteber tesue. 


| feel you must drink martinis at 
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Rough Proofs 


The tv and radio announcers 
who have been rhapsodizing about 
Holloween can now go into train- 
ing to welcome next spring’s crop 
of lilocs. 

7 


Washington baseball fans seem 
to be torn between grief over the 
departure of heroes like Killebrew, 
Lemon and company and relief at 
getting rid of the Griffith manage- 
ment. 

* 


Prof. Schlesinger’s ideas about 
possible taxation of advertising 
have been disavowed by Sen. Ken- 
nedy, but he has been playing an 
important role in the Presidential 
campaign just the same. 

. 


When the adjective “genuine” is 
applied to a product in a broadcast 
commercial, there seems to be a 
compulsion for the announcer to 
give it added emphasis by pro- 
nouncing it “genu-wine.” 


The FTC seems to be so insistent 
on spelling out all of the conditions 
of a warranty that if an advertiser 
wants to talk about “Satisfaction 
guaranteed,” he’d better say “posi- 
tively.” 

. 


Bubble gum, made famous in the 
major leagues by Mickey Mantle, 
is reciprocating with the awards of 
the Topps people to the baseball 
rookies of the year. 


Visitors to our shores may con- 
clude that the signs of progress 
and prosperity in suburban living 
include split level houses, super- 
markets and shopping centers. 


Frank Gifford’s smiles are so ef- 
fective in his commercials for Vi- 
talis that Bristol-Myers may yet 
prevail upon him to appear in pro- 
motions for Ipana toothpaste. 


Even if you have heard about 
Dristan, chances are you will have 
your normal quota of colds unless 
you cut down on the number of 
your conferences and committee 
meetings. 

o 


Cigaret and automobile manu- 
facturers are now faced with the 
same problem—maintaining the 
market for the old-established 
brands, while building a bright 
new image for the recent arrivals. 


Neil McElroy, who is receiving a 
special award for public service 
from the Advertising Council, may 
be able to explain how much more 
comfortable a business office is 
than a hot seat in Washington. 


Now that we’re back to standard 
time in all parts of the country, 
the appropriate query may well be, 
“If winter comes, can daylight sav- 
ing be far behind?” 


Don’t blame San Franciscans for 
hoping out loud that Casey Stengel 
will work his magic in Candlestick 
Park and ultimately lead the Gi- 
ants against the Yankees in a 
World Series. 
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: The significance for 
American business of... 


Sid 


The Man in the Gray-Flannel Kostium 


MOSCOW, Oct. 1—Madison Avenue may be pleased to know that ad- 
vertising is gaining in favor in the Soviet Union. Although it was once 
disdained as a capitalist device, the Soviets now find advertising necessary 
to market consumer goods . . . (but) there are demands for improvement 
in Soviet advertising. After the ad, “Drink the Beer of the Main Beer 
Agency” appeared, the trade union newspaper asked: “What other beer 
is there to drink?” —Excerpt from news dispatch in The New York Times. 


Now that the Russians have invented advertising, how far do 
they intend to carry the bol? Will we soon be hearing about Ivan-League 
suits? Morning borscht breaks? Copy Commissars and five-year plans 
boards? For all we know, “That's how the bliny crumble” and “I’m just 
talking off the top of my babushka” are already making the rounds in 
Moscow. And no Russian could go wrong with, “Let’s put it on the troika 
and see who gets off at the Kremlin.” 

Titillating as this prospect may be, Russia’s rapprochement with 
advertising is, we believe, significant. It reveals that, even in a controlled 
society, advertising is essential. With only one brand of beer to sell, the 
Russians learned they can’t sell it unless people are stimulated to buy. 


But somehow we are not optimistic about the future of advertis- 
ing behind the Iron Curtain. A Russian ad caption—“The quality of this 
herring is in no way inferior to other brands”—makes us wonder whether 
the gray-flannel-kostium boys have grasped the essentials. Their prob- 
lems are compounded by high prices and poor quality of most Soviet 
goods . . . by shortages . . . by low consumer income . . . by rigid govern- 
ment controls. Just how effective can advertising be when, for example, 
your media director tells you to run your ad in Pravda—or else? 


x * * Asa leading advertising medium in the United States, we at Look 
are inclined to plump for the American way. Lots of media, true. Many 
tough decisions. But when the right decision is made, results are often 
spectacular. That Look has been, and is, the right media decision for many 
advertisers is attested to by the fact that, for 21 consecutive years, the 
first 9 months of each year have set a new LOOK record in ad revenue. 
(In circulation, too.) This year is no ex- 
ception. The first 9 months of 1960 were, 
by far, the biggest in Look history. And 
not one insertion order from Moscow! 
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NOVEMBER, 1936 222%: 


first issue of Coronet appeared. It was an 
artistic publication devoted to the finest in 
cultural articles, paintings and photographs. 
It sold for 35 cents and achieved a small, 
but enthusiastic audience. 


MARCH, 1948 x." G5 
which accepted advertising. Two of the 


companies which appeared that month are 
still advertising in Coronet. 


nate 


CORONE 


JANUARY, i940 
TWENTY-FIVE CENTS 
© GREAT CRITAIE Le 


JANUARY, 1940 s.cec3"s: 


format to one featuring concise, informative 
articles on broad-interest subjects and vivid, 
human picture stories. With this new policy, 
circulation started to climb. 


JUNE, 1952 core, oe 


lished more mu!ti-page advertising sections 
than any other consumer magazine. In this 
issue, North American Van Lines ran 


Coronet’s first 8-page ad. Subsequently, 
this advertiser ran two more 8-page sections. 


JANUARY, 1942 52.52": 


Coronet” campaign was started and with 


Y% million circulation, Coronet became a 
“‘mass’” magazine with a policy that fea- 
wred articles of wide general interest, pic- 


ture stories and other editorial “exclusives.” 
. 


JANUARY, 1957 cocssi <3 


vertisement in a mass consumer magazine— 
28 pages from General Mills, featuring 
“*Bisquick”’ recipes. 


CUGPNO NE 
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CORONET FIRSTS 


CRs) 


ok | 


NOVEMBER, 


3 CYN ee 1960 


The first issue of Coronet to 
carry % million dollars 
worth of advertising, and 


a i the biggest in ad pages" 
9 in Coronet history. 
Over the last four years, 

‘ advertising has shown 

y a gain every year—with 


1960 ad pages up 20% 


over 1959. Circulation now 
at an all-time high— 


P over 3,100,000 net paid. 
~ 
. £ 
_— 
A Prediction: — ‘ 
. ’ ~ a. . a 
1961 will be Coronet’s year 
of greatest achievement. Photos by Flatow ig . 
Reg 
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Cuba Nationalizes McCann 
The McCann-Erickson office in 
Cuba has been taken over by the 
government. McCann has informed 
its clients in the U.S. that since it 
no longer has control over the of- 


fice, it cannot offer service in Cuba. | Santamaria Joins Vick 


McCann-Erickson de Cuba was for- 

begghd one of the largest agencies 
in Havana. The top executives of 
the Cuban office left the country 
earlier this year. 


Louis E. S. Santamaria, former- 
ly president of Revlon Interna- 
tional, has joined Richardson- 
Merrell, New York, as exec vp of 
the Vick international division. 


Loudon Boosts Pollock 

Henry A. Loudon Advertising, 
Boston, has appointed William K. 
Pollock copy director. Mr. Pollock 
has been a copywriter at Loudon 
since 1956. 
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FARM MACHINERY FOR THE SPRINGFIELD MARKET — Drawing by Franklin McMahen, noted Illinois artist 


STATE CAPITAL... 
ECONOMIC CAPITAL 


Springfield is the capital of Illinois and the economic capital of an 11-county market 


in the heart of the state. Agriculture, diversified industry, tourism, and a variety of 


governmental enterprises contribute to the balance, stability, and prosperity of fhe market. 


Whatever you're selling, you'll sell Springfield best through two historic newspapers: 
Illinois State Journal and Illinois State Register. 


These dailies offer dominant coverage: 100% in Sangamon County (Springfield) 


and 60% in the entire trading area. Both provide active merchandising support 


and top-quality R.O.P. color. (Write for color samples.) 


Iilinsis State Journal 
ILLINOIS STATE REGISTER 


Wilf, Za 


Copley Newopaporc 


15 Hometown Daily Newspapers Covering Springfield, Illinois — Northern Illinois — San Diego, California — 
and Greater Los Angeles. Served by the Copley Washington Bureau and the Copley News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., | 


NC. 


NELSOW POBERTS & ASSOCIATES 
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Bean | as Oftice Manager at F&S&R 


Advertising Age, November 7, 1960 


Media Records Says 
Newspaper Linage 
Off 2.8% in September 


NEw York, Nov. 1—Media Rec- 
ords’ check of newspaper ad linage 
in 52 cities showed total linage in 
September at 240,074,046 lines, off 
2.8% from linage in September, 
1959. 

Linage forthe first nine months 
of 1960 totaled 2.1 billion lines, a 
2.1% gain over linage in the like 
period the preceding year. 

Losses were reported in every 
category in September except re- 
tail and automotive. Retail linage, 
at 134,332,761 lines, showed a slight 
gain of 0.2%. Automotive linage, 
at 12,253,315, gained 0.1%. 

Biggest loss in September was 
in general linage, down from 32,- 
410,936 lines in September, 1959, 
to 28,781,517 lines in September of 
this year. 

Losses were also reported for 
the financial (off 5.3%), total dis- 
jplay (off 1.9%), and classified 
(5.1%) categories. Department 
| store linage fell 4% in September. 


'Welch Succeeds Redhead 


Fuller & Smith 
& Ross, Pitts- ' 
burgh, has ap- 
pointed George 
A. Welch, vp, 
manager of its 
Pittsburgh of- 
fice. 

Mr. Welch 
succeeds Hugh 
Redhead, who 
has resigned to 
join Mellon Na- 
tional Bank & 
Trust Co., Pitts- 
burgh. The bank is an F&S&R ac- 
count. In Chicago, F&S&R has 
named Michael F. Twomey Jr., 
formerly sales promotion manager 
of O’Brien Paint Corp., South Bend, 
manager of its public relations di- 
vision. 


George A. Welch 


Sterling Names Ayer 

Glenbrook Laboratories, a di- 
vision of Sterling Drug, has ap- j 
pointed N. W. Ayer & Son, New " 
York, to handle advertising for an 
unidentified new product. Ayer is 
a newcomer to the Sterling agency 
roster. 


Andrews Joins Dow as VP 

John Andrews has joined Dow 
Co., Omaha agency, as art direc- 
tor and vp. Mr. Andrews, a live- 
stock and poultry illustrator, serv- 
iced clients in 43 states and 12 
|foreign countries with his farm 
art before joining Dow. 


EVERY HOUR 


NEW YORK TO 


BOSTON 


Between 6:15 AM and 12:15 AM 
from LAGUARDIA 
(except 11:15 PM) 


EVERY HOUR 


NEW YORK TO 


WASHINGTON 


AT 25 MINUTES 
AFTER EVERY HOUR 


from LAGUARDIA 
(except 10:25 PM) 


Use ee Diners’ Club or 
rte Blanche card 


NORTHEAST 


AIRLINES 
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" Guaranteed by > 

Good Housekeeping 
a < ao 


45 apvearisty WE 


How do we know? We tried it! We selected a group 
of food and drug products which have earned the 
Good Housekeeping Guaranty Seal, and instructed 
two different research organizations to determine 
the effect of the addition of the Seal on the brands 
in question. 


Sales in test stores were measured for two weeks 
without the Seal on the packages, and for the next 
four weeks with the Seal added. Sales for all com- 
peting brands were also measured the entire 
six-week period. 


What do the figures in the chart mean? 


In all four product categories, addition of the Good 
Housekeeping Guaranty Seal increased sales of 
the brands entitled to use it. 


In all four product categories, addition of the Good 
Housekeeping Guaranty Seal caused greater sales 
increases than those registered by all other brands. 


The Good Housekeeping Guaranty Seal is the prac- 


i 


SALES PERFORMANCE AFTER SEAL WAS ADDED 

SALAD Good Housekeeping Seal Brand + 23.4% 
OIL All other brands + 95% 
SALAD Good Housekeeping Seal Brand + 28.8% 
DRESSING All other brands + 3.6% 
PANCAKE Good Housekeeping Seal Brand + 49.8% 
MIX All other brands + 31.3% 
DRUG Good Housekeeping Seal Brand + 13.1% 
PRODUCT Other brand — 31.6% 


GOOD HOUSEKEEPING 


MAGAZINE ANDO INSTITUTE 


ATE MSI ae 


aod sells 


tical application to modern packaging of 14 of the 
most powerful selling words ever written: 


“replacement or refund of money guaranteed by 
Good Housekeeping if not as advertised therein” 


The Guaranty Seal can cut down the introductory 
time of a new product by months, even years. It 
can also help keep an established product selling 
against its competition. 


If your package isn’t working as hard as you feel 
it should for the money you have invested in it, we 
suggest some thoughtful consideration of the ad- 
vantages of the Guaranty Seal, a tool offered only 
by Good Housekeeping. This is another marketing 
service that makes Good Housekeeping different 
from any other advertising medium. 


To get full details of this latest four-product test, 
and start your package along the road to possible 
addition of this valuable working element, write 
Calvin C. Herge, Good Housekeeping Magazine, 
57th St. at Eighth Ave., New York 19, N. Y. 
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No...COUNT OF 
Liles MRTICLES 


BY NOTED 


WRITERS / 


Ds Magazine Editorial Profile: 
Business, travel, current events, hunting 
and fishing, “do-it-yourself”... these are 
some of the topics that, in addition to 
fraternal news, whet the reading appetites 
of 1.2 million Elks every month. 
Add an interesting array of fiction, plus 
articles on sports or matters of national 
importance...that’s a general outline 
of The ELKS Magazine. 
This appealing editorial package, penned 
by noted writers, invites readership. .. 
provides the right setting for your 
advertising. It’s the best way to sell 
the #1* men’s market. 

*1960 Starch Report . . . ask 


your local ELKS Representative 
to show you a copy. 


MAGAZINE 


New York, 386 Fourth Ave. 
Chicago, 360 N. Michigan Ave. 
Los Angeles, 1709 W. 8th St. 


NSI SURVEY—GRAND RAPIDS-KALAMAZOO AREA 
June 6-July 3, 1960 


Quarter Hours in Which Stations Deliver Most Homes 


No. of Quarter Hours 


Per Cent of Total 


WKZO-TV 


STATION B 


WKZO-TV 


STATION 


80 
70 


79 
76 


10 


89°%/, 
58*/, 


93°, 
81%, 


1% 
42%, 


7% 


19%, 


BUT... WKZO-TV’s Popularity 
In Kalamazoo-Grand Rapids - 
Will Be Music To Your Ears! 


The latest facts about Kalamazoo and Grand 

Rapids are that, according to Television 
Magazine, each is among the 55 fastest-growing | 
markets in population and households. | 


WKZO-TV is your most effective selling 
medium in this important market—delivers 
far more viewers than any other station. 


(See NSI box.) 


Keep pace with the growth in Kalamazoo 
and Grand Rapids on WKZO-TV. And if 
you want all the rest of outstate Michigan 
worth having, add WWTV, Cadillac, to your 
WKZO-TV schedule! 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 © 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
Fer Greater Western Michig 
Avery-Knodel, inc., Exclusive National Representatives 


Advertising Age, November 7, 1960 


Getting Personal 


If Republican John V. Lindsay isn’t reelected congressman in 
New York’s “silk stocking” district, it won’t be for lack of support 
from prominent New York admen. Serving on the main reelection 
committee are Bruce Barton, BBDO chairman; Sigurd Larmon, 
head of Young & Rubicam; and Sylvester “Pat” Weaver, chairman 
of McCann-Erickson International. In addition, letters have been 
sent out to admen living in the Lindsay district by an advertising 
men’s committee headed by six co-chairmen—William R. Baker 
Jr., chairman of Benton & Bowles; David B. McCall, vp at Ogilvy, 
Benson & Mather; Rolland W. Taylor, president of Foote, Cone & 
Belding; Richard L. Brecker, account representative at JWT; 
Mr. Weaver and Mr. Larmon. Serving on the committee are 21 other 
admen, including Norman Strouse, JWT president; Charles Rhein- 
strom, JWT vp; Anderson “Andy” Hewitt, senior vp at Compton; 
and Richard Neff, Compton copywriter... 


William John Hugh Comdr. Lois Barbara 5. @. Mrs. J. E. 
Franke Davis Davis Davis Davis Davis Davis Davis 


PROUD FAMILY—Cmdr. John F. Davis, son of J. E. Davis, former Curtis 
Publishing Co. vp, is shown with his family and Navy Secretary 
William B. Franke at the Pentagon after receiving the Navy’s Dis- 
tinguished Flying Cross for setting a new world jet speed record. 
Cmdr. Davis flew at 1,390.21 mph in a test near Edwards Air Force 
base, California. With him are his parents, Mr. and Mrs. J. E. Davis, 
Chicago; his wife, Lois; and children, Barbara, John and Hugh. 
Cmdr. Davis’ brother is Robert A. Davis, general ad manager of 
Kraft Foods, Chicago. 


John E. Fetzer, head of the John E. Fetzer group of radio-tv sta- 
tions in Michigan and Nebraska, has taken over the presidency of 
the Detroit Tigers, ending the turbulent reign of Bill DeWitt—thus 
becoming the fourth president in as many years for the baseball 
club. For some time the broadcasting exec has headed a group own- 
ng one-third of the baseball club, and last month gained majority 
control by purchasing another one-third. The remaining third is 
controlled by Fred Knorr, president of WELL, Battle Creek... 

Irwin A. Vladimir, head of Gotham-Vladimir, New York, is on an 
extended globe-girdling trip, visiting associate agencies in 12 coun- 
tries... Dick Roney, publisher of Conover-Mast Purchasing Direc- 
tory, tied for second in the open individual event at the Missouri 
State Bridge Tournament in St. Louis... 

The U.S. will soon have its first white tiger, thanks to John W. 
Kluge, head of the Metropolitan Broadcasting Corp.—and ten 
months of negotiation with the Maharajah of Rewa, who owns the 
only four such tigers in captivity. Mr. Kluge is now in India to col- 
lect the animal. After several appearances on the Metropolitan 
stations, the tiger will be presented to the National Zoological 
Park in Washington, D. C., as a “gift to the children of America’”’... 

Sports Illustrated’s ad promotion man Bill Ely is celebrating the 
birth of his first child, a son, Bradford Keller, on Sept. 14... It’s 
also a son for Arthur C. Hardie, in the radio-tv department of Ted 
Bates & Co. Born Oct. 13, the new arrival has been named Chris- 
topher Michael .. . 

Gene A. Kotouch, account exec on U.S. Steel at BBDO, Pittsburgh, 
is back at work after a wedding trip to New Orleans with the new 
Mrs. Kotouch, the former Marianna Boes .. . It was a Caribbean 
honeymoon for Thelma Hepburn, publicity director of Newsweek, 
and Douglas Allis, an assistant vp at Irving Trust Co. .. . Patricia 
Fitzpatrick, Time Inc., and Bill Colgan, statistical research director 
of the National Paper Trade Assn., will be married in January ... 
It will be a December wedding for Phyllis B. Picker, daughter of 
Arnold Picker, vp in charge of foreign operations of United Artists 
Corp., and Lawrence Dessner, McKim Advertising, Toronto . .. Chere 
Moran was married Oct. 22 to Richard Pape, grandson of William 
J. Pape, publisher of the Republican and American, Waterbury, 
Conn., and son of William B. Pape, assistant publisher of the news- 
papers... 

Merle S. Jones, president of CBS Television Stations Division, 
and Mrs. Jones left Oct. 25 on a six-week tour of Australia, Japan, 
Hong Kong, Bangkok, India, Lebanon, Syria, Hungary, Moscow, 
Sweden and Honolulu . 

Dave Abbey, who was named manager of the Minneapolis-St. 
Paul office of the Katz Agency when the media representative 
opened its branch in the Twin Cities this year, believes every 
thing good comes in pairs. Mr. and Mrs. Abbey became the parents 
of twins, Robert and Bruce, on Oct. 14... A third child, second 
son, was born Oct. 17 to Time ad promotion’s David McCullough ... 

Charles A. Breskin, chairman of the board of Breskin Publica- 
tions Inc., New York, was given the John W. Derham memorial 
lecture medal by the plastics industry of Australia at a three-week 
session on the progress of plastics there... 
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HERE IS A SUMMARY OF FINDINGS FROM THE 
LOS ANGELES CONTINUING HOME AUDIT 
The validity of marketing and media data from the Audit is 


accepted by local and national advertisers and advertising agencies. 
For 15 years, 1,000 different families have been interviewed every 


NORMAN CHANDLER, PRESIDENT, THE TIMES-MIRROR COMPANY 


Year around in-the-house meas- 
urement of buying habits 
in Los Angeles County 
since 1945 


other month— over 90,000 to date. An independent research com- 
pany, Facts Consolidated, conducts the interviews scientifically 
and impartially. 


THE MIRROR IS SECOND IN LOS ANGELES 
IN COVERAGE OF HIGH INCOME FAMILIES 


Findings of the Continuing Home Audit for the last full year 
(1959) reveal that The Mirror ranks second in the Los Angeles 
weekday metropolitan newspaper field in number of families 
earning $10,000 a year or more. In the $5,000-a-year-and-up 
category, The Mirror also takes second place with a convincing 
lead over the third and fourth papers. 
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THE MIRROR IS SECOND IN LOS ANGELES 
IN REACHING FAMILIES WITH CHILDREN 


Over 466,000 children under 18 are in the families who read the 
Los Angeles Mirror. Here again, The Mirror ranks second in 
total numbers. In percentage, The Mirror is a standout first with 
65% of reader-families having youngsters. Mirror families are 
primarily young families—over 75% of the homemakers are 49 
years of age and under. 


Largest Evening 


THE MIRROR IS SECOND IN LOS ANGELES 
IN COVERAGE OF FAMILIES OWNING HOMES 


The Audit’s figures show that 163,287 Mirror reading families 
own their homes. This is 4,982 more than the third paper; 16,619 
more than the fourth. From this commanding second place posi- 
tion, The Mirror offers “solid-citizen” readership for advertisers. 
Only the morning Times rates higher than The Mirror among 
weekday metropolitan newspapers in this important classification. 


THE MIRROR IS SECOND IN LOS ANGELES IN 
MANY IMPORTANT WAYS FOR ADVERTISERS 


The Los Angeles Continuing Home Audit will show you many 
more facts to prove that The Mirror should be your number two 
selection among the four metropolitan weekday newspapers in 
America’s second largest market. To get these additional details, 
write or call the Mirror Promotion Department or any office of 


O’Mara & Ormsbee. 


A Quality 
Newspaper 
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BASIC TEST FOR MEDIA SELECTION: 


Ask anyone, 
anyone : 
you re trying 

— to sell in the 
aerospace market, 
what publication 
he reads and 
respects most. 


A powerful editorial force is a powerful selling force. 
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Analog Computer Lab—Raytheon 
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‘‘Actuall 
mail 


we have,” 


28 E. Jackson Blvd. 
Telephone HArrison 7-7176 


Chicago 


2 


“MESSENGER 


national advertiser. 
JAN. ISSUE CLOSES NOV. 20 committee. He joined the agency 
Orders and sample copy requests to earlier this year as an account su- 
ANGELA M. CRAWLEY & STAFF pervisor. Previously he had been 
National Advertising Representative | With Kenyon & Eckhardt and Earle 
i & Co. C&W, Chicago, also 


Anthony 


[NATIONAL CATHOUIC FAMILY MAGAZINE? C&W Names Three 


the best 
er — has named Kenneth Mason a vp 


Cunningham & Walsh, Chicago, 


land chairman of the executive 


has named Marian Manzer, for- 
merly with Campbell-Mithun, a 
‘media buyer, and Helen L. Wil- 
‘liams, who previously operated her 


own consultation and free lance 


| |copy service, to the copy staff. 


a 
ay 


per 
1 ¢ thousand 


T.A.B. 


rating 


H. H. SEFF CO. 
— establiybed over 


Seagram Plans 
Yule Push for 
Its V.O., 7-Crown 


nially the most advertised and 


mas with a national ad campaign 
breaking early in December in Life 
and Look. A's 

Estimated to have gotten a $6,- 
000,000 push last year ($2,900,000 
of it in newspapers and $1,800,000 
in magazines), 7-Crown will tie in 
with Seagram’s V. O. Canadian 
whisky and Seagram’s Extra Dry 
gin in “the greatest concentration 
of consumer advertising in this pe- 
riod in the history of the industry.” 


® Packaged in a classic decanter, 
7-Crown will also be backed by 
|color pages and two-color, 1,000- 
line ads in newspapers in major 
markets. More than 600 newspa- 
pers in 590 markets are scheduled. 

A tapestry-like 


scene is the| 


appear as a color spread in Life 
and Look and as a color page in 
American Legion, Argosy, Elks, 
True and V. F. W. magazines. 

| The V. O. brand will be adver- 
| tised in more than 200 newspapers, 


New York, Nov. 1—Seagram’s featuring color pages in major 
7-Crown blended whisky—peren-| markets. Magazine advertising for 


|V. O. will include color spreads in 


largest selling U.S. brand—will get | Esquire, Life, and Look, and color 
another massive push this Christ-| pages in Ebony, Fortune, Holiday, 


| Newsweek, Sports Illustrated and 
Time. 

Seagram extra dry gin will be 
featured in color pages in such 
magazines as Holiday, Newsweek, 
Sports Illustrated, The New York- 
er, Time and U. S. News & World 
Report. # 


National Research to Launch 
Businessmen’s Record Club 
National Research Bureau, Chi- 
cago, has appointed Robert Stone 
president and Donald C. Reaser 
general manager of its new Busi- 
nessmen’s Record Club division, 
415 N. Dearborn St., Chicago. 
Mr. Stone was formerly a vp of 
National Research and Mr. Reaser 


Advertising Age, November 7, 1960 


with the company. 

The BRC, launched Nov. 1, 
is a unique record-of-the-month 
club, designed especially for busi- 
ness men. Topics to be covered in 
the lp records will include per- 
sonality development, public 
speaking, selling products to in- 
dividuals or groups, and telephone 
selling techniques. In addition, the 
club will offer a wide selection of 
historical records, folk music, pop- 
ular, jazz and classical music on 
leading labels. Club members will 
also receive a monthly magazine, 
“Businessmen’s Record Review,” 
which will list the current busi- 
ness record-of-the-month, along 
with other records available to 
club members. 


Curcio Adds Account 
Professional Products Co., Lynn, 
Mass., drug company, has appoint- 
ed Andrew Curcio Advertising, 
| Cambridge, Mass., to handle its ad- 
| vertising. Peptoban, a new stomach 
|tonic, will be introduced in No- 
weenie with a newspaper cam- 
paign in Boston and other New 


‘background of the 7-Crown ad to| was formerly in customer relations | England cities. 


FRIDAY AFTERNOON, 
FIND OUT WHO HE |S, 


PETER GUMMSHOE, 

MY WIFE IS RECEIVING 
A YOUNG LOTHARIO 
AT OUR HOME EVERY 


MY ROUTE, WHAT A 
LONG DAY! WHY, 
THE GLOBE HAS MORE 
HOME READERS BY FAR 
THAN ANY OTHER 
NEW ENGLAND PAPER, 


IT WAS JUST THE 
BOSTON GLOBE 
PAPER BOY, SIR. 


AHA! THERES THAT YOUNG 
LOTHARIO NOW, ENTERING MY 
CUENTS HOME. |I’LL NAB HIM 
WHEN HE COMES OUT. 


The Boston Globe really gets home in New England. Its home-readership figures 


are tops for any paper in the area. And that’s not all. Because the morning and 


evening editions of The Globe are practically the same, nobody reads them both. 


This means almost no self-duplicated circulation. Other Globe bonuses: biggest 


Sunday circulation, more total linage, more classified than any other Boston 


paper. End result: more of everything — especially readers. 


CAUGHT AT LAST, LOTHARIO, 
ACCEPTING FAVORS FROM 
MY CLIENTS WIFE, 


LOTHARIO... 
MY NAME IS IRVING, 
AND VM A 


MAKES NO 
DIFFERENCE, 
A JEALOUS 
HUSBAND 
CAN‘T TRUST 
ANYONE, 
ILL CANCEL MY 
SUBSCRIPTION 
AND BRING 
THE GLOBE 
HOME MYSELF! 


The Boston Globe 
gives you ~— 
more of everything 
... especially readers 


A MILLION MARKET NEWSPAPER - NEW YORK + CHICAGO + DETROIT « LOS ANGELES + SAN FRANCISCO 


rrr 


———eo 


chee Ms 3 ae = F : ; d , . ce Oe ees eee i i 2 ag eaere take ei 
ee ees 
a ae eC eC 
nen 7 
'- | 
; —— | | 
i 
—" 
aes 
Cie oe 
ee 
‘Fe (‘Sterling 
eae ring ¥ ‘ 
yh ; — ADVERTISING CO. . 
= ae SGN, Summit St. Akron, OhiO piney ecm 
prices nO be. 
= Private eye solves The Boston Globe Caper | 
a abd ? pc ba RS eye , “ 
aside, sii ON \" NEXT FRIDAY AFTERNOON | 
bs ee | 
os i { Orin ve s BOSTON GLOBE PAPER BOY 
- e Pr & Se * ee 
ee si aie “Y ; . y ° , ‘ ol E a , z a so Coil ie * 7 
ea J Bs Ses a. ee ~~... “SB 
es 4 i: few) ee a Cae ; 
pe Te : oe _ \ rr ae oe ea es, 
eeteames re — Se y ¢) ge 3 a Uw ANN —— 
aée aN ig a oie 
. C = lo 2 Pk ae ot oe " ‘ 
oo THE FOLLOWING DAY 
ees! #7 ERIDAYS PAYDAY ON BUT, SIR, HE'S ONLY 12 YEARS OLD. 
i j et—* alps 
eS es LAST TIME ‘~ bi bi } 
eae ae. ; MILKMAN | "7 
ee ; n \ t f ; - | ‘ " . 7 ’ 
= ~ ae. We vt ’s 
Pe 7 oa | , — , ¥ mM a a 
wee on, Sa ‘ : ne 5 / i ast é- “ey. 2 { ae Z % —— 5 ey em ia hrs 
| tee Ma). ear tie ee ag . See, Qo ce é ; ; | 
‘ Se es Ae a a : - om } i: : ss 4 : - : ‘ : , | 
Tice ame! h\ \\ NS Gin YA -& @ Me ¢ : pee 
: pee a we saab i \ ee ‘ aa : ; ‘. y ' 4 £ ; z | % hype 2 
Ps ee 
eee 
a . 
é a 
LLL bs 


It’s New! It’s Revolutionary! 


The Houston Chronicle Now Offers Both 
FREQUENCY LINAGE and BULK LINAGE 


DISCOUNT CONTRACTS 


FREQUENCY LINAGE CONTRACT DISCOUNTS 


The discount for the frequency linage contract also applies to color premiums. 


Sise of Discount Discount Discount Discount Discount Discount 
Aibundiaemend 5 Times 10 Times 20 Times 30 Times 40 Times 50 Times 
In 12 Months | In 12 Months | In 12 Months | In 12 Months | In 12 Months | In 12 Months 

100- 299 Lines 1% 2% 4% 6% 8% 10% 
300- 599 Lines 2% 4% 6% 8% 10% 12% 
600- 999 Lines 3% 6% 8% 10% 12% 14% 
1000-1499 Lines 4% 7% 10% 12% 14% 16% 
1500-2399 Lines 5% 8% 12% | 14% 16% 18% 
2400 Lines (Full Page) 7% | 10% 14% | 16% 18% 20% 


BULK. LINAGE CONTRACT DISCOUNTS 


Discounts for bulk linage contract also apply to color premiums. 


Line Rate 

Linage Discount ————— 
Daily Sunday 
2,400 Lines In 12 Months 1% .644 .663 

5,000 Lines In 12 Months 3% .63 .65 

10,000 Lines In 12 Months 5 % .618 .637 
25,000 Lines In 12 Months 8% .598 .616 
50,000 Lines In 12 Months 10% 585 .603 


In Houston, The Chronicle 


Reaches More People 

Carries More Advertising 
Sells More Merchandise 
. . AND NOW OFFERS ADVERTISERS EXTRA SAVINGS, TOO 


THE HOUSTON CHRONICLE 


Read By More Houstonians Than Any Other Newspaper 
The Chronicle is a MUST Buy! 
The Branham Company — National Representatives 
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10 Ways to upgrade a sale 
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Metalworking Practical 
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Suppliers’ Catalogs 


This is the mark of Cahners Publishing Company, 
Inc.—a symbol representing 302 men and women in 


12 offices all over America. . . . It stands for editors, | a Po gps si a ee ae 
writers, researchers, artists, counselors and clerks... . d nif H k 
It means the impact of thousands of pictures and Se ane ee 3 . Pramie A 00 


words read and believed by over half a million buyers nei en ano ten - cermeen epentbenane - aorseninian - dane 
each month. ... It demonstrates the power of $7,400,000 a ‘ae na) 
in advertising invested by 2326 manufacturers this Buyers Directory 
year... . It represents a growing company, one of the 
largest industrial publishers in the United States. 


But more than anything else, the Cahners symbol 
stands for an enlarged capacity for service—to both 
readers and marketers. It means richer editorial, 
a expanded research and broader publishing resources for 
each Cahners publication pictured here. 


CAHNERS PUBLISHING COMPANY, INC. 
The Cahners Building, 221 Columbus Avenue, Boston 16, Massachusetts 


BUYING and 
SPECIFYING 
HANDBOOK 


Offices in Chicago, Cleveland, Dallas, Los Angeles, Miami, New Yerk, 
Portland, San Francisco and Seattle. 
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INFLUENTIAL 
IN PHILADELPHIA 


Leader in Quantity, Quality and Business 
Establishments Audience. Leader in 
news and new ideas in Community Serv- 
ice. Latest* Pulse and Hooper total rated 
time periods: 


*Pulse 8-county area, Aug., 1960; 
Hooper R.A.1., July-Aug., 1960; Hooper 
Bus. Estab., March, 1960. 


Represented by the KATZ Agency, Inc. 
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Hartung Adds Two Accounts 

Pennsylvania Scale Co., Bare- | 
ville, Pa., has appointed M. W. 
Hartung & Associates, New Hol- 
land, Pa., to handle advertising 
and public relations. Hartung also 
has been named to handle adver- 
tising for Papec Machine Co., 
Shortsville, N. Y., producer of feed 
| and forage equipment. Rumrill Co., 
| formerly handled Papec. 


| United Auto-Lease to Parsons 

| United Auto-Lease Co., Boston, 
| has appointed Parsons, Friedmann 
& Central, Boston, to handle its 
advertising. Parsons, Friedmann 
also has been named to handle 
advertising for Clarkeson Engi- 
neering Co., Boston. 


Mag-Powr Games to Clarke 

Mag-Powr Games, Sausalito, 
Cal., manufacturer of magnetic 
| baseball, football and ice hockey 
games, has appointed Richard T. 
Clarke Co., San Francisco, to han- 
dle its advertising. 


Advertising Age, November 7, 1960 


Trend Away from 
Store Buying Seen; 
Home's Taking Over 


Monrovia, CAL., Nov. 1—With- 
in the next ten years today’s super- 
markets. and department stores 
will, in effect, become mail order 
housés. 

The change will be due to a 
“buying habit revolution,” predicts 
R. S. Avery, board chairman of 
Avery Adhesive Products and 
founder of the pressure-sensitive 
label industry. 

He says “central distribution 
centers” will use catalogs, direct 
sales people and direct-selling tv 
commercials to reach their cus- 
tomers, the housewives, in their 
kitchens or living rooms, where 
the sales will be made. (E. B. 
Weiss predicted the development 
of tv shopping in his column [AA, 
Dec. 19, 1955].) 

Mr. Avery said that more and 
more consumers are finding in- 
store shopping inconvenient and 
wasteful and are turning in droves 
to buying in the home—from cat- 
alogs, by telephone or from direct 
sales people. 

The trend away from store buy- 
|ing is being reinforced by the pre- 
|selling of many products, which 
| makes it safe to order merchandise 
without examining it at a store, 
| he said. + 


| Chock Full O’Nuts Goes 

Into Bus Advertising 

Chock Full O’Nuts, a $2,500,000 
| advertiser in all media last year, 
|has launched into outdoor transit 
| advertising for the first time, with 
king-size bus posters introducing 
its coffee in six new markets—Cin- 
cinnati, Dayton, Detroit, Flint, 
Pittsburgh and Toledo. 

Handled by Mutual Transporta- 
tion Advertising, New York, the 
campaign may be extended to 
existing markets. Grey Advertising 
| Agency, New York, has the ac- 
| count. 


| American Viscose to Sell 

|Chemstrand Stock to Monsanto 
| American Viscose Corp., Phila- 
| delphia, has agreed to sell its 50% 
interest in Chemstrand Corp. to 
Monsanto Chemical Co., St. Louis, 
| the other partner. Under the pro- 
| posed plan, American Viscose will 
|receive 3,540,000 shares of Mon- 
santo stock, which will be subject 
to special voting provisions as long 
as they are held by Viscose. 


In Connecticut, 
New London's 
Household Sales 
Are TOPS! 


Yes! New London households 
outbuy other Connecticut house- 
holds in cities of 25,000-or-over 
population. Total retail sales per 
average household: a whopping 
big $7707!* 


Make your gain here in The 
Day, New London's only daily, 
with 98% city zone coverage. 


*SM ‘60 Survey 


The Dap 


NEW LONDON, CONNECTICUT 
National Representatives: 
JOHNSON, KENT, GAVIN 

& SINDING, INC. 
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If Communist China is really splitting with the Soviet, watch 
Mao start building up industry like mad. Don’t be surprised, but 
the Far East can become a serious chemical threat. So warn the 
editors of CHEMICAL WEEK...and all over the U.S. Chemical 
Process Industries, management is weighing its words, counter- 
attacking with new plans and decisions. 


Competitive life in the CPI runs hot and management must keep 
conditioned to cope with it. Challenge hits on all fronts — prod- 


‘ucts, packaging, plants, processes, prices... affects management 


Chemical Week 


A McGraw-Hill Businesspaper (ABC-ABP) 


WILL RED CHINA 
FIGHT US WITH 


in all operating areas...out in the marketplace or running the 
plant, turning out today’s product or researching tomorrow’s. 


This is the community of interest in which CHEMICAL WEEK 
has been so authoritative in ten of the growingest years the CPI 
has ever known. This is a responsibility CHEMICAL WEEK alone 
shares with the men-in-command in all job functions. Of all 
publications in the field only this one is acknowledged “Industry 
Spokesman for CPI-Management.” And that’s why CHEMICAL 
WEEK can make more high-profit/low-cost sales calls for you! 
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Your advertising gets total coverage of 
the entire evening field in the NEWS- 
CALL BULLETIN, San Francisco's ONE 
(and only) Great Evening Newspaper. 


Not only do you get a clear field, 
but you reach more readers in the city 
of San Francisco in the NEWS-CALL 
BULLETIN than with any other daily news- 
paper—73°%, more than the daily Chron- 
icle and 34% more than the daily Exam- 
iner. In the important 3-West Bay county 
market you reach 40°/, more readers than 
the daily Chronicle and 14° more than 
the daily Examiner . . . and NEWS-CALL 
BULLETIN rates are lower! 
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B with the field all to yourself 


YOUR SAN FRANCISCO ADVERTISING GETS 
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habit forming — 


Fortify your future with young physicians 
as they establish their prescribing habits. | ° 
Most of them read THE NEW PHYSICIAN for | 
over seven years as their official journal. 


THE ‘| 


NEW PHYSICIAN 


Reaching interns, residents, newly established doctors : 
and medical students. Official publication Student - 
American Medical Association. 
430 N. MICHIGAN AVENUE « 


CHICAGO 11, ILLINOIS 
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NYTA Awards Ad Rights to 
New El Advertising Co. 

New York’s Transit Authority | 
has awarded exclusive sales rights 
of advertising on the city’s elevat- 
ed railway structures to a new out- 
door advertising company. Under 


an arrangement in which the city | 


| will be guaranteed at least $1,400,- 
000 in advertising revenue over the 
|next 10 years, El Advertising Co. 
will install ads—including neon) 
signs—on the city’s elevated struc- 
j tures and will pay the authority 
125% of gross receipts during the 
first five years of the contract and 
|30% of gross during the second 
| five years. 


| El Advertising is an affiliate of | 


| Disosway & Fisher, a local outdoor | 
advertising company located in) 


| Long Island City. Edward A. Pear- 


|son, vp and general manager of | 
Disosway, has been named presi- 
|dent of El Advertising. 


Dobbs Adds Mister Ease 


Mister Ease Inc., New York, 
men’s knitwear manufacturer, has 
appointed Dobbs Advertising Co., 
|New York, to handle advertising 
and sales promotion. Media used 
will include magazines, business | 
publications and direct mail. 


Delehanty, Kurnit Moves 

Delehanty, Kurnit & Geller Ad- 
|vertising, New York, has moved 
to 270 Madison Ave. 


Advertising Age, November 7, 1960 


NBP Issues New 
‘Sourcebook of 
Specialized Markets’ 


WASHINGTON, Nov. 1—National 
Business Publications has begun 
the distribution of “The Source- 
book of Specialized Markets,” a 
|/new 178-page publication designed 
“to provide easy access to all 
sources of marketing data avail- 
able through the member compa- 
nies of NBP.” 

The book is divided into five 
sections: (1) “Forces for Special- 
ized Marketing,” a description of 
the business press and the mission 
it performs; (2) “Sources of Spe- 
cialized “Know-How,” a descrip- 


|tion of the individual markets 


served by NBP publications; (3) 
“Targets for Specialized Markets,” 
a compilation of specialized mar- 
keting information available from 
NBP member-companies; (4) 
“Prestige for Specialized Market- 
ing,” an explanation of the mission 
performed for business men and 
business publishers by NBP’s an- 
nual State of the Nation dinner 
and Silver Quill Award; and (5) 
“Leaders in Specialized Market- 
ing,” devoted to NBP’s new Silver 
Scepter award for the “Market 
Maker of the Year.” 


® Copies of the “sourcebook” are 
being sent to all allied interests, 
the 57 academic members of NBP, 
and to 1,200 agency members of 
the association, NBP said. Deluxe 
editions are to be presented to the 
300 leading advertisers in special- 
ized business publications, and to 
the presidents and board chairmen 
of companies which have been 
represented at the head table dur- 
ing Silver Quill Award dinners in 
the past. 

The “sourcebook” was prepared 
under the direction of the com- 
mittee on public relations, under 
the chairmanship of David R. 
Watson, president, Watson Publi- 
cations Inc., and NBP vice-chair- 
man for public relations. + 


Ronson Sets Outdoor Push 

Ronson Corp., Woodbridge, N. J., 
beginning this month, will use 
30-sheet, full color outdoor posters 
in more than 100 markets, coast to 
coast, to promote its gas-powered, 
adjustable flame Varaflame butane 
lighters. Norman, Craig & Kummel, 
New York, is the agency. 


HE CAN 
HELP YOU 


If you're 
looking 
for fast 
Direct National 
Distribution 


Barney Kingston, Merchandising Direct 


Don't be fooled by the ‘‘outlet map’’ on 
your wall! It’s one thing to put your prod- 
uct in stores—it’s quite another to move it. 


If your product or service lends itself 
to personal selling—whether in a home, 
office, store, institution, service station, 
etc.—it will pay you to investigate the 
booming $942 billion DIRECT SELLING 
FIELD. Manufacturers and agency execu- 
tives often amazed to learn how easy and 
inexpensive it is to move merchandise 
through modern direct selling—in ALL 
counties of the 50 states and in the prov- 
inces of Canada. 


Let us analyze your product or service 
without obligation on your part. If your 
product has potential in our field, we 
submit 35-year sales-tested plan for con- 
sideration; sample plan starts 50 new 
companies every month ... many of 
which now do from $250,000 to more than 
$1244 million annually. 


Send factual data to our Mee 


ito! 
‘TUNITY Magazine, 850 
North Dearborn Street, Chicago 10, Il. 
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-.. McGraw-Hill 


Best filter in the Oh 


Not every Tom, Dick or 
Harry can subscribe to a 
McGraw-Hill publication. 


We filter out those people 
for whom the publication | 
is not intended—and for 
whom advertisers should 
not be asked to pay. Our 
first step is to require pay- 
ment. This helps establish 
definite reader interest. 


Beyond that, each publi- 
cation has rigid standards 
that prospective subscribers 
must measure up to. 


These standards require 
that the subscriber’s 
organization have an active 
interest in the field served 
by the publication, and 
that the subscriber himself 
be a responsible individual 
who has an influence 

in purchases. 


Last year, we declined 
22,000 subscriptions, worth 
$150,000, from persons 

we believed would not 
benefit from the editorial 
and advertising content 

of our publications. 


This is only one of the 
reasons why McGraw-Hill 
publications offer every 
advertiser such a highly 
effective audience for his 
products and services. 


Selected and bought by men 
in industry who want the 
best in editorial service. 
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Advertising Age, November 7, 1960 


Monsanto Names Smith, Ude_ | 

Monsanto Chemical Co., St.| 
Louis, has appointed Eugene D. | 
Smith advertising and promotion 
manager of its new agricultural 
chemicals division and Robert E. 
Ude marketing services manager of | 
the division. Mr. Smith was. for-| 
merly advertising manager of Lion | 
Oil Co., a division of Monsanto, | 
and Mr. Ude, formerly manager of | § 
sales office operations for the com- | 
pany’s. marketing services depart- | 
ment. 


WIJBK 


DOMINATES. THE 
MARKET ON WHEELS! 


SATURATE with low-cost 
package plans 


CALL KATZ - today! 


Maercklein Builds New Offices , 

Maercklein Advertising Agency, | 
Milwaukee, has begun construc-| 
tion of its new building, to be lo- 


cated on Milwaukee’s far north | for somebody tomorrow and ete 


side. Scheduled for completion | Roveeerwaeenchrewrenate Ss Sninarinn <a 
Lbs to ena Siete anaes a 
early next year, the building will| Jaumensessteat ih oie. ooo 
he et per! a ame! loreetorel ™m conta 2 Stree amare me 
include a special sound, slide and| =ot———— || ==—se sah 


Dr's ot that past the set of voting san Wate might even any tothe Red whesis and 


photograpl.c laboratory, a test)  stevtc«GMioseet hii Desens - 
kitchen and a high fidelity stereo| Sfuheaumbanl) hato——co | 

(hey ve @ practionnl ao aspare tie pumped — Danny the torch of pur belief prowdty so | 
the STORER station backed by sound system. Cost of the con- owl aban es Portas + 


‘ , struction is estimated at more!” \ijuseeeeealnlaa one aenneEee meee an 
33 years of responsible broadcasting than $200,000. See Shs Le 


YOUR BANK NAME GOES WERE 


ELECTION TIME—1,000 of these mats 
were distributed by Barton A. 
Cummings, president of Compton 


Advertising, to members of the Fi- 
E R & nancial Public Relations Assn. for 


publication the day before the elec- 
tion. 


Cummings Extols 
‘Gentlemanly Sell’ 
at FPRA Conclave 


(Other news of the FPRA meet- 
ing is on Page 84.) 

‘ : ‘ BosTon, Nov. 1—lIt’s possible to 

eres ee ee = Pe cee Chie» be in advertising and still be a 

400,000 ae ALL FLORIDA — TV WEEK So eS asi hy Bien : a yer tan ty sche 

; ae d Bis to eee ; ummings, president of Compton 
Advertising Value Advertising, New York. 

pre: ae ae & He told the Financial Public Re- 

300,000 alas mediacy of S: day Supplements. No Sunday : pes, ab cage ee eee lations Assn. convention here that 

en| ne representative Florida with the J ; os ete banks have accomplished “a tre- 

pact of ALL FLORIDA - TV WEEK. No o' eo. tee ; mendous exercise in wisdom and 

ae Hae ES : aoe judgment” in urging consumers to 

create plans to buy goods and serv- 

ices and simultaneously sell them 

on the advantages to be derived 

from saving money. 

“You have done this in admira- 
ble taste,” said Mr. Cummings. 
“You have sold your services like 

. gentlemen. 

J “TI know of no instance where the 
1958 WH W955 - ae _ as - conduct of bank advertising has 
7 drawn any considerable criticism. 
: Your philosophy of advertising— 
playing the game well and hard, 
staying within the rules—is one to 
which we at Compton also try to 

adhere.” 

Mr. Cummings said that in the 
| banks’ desire to sell services, they 
continually meet the problem of 
|selling intangibles. “This requires 
advertising to be raised to a high 
order of communication,” he said. 


100,000 


1. READERSHIP ALL FLORIDA - TV WEEK has 
a longer life and double the advertising exposure of 
any Sunday Supplement in Florida.* 


2. CIRCULATION ALL FLORIDA - TV WEEK has 
grown phenomenally since its introduction in 1953, 
to a current 554 A66.** Florida’s largest ABC circu- 
lation, in the nation’s fastest growing State, a State 
which 1950 - 1960 U.S. Census figures show jumped 
from 18th to 10th place. This gives the ALL FLORI- 
DA - TV WEEK magazine a PENETRATION of 
38.3% of the Florida market. 


3. FLEXIBILITY You can buy one, several, or all 


five regional zone editions with complete local TV 
program listings. 


® He cited several Compton ads 
which, he said, illustrate the dy- 
| namics of the gentlemanly sell. One 
| was an ad for the Chase Manhattan 

Bank written by “a unique kind of 
| collaboration. 

“Compton created the visual and 
| wrote the headline. Then Kermit 
|Schweithelm, Chase’s director of 
| advertising, holed up over a week- 
end and wrote the copy. This I 
|mention because it’s so unique in 
our business.” 

As a demonstration of Compton’s 
| belief in “the dollars and cents val- 


* based on o survey prepored by First R ch Corporati 
** ABC newspapers carrying ALL FLORIDA, based on ABC av- 


dits of publishers reports for 6 months period ending Merch 
31, 1960. 


A. F.M. 


The Largest Circulation In Florida 
The Largest Circulation In The South ‘the generosity of the volunteer 
| fire department of Warren, Conn., 


Distributed In 18 Newspapers and our writers, art directors and 
DAYTONA BEACH Sunday News-Journal, DELAND suppliers,” he said. + 
Sun News. FORT MYERS News-Press. GAINESVILLE Sea” OF sete. 


ypress Gordens 
ime edvertiser in ALL FLORIDA- ue of the public service side of 
TV WEEK magazine. |service advertising,” Mr. Cum- 


mings offered the convention 1,000 
mats he had brought with him. 
“The ad is free for the taking; it 
was prepared by Compton through 


Daily Sun. JACKSONVILLE Florida Times Union, Represented nationally by JOHN H. PERRY ASSOCIATES " 

MBGUNN Tine SCALA tat Bann’ PALM Mew YORE, 36,19 W. 40h Ta Minay Hi 507, Wem. Doman, Ga. gn HCAGO gy keane 
BEACH Post-Times. PANAMA CITY News-Heraid, 4, 224 South Michigap Ave., Tel: HArrison 7-4008; Robert A_-Mitchell, Mgr. DETROIT 2, 7-268 Gen- M. M. Fisher Associates, Chicago, 
emg ht rp chet mang rp rete eral Motors Building, Tel: TRinity 5-1803, John F. Cole, Mgr. PHILADELPHIA 7, 12 South 12 Street, has been named to handle adver- 
Democrat. TAMPA Times, WINTER HAVEN Daily Tel: WAlnut 2-3555, Robert Hitchings, Mgr. SAN FRANCISCO 4, Russ Building, Tel: YUkow 1-1281, tising for Banner Tire Co., Chica- 
News-Chief, FT. PIERCE News-Tribune. Lovis J. Rubin, Mgr. ATLANTA 3, 411 Glenn Building, Tel: MUrray 8-3988, J.D, Whitehead, Mgr. go, and Walton Buick, Evanston. 
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Seattle’s six county retail trading zone is the booming, 
buying market in the Pacific Northwest—in which 96.3% 
of The Seattle Times’ circulation is concentrated. 


No wonder that during the first eight months of 1960, 
63.1% of Seattle newspaper advertising linage for all 
toiletries appeared in The Seattle Times. 


THESE FIELD PERCENTAGES DEMONSTRATE 
THE SEATTLE TIMES’ OUTSTANDING LEADERSHIP: 


Perfumes and Cosmetics .........69 % 
Cf RE ae 
Miscellaneous Toiletries ......... 61.4% 


(including Dentifrices) 
For sales results—place your schedules in: 


The Sealtle Gimes ~<a 


Represented by O’Mara & Ormsbee, Inc., New York, Detroit, Chicago, Los Angeles and San Francisco 
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gas etre ere Adds Two Accounts 
| Mogul Williams & Saylor, New 
4 | York, has been named by British 
§ | Industries Corp., Port Washington, 
|N.Y., importer of high fidelity 
equipment, to handle advertising 
for Leak amplifiers, pre-amplifiers 
and fm tuners. The agency already 
handles several electronic lines for 
BIC, including Garrard record- 
playing equipment. Zlowe Co. for- 
= | merly handled Leak advertising. 
| Mogul also has been named by 
United Printers & Publishers to 
|handle advertising for Rust Craft 
Pe Fede RF ee z | erecting cards and for its six other 
divisions. Test campaigns now are 
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being conducted to determine the 
approach for a 1961 drive. The 
company formerly placed adver- 
tising direct. 


Gough Names Weverka 

The automotive division of 
Gough Industries Inc., Los Ange- 
les, U. S. distributor of British Mo- 
tor Corp. automobiles for Southern 
California, Arizona, Utah and 
Southern Nevada, has named Wev- 
erka & Associates, Beverly Hills, 
Cal., to handle its advertising and 
public relations. The company’s 
1961 ad budget is estimated at 
$500,000. 


in San Francisco! 


in San Francisco, but in the entire Bay Area. 


Sources: Pulse, August, 1960; Hooper, June through September, 1960; Nielsen, July-August, 1960, 


Come now, gentlemen! 


Just which radio station is Number One 


Oddly enough, at least three radio stations claim to be Number One 
in San Francisco. By ‘‘Number One"’ each means, of course, that it is the most popular station in the city. 

Understandably enough, KSFO suggests that it is Number One because the rating 
services — Pulse, Hooper and Nielsen — insist that KSFO is the most popular station, not only 


Agreeably enough, you can get the full details of KSFO's audience dominance in this big 


9-county market by simply calling the station or your nearest AM Radio Sales office. KS FQ 


San Francisco — Oakland 


CWS A Golden West Broadcasters Station 
KMPC Los Angeles 


KVI Seattle — Tacoma 


Advertising Age, November 7, 1960 


Adam Hats Enters 
Network TV via 
‘Jack Paar Show’ 


New York, Nov. 1—Adam Hats 
Inc. claims to be the first manu- 
facturer in its category to throw 
its hat into the network television 
ring. 

The hat maker will run one 
announcement per week on NBC- 
TV’s “Jack Paar Show” in its two- 
month pre-Christmas push. Com- 
mercials will be built around the 
jingle, “I go for a man who wears 
an Adam hat,” which had exten- 
sive exposure in network and spot 
radio and spot tv. 

Jose Mellis, piano-playing maes- 
tro of the Paar show, will sing the 
jingle, changing it slightly to “She 
goes for the man...” This will be 
followed by a straight sales talk 
from announcer Hugh Downs. 

Timed for the peak hat-selling 
season, Adam’s tv effort will be 
backed with “Paar & Adam” win- 
dow and in-store displays plus 
dealer co-op ads in newspapers. 
Mogul Williams & Saylor is the 
agency. + 


‘This Week’ Names 
Dee Promotion Manager 

Richard J. Dee has been named 
promotion manager of This Week 
Magazine, New 
York. Mr. Dee, 
who succeeds 
Richard L.§ 
Neale, has been 
in charge of the 
magazine’s 
presenta- 
tions and sales 
service. 

Mr. Neale re- 
cently was 
named vp of 
sales develop- 
ment of This 
Week’s parent company, United 
Newspapers Magazine Corp. (AA, 
Aug. 29). 


Richard J. Dee 


Rabner Forms Own Company 

Richard H. Rabner, former 
manager of marketing research 
of Frank H. Fleer Corp., Phila- 
delphia, has formed his own mar- 
keting organization, Richard H. 
Rabner Associates, Ardmore, Pa. 
The company will offer a com- 
plete range of marketing services 
to manufacturers and agencies. 


Are you 
overlooking a 


$3 Billion 
industry 
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Who's minding the store? 


a FACTORY editors traveled 1700 miles, joined with two McGraw-Hill 
News Bureau reporters to spend 5 days digging facts in 80 Atlanta manu- 
a depth study of materials handling practices in a typical 
and a typical all-out attack on a major FACTORY 


facturing plants... 
industrial complex... 
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POPULATION 430,641 


© The H.M.G. Co. 


editorial objective (Special Report, 22 pages, November Issue). 


Meanwhile back at 330 West 42nd Street... 
more FACTORY editors, busy putting an issue to bed, clearing copy for 


the next one. 


who’s minding the store? 9 


Few businesspapers have the initiative or the resources to tackle such a 
project. FACTORY does. Because this is what it takes to serve the men 
who manage manufacturing plant operations. 


Of all businesspapers, only FACTORY serves them alone. 
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Gilbert & Felix Named 


Federated Purchaser, Mountain- 
side, N.J., has appointed Gilbert & 
Felix, New York, to handle adver- 
tising and public relations. A cam- 
paign for over-the-counter sales 
of high fidelity equipment and for 
expansion of the industrial market 
is planned. 


DRAMA! 


There is drama in the life of every indi- 
vidual on and off the ! Oftentimes 
this drama takes the form of short stories, 
articles, books and plays. 

if yeu are a writer, amateur or profes- 
sional, and desire to have your material 
submitted to the most suitable markets 
in the U.S.A. we would like to represent 
you. We are generally considered to be 
one of the larger agencies in the country 
today and we have the staff and experi- 
ence (some 35 years) to give you sea- 
soned, capable advice and service. 

The way to start is to write to us for our 
free literature. Or if you wish to save 
time, send your material to us for an 
immediate appraisal, entirely free. May 
we suggest that you write today? 


DANIEL S. MEAD 


Literary Agent 
Dept. AA, 915 Broadway, N. Y. 10 


New Manischewitz 
Campaign Aims to 
Broaden Wine Market 


New York, Nov. 1—Manischew- 
itz Wine Co., which switched its 
business from Lawrence C. Gum- 
binner Advertising to Grant Ad- 
vertising last August, has made a 
new attempt to broaden its market 
in a heavy ad campaign which 
broke last Saturday (Oct. 29). 

Like Mogen David Wine Corp., 
Chicago, the apparent leader in the 
field, Manischewitz is currently 
branching out to reach a bigger 
market than the traditional kosher 
customers. The wine remains the 
same, but the company is aiming 
for a more elite image and a 
broadened appeal. 

Manischewitz set the new trend 
in a sumptuous $1,000,000 cam- 
paign in Fall, 1959, while still with 
Gumbinner, and Grant is carrying 
on where the old agency left off. 

A new jingle has been devised, 


heavy tv and radio spot coverage 


Advertising Age, November 7, 1960 


SMART HOSTESS—According to Manischewitz Wine Co., 
New York, the smart hostess serves the company’s 
wines at refreshment time. These are stills from up- 


coming tv commercials prepared by Grant Adver- 
tising showing how the berry and fruit wines can be 
served in a variety of ways. 


is scheduled, and newspaper color|spots per week in each market. but that it is in effect as natural 

ads are in the works. as drinking coffee. Tv commercials 
The 80-market saturation pro-|# Manischewitz suggests in the|show people in the game room, or 

gram on tv and radio will run Oct.| commercials and copy that wine | at a ping-pong table. 

29 through Dec. 23, with from 12/drinking need not be confined to! The company says the new jingle 

to 30 tv spots and 30 to 100 radio|special and traditional occasions,|is as smooth and relaxing as its 


UNITED PRESS 
INTERNATIONAL’S 


Commercial 
Photography Division 
jumped the Continental 
Divide to lick a tough 


assignment for 
Fuller & Smith & Ross 
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product. Here is a sample: 

Time for wine, 

It’s that happy, happy 
again. 

Time for wine, 

Time for Manischewitz wine 
again. 

Time to settle back and enjoy the 
wine 

That’s got a taste of pleasure 

You'll find divine. 


time 


= In a big departure from former 
ad strategy, Manischewitz will test 
the use of Sunday supplements in 
three markets. Weekly insertions 
of half-page color ads will run 
Nov. 13 through Dec. 18 in supple- 
ments of the Chicago Tribune, 
Milwaukee Journal and Toledo 
Blade—six insertions in each. The 
ads will suggest new ways to use 
wines, and include punch and cool- 
er recipes. + 


Wine Institute Reorganizes 
Public Relations Department 
The Wine Institute, San Francis- 


co, has reorganized its public re- 


lations department. Roy W. Taylor, 
pr director, henceforth will super- 
vise, coordinate and direct three 
pr companies recently named to 
carry out special programs for Cal- 
ifornia’s wine industry. Mr. Tay- 
lor will have a special assistant, 
Julius L. Jacobs, for assigned proj- 
ects and an assistant pr director, 
Philip Hiaring, who will supervise 
industry pr and publications. 

The institute’s home advisory 
service headed by Jessica McLach- 
lin Greengard will comprise a sec- 
ond major department division 
parallel with that headed by Mr. 
Hiaring. The pr companies Mr. 
Taylor will supervise are Barkas, 
Shalit & Schiller, New York, on a 
$300,000 general program empha- 
sizing dessert wines, and Ty Jur- 
ras, Los Angeles, in affiliation with 
Bell & Stanton, New York, on a 
$120,000 program covering higher- 
price California wines. 


‘American Press’ Survey Shows 
Newspapers ‘Looking at’ Offset 


|sale is subject to approval by the 
About 28% of the nation’s week- | FCC. 


lies and 24% of smaller daily, 
newspapers plan to replace their 
printing plant equipment over the 
next two years, according to a sur- 
vey published by the American 
Press in its October issue. Biggest 
season for the newspaper spending 
splurge, the magazine reported, is 
increased interest in offset. Based 
on a survey of 1,014 newspapers, 
779 weeklies and 118 dailies are 
“contemplating” a switch to offset 
in the next two years. 

American Press said that one of | 
the survey’s “surprises” is the 
widespread use of web-fed presses 
by weekly newspapers. About 40% | 
of the weeklies currently use a| 
web-fed rotary or web-fed flat-bed 
press. ° 


Franklin Buys WEW., St. Louis 
Franklin Broadcasting Co., Fort 
Lauderdale, has purchased WEW, 
St. Louis radio station, from the | 
Barrington Co. for about $600,000, 
including real estate leases. The 
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daker has joined the agency’s Chi- 
cago staff as a public relations ac- 
count executive. Mr. Hardaker 
formerly was a partner in Har- 
daker/Bunderson, Chicago pr com- 
pany. 


Albert Frank Names Three 
Thomas H. Brady and Dominic 
Algieri, members of the art staff 
of Albert Frank-Guenther Law, 
New York, have been promoted to 
group art directors. Robert L. Har- 


GRAPHIC VISUAL CONTROL 


% BROADMASTER Visual Con- 
trol Saves You Time, Money. 

% Gives Graphic Picture of Your 
Operations, Stops mixups. 

% Simple to Operate. Write on 
Cards, Snaps in Grooves. 

% Ideol for Sales, Production, 
Inventory, Scheduling, Etc. 

%& Made of Metal. Compact and 
attractive. 500,000 in Use. 


Full price $49.50 with cards 


24-page Illustrated 
FREE BOOKLET No.BG-50 
Without Obligation 
Write Today for Your Copy 
GRAPHIC SYSTEMS, Box 267, Yanceyville, North Carolina 
(New York Office: 55 West 42nd Street, Wisconsin 7-8444) 


Dan Mara, Account Executive 
Fuller & Smith & Ross, Reports: 


_ “Our client, C.I.T. Corporation, whose business is machinery and equip- 
ment financing, wanted to advertise its part in assisting the Dillsworth Con- 
struction Company to replace the outmoded dirt road which straggled over the 
Continental Divide. Dillsworth Construction financed the $150,000 worth of new 
heavy equipment required for the job through C.L.T. 

“Advertising this fact called for getting strikingly dramatic photos on 
the job site . . . where Dillsworth Construction was carving 7.36 miles of the 
new Helena-Flescher Pass Road in an isolated area over the main range of 


the Rockies. 


“Fuller & Smith & Ross knew where to turn . . . to UPI’s Commercial 
Photography Division. We knew that WHERE the assignment was would be no 
deterrent to UPI’s ability to do the job right . . . and right on time. UPI had 
already handled more than a dozen similar assignments for us and C.I.T. in 
equally remote lecations. All but one assignment had been completed in one 
day or less. And UPI did the ‘impossible’ again, promptly providing exciting 
on-the-spot photos and supporting testimonials that helped us do an out- 
standing series of advertisements for C.I.T. Corporation.” 

With reporter-photographer teams strategically located across the 
country — and in principal cities throughout the world — UPI is able to do 
the field reporting job faster and at less cost than the advertiser could do it 
himself. Try UPI once and you'll rely on UPI always! 


FIELD PHOTO AND USER REPORTS * PRODUCT APPLICATION PHOTOGRAPHS * PUBLICITY 
AND EDITORIAL PHOTOGRAPHS * PRODUCT PHOTOGRAPHS * COLOR PHOTOGRAPHS * 


STOCK PHOTOGRAPHS * TELEPHOTO TRANSMISSIONS * SPECIAL PHOTO ASSIGNMENTS 


Commercial Photography Division 


BRANCH OFFICES 


IN: 
3 


“PRESS INTERNATIONAL 


Boston, Chicago, Cincinnati, Detroit, Los Angeles, 
Philadelphia, Pittsburgh, San Francisco 


IN EUROPE: 


London, England 


UPI photographers and reporters feel equally at 
home whether they are roaming the vastness of a 
remote Montana mountainside (above) or are con- 
fined within the four walls of a trailer office (below) , 
where W. M. Dillsworth, president of Dillsworth 
Construction Company discusses job progress with 
Gene Lewis, C.I.T. representative. 


~ 


(eoom 
en em 


mercial Photography Division a 
- WORLD HEADQUARTERS : 


t 42nd St., New York 17, 
MUrray Hill 2-0400 


iit hae 
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Send complete information on the following: 
(© Field photo & user reports [[) Product photos 

() Product application photos (-) Color photos 

( Publicity & editorial photos () Stock photos 


(CD Telephoto transmissions  [(_) Special photo 
( Have representative call assignments 
Name 
Firm Title 
_ _ Advertiser Advertising Agency- 
Address. 
City 
Zone State 
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(NS! Special 4-Week Report August 1960 Metro Area Average Day 
Part Station Shares M-F 6 am-6 pm eee mid.) 
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* Over-all share of audience for period ending * 
i, te August 7 39,1. —— 
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Advertising Age, November 7, 1960 


McCulloch Outboard Motor Division 
Drops Co-op—It ‘Didn't Do Job’ 


Kills $250,000 Program; 
Wylie Cites Abuses, 
Favors National Push 


Cuicaco, Nov. 1—Val L. Wylie, 
manager of advertising and sales 
promotion of McCulloch Corp.’s 
marine products division, said that 
' the division has dropped its $250,- 
|000 cooperative advertising pro- 
gram for Scott outdoor motors be- 
| cause “co-op dollars were not being 
| spent to do the job that needed to 
het done.” 


s Mr. Wylie told ApvERTISING AGE 
that the retail advertising sup- 
ported by co-op funds had failed 
to build an image for Scott motors, 
and that the company’s invest- 
ment in co-op will be transferred 
to national advertising, “which can 


While the stage manager cued the jockeys down the 
stretch and the cameraman caught the action from 
the roof, a complete production crew inside a Mobile 
Video Tapes, Inc. truck directed.and recorded seven 
race track commercials in one day for Union Oil Com- 
pany. 

Such a production schedule was possible only 
with “Scorcn” Branp Video Tape . . . first choice 
for lifelike reproduction! The director was able to 
monitor the action while it was happening, and see a 
playback immediately after each take. Editing was 


MMiianesora [finine ano )ffanuracturine <> 


“SCOTCH” Is a Registered Trademark of 3M. Co., St. Paul 6, Minn. Export: 99 Park Ave., New York; Canada: London, Ontario. © 1960 3M Co. 


was 


location. 


Its uses are limited only by your imagination. 


a es : em SES 


done on the spot and combined with other portions 
of the commercial. And each complete commercial 
“in the can” while the whole crew was still on 


“Scorcn” BRAND Video Tape has revolutionized 
the industry. For hard sell commercials or big budget 
specials, tape cuts production costs to the bone, 
eliminates fluffs, makes schedules more flexible and, 
most importantly, gives the production a “live” look. 


Seven “live quality” commercials wrapped up in one 
day with “ScoTch” BRAND Video Tape! 


BOOKLET—Send for “The 
Show is on Video Tape,” 
a series of 6 case histories 
of tape productions. In- 
clude 25¢ in coin for each 
copy and mail to: 3M Co., 
Box 3500, St. Paul 6, Minn. 


do the job better. 

“Retail advertising, stressing 
such things as price and where to 
buy, is the dealer’s responsibility, 
not the manufacturer’s, and the 
dealer who understands this is a 
better dealer,” he said. 

“Dropping our co-op program is 
enabling us to add $200,000 to our 
national advertising, and we will 
be building a sounder dealer or- 
ganization.” 


® The McCulloch marine products 
division’s national advertising 
budget exceeded $500,000 last year 
and will be hiked to $750,000 this 
year, with the canceling of co-op, 
Mr. Wylie said. He was in Chicago 
to attend the annual Marine Trades 
Exhibit. 

He said that the company had 
found itself spending co-op money 
on advertising that showed glaring 
deficiencies. Pointing out that 
Scott dealers normally sell boats, 
| trailers, etc., in addition to out- 
| board motors, he said that dealers 
‘had occasionally sought co-op 
|credit for ads featuring illustra- 
| tions of a boat with no motor on it 
|or even with a competitors’ motor 
| shown. 
| The advertising department, Mr. 
| Wylie asserted, found it increas- 
lingly difficult to control such 
abuses. He said that when the 
| department made a “judgment de- 
cision,” refusing to pay for such an 
|ad out of the co-op fund, the de- 
cision would stick when applied to 
'a small dealer’s 100-line ad, but 
pressure from the sales depart- 
ment often was too great to make 
ae same decision stand against a 
large dealer’s full-page ad. 

“We dropped the Scott-Atwater 
| brand name four years ago, but we 
|stili come across dealer ads with 
| the Scott-Atwater logo—to be paid 
|for out of the co-op fund,” Mr. 


| Wylie said. 


|™ Under the program, for every 
|dollar paid by the dealer for pur- 
,chase of Scott motors, the dealer 
, contributed 1.2¢ to the cooperative 
|advertising fund and the company 
|contributed a like amount. Co-op 
| was discontinued as of Sept.. 1, 
| when the company began franchis- 
|ing dealers for the coming year. 

| Its demise was part of a con- 
|tinuing program to improve the 
,division’s sales and distribution 
|operations in the booming boating 
j}industry, which has seen great 
growth in the past decade although 
Sales dipped 5% last year. 

The division, located in Minne- 
| apolis, formerly sold through dis- 
\tributors but two years ago began 
'a switch to -selling direct to 
|dealers, at the same time cutting 
|the dealer force and concentrating 
on bigger and better dealers. 

Last year the number of dealers 
was cut to 500 from 800 dealers 
the previous year, as Scott volume 
per dealer nearly doubled over the 
previous year. This year the 
changeover to selling direct will be 
nearly complete, Mr. Wylie said. 

McCulloch established its marine 
products division four years ago 
with the purchase of Scott-At- 
water Mfg. Co., Minneapolis, out- 
board motor manufacturer. + 


Cantwell, Hummel to SSC&B 

Jack Cantwell, formerly a vp and 
management supervisor with 
Compton Advertising, has been 
named to a similar post with Sul- 
livan, Stauffer, Colwell & Bayles, 
New York. Martin H. Hummel Jr., 
a SSC&B account supervisor, has 
been elected a vp. 


KFMB-FM Promotes J. E. Fox 
James E. Fox, assistant sales 
manager of KFMB, San Diego, 
since 1959, has been promoted to 
station manager of KFMB-FM. 
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WHAT'S UP? 


in Portland, Oregon 


RET 


ono UP 14% 


Some Interesting 3rd Quarter Figures* 


1959 1960 
Retail Adv. 3,717,787 4,246,890 UP14% 
Dept. Store Adv. 1,552,462 1,770,138 UP14% 
Grocery Adv. 621,531 828,663 UP33% 


*Media Records 


Are you looking for an action market? Portland is it! 
Already in the top 10% metropolitan markets by 
every business and population measurement, 
Portland is now experiencing a doubling in 
department store selling space, an invasion by 
supermarket chains and the greatest sales rush in 
its history. And The Oregonian, as you already know, 
is the primary advertising force to sell Portland 

and The Oregon Market.. 


Now’s the time to SELL with the 


OREGONIAN ......... 


Represented Nationally by Moloney, Regan & Schmitt, Inc. 
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administrative 


e e e e from a single source you can get complete, 


up-to-date information to measure the metal- 
working market for your product...to plan the 
most efficient advertising and selling approach. 


STEEL 


Metalworking 
Weekly 


Marketing Work File 


The STEEL Work File is the most complete, single source of metal- 
working information ever made available by an industrial publisher. It 
puts at your fingertips all the basic market data you need for practical, 
down-to-earth analysis and planning... tells you exactly where to find 
supplementary source material relating to your particular product oppor- 
tunities . . . details how to use all this information to your best advantage. 


Packaged in a special bookshelf-size file, the STEEL Work File is divided 
into ten parts: 


1. Measuring the Metalworking Market 6. Editorial and Special Services 


2. Locating the Metalworking Market 7. Increasing Advertising Effectiveness 
3. Employing Market Data 8. Merchandising Your Advertising 
4. Marketing Information Sources 9. Metalworking Media Data 


S. Marketing Services 10. Special Information 
NEVER OUT OF DATE! STEEL Work Files are kept 
current by a steady stream of new and up-dated informa- 
tion, including booklets, data sheets, maps, work sheets, 
and other useful pieces. Developed exclusively for marketers 
to metalworking, the Work File is available from your local 
STEEL Representative. No charge or obligation, of course. 


production 


STEEL 


The Metalworking Weekly 


serves all four functions best because it serves them all 


A Penton Publication Penton Building Cleveland 13, Ohio 


purchasing ; 


engineering 
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Here’s a preferred market—at a popular price: for 


less than 5¢ apiece, you reach 87,000 dentists (in- 
come and standard-of-living well above average) 
in a magazine they read devotedly. May we give 
you facts and figures? 


Katz Offers Quickie 
‘Shows’ to Build Radio 


Audiences for Ads 


New York, Nov. 1—The Katz 
Agency, advertising representative, 
currently is boosting the use of 
quickie programs as a means of 
increasing the effectiveness of a 
spot radio commercial. Called ‘“In- 
terest Capsules,” the shows run a 
minute or less. 

_ The Katz development follows 
}along an industry trend which 
finds CBS Radio programming 


7 : 
E short subjects called “Dimension” 
gE A and ABC giving out with similar 


1005 LIBERTY AVENUE, PITTSBURGH 22, PENNSYLVANIA  >raodcasts on “Flair.” NBC has 


| long used short program inserts in 


“Monitor.” And a number of rep- 
resentatives and station groups 
offer short, short series, some of 
which were put together to appeal 
to specific advertisers. 

The Katz Agency’s “Interest 
Capsules” were developed by 
George Skinner, director of radio 
programming services. Mr. Skin- 
ner also produces the series, of- 
fered on a 10-a-week basis. 

In promoting this idea for ad- 
vertisers, Mr. Skinner emphasizes 
the compatibility factor. His quick- 
ie programs, he explained, are de- 
signed as mood setters for commer- 
cials for compatible products. 


s “Take the case of an advertiser 
who is slanting his sales message 
at the mothers of young chil- 


Vee 
A Sa 


Nielsen Station Index 


gets its measurements 
from the right homes 


Each NS/ sample is a true cross-section of 
the market area it measures... reflecting 


family size and composition, household characteristics, 
and other important data such as ownerstip of 


automobiles, tv and tadio sets. 


Detailed proof of sample rightness is yours for the 


asking. It is one reason why... 


NSI& the only validated source of station 


audience facts available today... 


aaa sr 


lon broadcast advertising, decisions 


Nielsen Station Index 


a service of A. C. Nielsen Company 


2101 Howard Street, Chicago 45, Illinois * HOllycourt 5-4400 


NS! is o Registered Service Mork of A. C. Nielsen Company 


FOR ALL THE FACTS 


CALL...WIRE...OR WRITE TODAY 


CHICAGO 1, ILLINOIS 


360 N. Michigan Ave., FRankltin 2-3810 


NEW YORK 22, NEW YORK | 


575 Lexington Ave., MUrray Hill 8-1020 


79 Willow Road, DAvenport 5-0021 | 


| 


} 


| 


| Football season . . 


Advertising Age, November 7, 1960 


dren,” Mr. Skinner suggested. “He 
knows the favorable cost per 1,000 
of spot radio and the flexibility of 
a spot campaign. But how can he be 
sure his message will be broadcast 
in a climate of optimum acceptance 
—at a time when the majority of 
young mothers listening to a sta- 
tion have their ears tuned atten- 
tively to the programming?” 

The Katz Agency’s answer to 
this question is a capsule show 
called “Tips for Young Mothers,” 
a 40-second radio version of the 
New York Herald Tribune feature, 
“Tips to Mothers.” After an in- 
formation capsule on anything 
from party games to cutting baby’s 
fingernails, young mothers will be, 
Mr. Skinner figures, tuned in and 
receptive to a sales message on 
baby food. 


s Other informational features be- 
ing offered to various categories 
of advertisers include: Bert Bach- 
arach in “Speaking Strictly for 
Men,” for all men’s products; Ken 
Purdy with “Wonderful World of 
the Automobile,” for automotive 
products, and Kate Lloyd, man- 
aging editor of Glamour, with a 
special feature, for women’s fash- 
ion and beauty products. Still 
others are planned for other prod- 
uct types. The shows have not 
been available long, but already 
two of the series are being aired 
on two Katz stations and on two 
other stations. 

The Katz-represented stations 
have first refusal rights to the 
“Interest Capsules” in their mar- 
kets. The capsules are being dis- 
tributed to non-Katz _ stations 
through Lang-Worth Feature Pro- 
grams. 

Eventually the representative 
hepes that the quickie series will 
serve as a spot business booster. 
There have been presentations to 
a few advertisers, but no national 
schedules as yet have been planned 
around these shows. # 


RCA Boosts Williams, Smith 
Jack M. Williams, with Radio 
Corp. of America nearly 35 years, 
has been named to the new post 
of vp, advertising and sales pro- 
motion, RCA Sales Corp., New 
York. Mr. Williams previously was 
manager of advertising and sales 
promotion for the RCA .unit. Wen- 
dell R. Smith has been promoted 
from director of marketing re- 
search and development to a staff 
vp, market development, of RCA. 


STORY 
BOARD 


WTRF-TV 


This country hoes always been 


C 

F971) fighting the Reds—skins, coots 
eG, or Russians. 

T. R. Effic! wtrf-tv Wheeling 


. when you watch numbers 
ON sweaters instead of IN them. 
Wheeling witrf-tv 


Just remember: When you're kicked from the 
rear it means you're in frontl 


wirf-tv Wheeling 


Salesmon: ‘‘Honey, ovr association is having 
a big convention in New York. Do you mind 
very much if | attend?’ 

long-suffering wife: ‘‘No, dearie, go right 
ahead. Just don't come back unexpectedly.’ 


Wheeling wtrf-tv 


Wheeling Television Ranks First in the Wheeling- 
Steubenville Industrial Ohio Valley. Others say 
it but we con prove it. just ask George P. Hol- 
lingbery for the details. 


wtrf-tv Wheeling 


Overheard by Salesman Cy: ‘Gimme three fin- 
gers of bourbon and a thumb of soda .. ."’ 


Wheeling wirf-tv 
Merchandising is a sales-boosting bonus you'll 


get with your next spot schedule over WTRF-TV 
. tell ‘em George! 


| Khrushchev: ‘‘Send more technicians, 
MENLO PARK, CALIFORNIA | 


wtrf-tv Wheeling 


Congo tribe to 
they ore 


intercepted wire— from a 
delicious!"’ 


Wheeling wtrf-tv 


CHANTIEL e WHEELING, 
SEVEN WEST VIRGINIA 
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CHAPTER IV 
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... The Knight fell heavily on the top of his head exactly in the 


path where Alice was walking. 


“I hope no bones are broken?” 
“None to speak of,” the Knight said ...“The great art of riding, 
as I was saying, is—to keep your balance properly...” 


Proper balance in direct selling and advertising is impor- 
tant, too! Publications used to carry your sales message 
should be in tune with your sales objectives and markets. 


Rather than detail here a wonderland of superlatives or a 
numberland of statistics, we ask you to take the time to 
talk to your PRODUCTION representative—or write us 
direct for details on how PRODUCTION can help you. 


You'll be impressed with the exciting “firsts” and “‘onlys” 
in circulation policy, the challenges made regarding read- 
ership, and the effective balance of market penetration! 


PRODUCTION is probably the most effective industrial 
magazine in America today. It can prove to be an excit- 
ing supplement to your direct sales efforts in 1961—and 
at no increase in cost! 


OANA ARAL ARR RRR ARRAN ARAN RANA RARER RARER RAN REAR REA RKAREARRAREARR REAR RARER ARRARRARARRRARRARRARANRARRRRRRRRRARRARAARRRAR ARRAY 


PRODUCTION 


the magazine of manufacturing 
Bramson Publishing Company, Box 1, Birmingham, Michigan 
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CLEVELAND 


nothing 
sells 
like 


CALL KATZ or National Sales Offices: 625 Madison Ave., New York 22 « 230 N. Michigan Ave., Chicago 1 


WJIW 


the STORER station backed by 33 years of responsible broadcasting 


Revlon Backs ‘Peter Pan’: 
Commander on ‘CBS Reports’ 

Revlon Inc., New York, will 
sponsor “Peter Pan,” two-hour 
color production on NBC-TV Dec. 
8 at 7:30 p.m., EST. Grey Adver- 
tising Agency placed the order. 

At CBS-TV, Philip Morris Inc. 
sponsored “Money & the Next 


President,” the second in the “CBS 


Reports” public service series, on 
Oct. 27. Purchase of the hour show 
was made through Leo Burnett Co. 
for Commander cigarets. This was 
the company’s second sponsorship 
of a major public service telecast; 


it sponsored “The Year of the Po- | 


laris,” for its Marlboro brand. 


Enthusiasts’ Buys ‘Car Life’ 


Enthusiasts’ Publications, New- 
port Beach, Cal., publisher of Road 
& Track, has bought Car Life from 
Great American Publications, New 
York. The first issue under the 
new ownership will appear in Jan- 
uary. Headquarters will be shifted 


to the West Coast. 
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The gentle art of 


SECOND-GUESSING 


other people’s printing! 


Many of the ablest, most sure-footed 
advertisers, promoters, and publicists 
bring us their plans, their copy, and 
available photographs and other art 
materials, and they say — 

“Here is what we have it in mind to do. 
Let’s run it through. And you shoot at it 
hard. If our scheme of presentation is not 
what it should be, you tell us. What we 
want is the best result for the purpose.” 

Such frankness always leads to an 
interesting “‘idea session.’’ A printing 
project that started out as a lonesome 
and weary job suddenly catches fire. 


One keen mind strikes bright sparks out 
of another; vistas open up that no one 
present might have seen by himself; and 
the plan that finally emerges is one of 
many good ones—but the one that by 
common consent outshines all others. 

This batting-the-ball-around tech- 
nique works beautifully for almost any 
printed product—small, medium or big. 

A catalog that must sell profitably. 
An anniversary book that must be read. 
A “‘trip-through-the-plant” book to re- 
place- dog-weariness in the visitor with 
enjoyment and benefit all around. An 
annual report that has a human-interest 
quality welcomed by stockholders. A 
company history so brightly readable 
that it will spark many publicity stories 
in newspapers and trade journals. And 
so on. 

What Printing Project Would You 
Like To Bat. Around? No matter how 
tough, it is welcome here. Let’s have at 
least a preliminary talk about it, with 
no obligation whatsoever. 

Drop us a line today! Or grab that 
phone, and dial CAlumet 5-2121 in 
Chicago. (Or YUkon 6-1144 in New 
York; DUnkirk 5—2946 in Los Angeles.) 
For your own happiness and success—or 
sanity —Act Today! 


The Lakeside Press 


R.R. DONNELLEY & SONS COMPANY 


350 East Twenty-second Street 
Chicago 16 


Sales offices also at: 
220 East 42nd Street, New York 17 
3460 Wilshire Boulevard, Los Angeles 5 


Advertising Age, November 7, 1960 
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| VALUED—This is one in a new insti- 

tutional series that Pratt, Read & 

Co. is running monthly in the piano 
trade magazines. 


Pratt, Read Ads 
in Piano Books Push 
Keyboard Component 


IvORTON, CONN., Nov. 1—Pratt, 
Read & Co. has launched an insti- 
tutional campaign in music trade 
magazines to capitalize on its posi- 
tion as “America’s oldest and larg- 
est manufacturer of piano and or- 
gan keyboards and actions.” 

Starting in October issues, the 
ads will continue monthly in Music 
Trade, Musical Merchandise Re- 
view, Piano Guild Notes, Piano 
Technicians Journal and Piano 
Trades. Using top executives as 
models, the campaign will cover the 
company’s personnel, research and 
development, administration and 
physical plant. 

Smith & Dorian, New York, is 
the agency. + 


Inferior Copies, Says Japan 
Doll Maker; Sues Woolworth 

Tsukudaya Co. Ltd., Tokyo, man- 
ufacturer of the Dakkochan “em- 
braceable” doll (it hugs anything 
and anyone it 
gets its arms 
around), has 
filed suit in 
New York su- 
preme court 
against F. W. 
Woolworth Co. 
and three man- 
ufacturers, 
charging them 
with producing 
and selling imitations “of inferior 
quality, character and workman- 
ship.” Tsukudaya claims that the 
imitations are being advertised in a 
manner that “deludes” the public 
into believing they are the original 
Japanese dolls. 

Named as defendants, in addi- 
tion to Woolworth, are Alvimar 
Mfg. Co., Empress Varieties Mfg. 
Corp. and Kestral Inc. Kestral is a 
supplier to Woolworth. Tsukudaya 
has licensed Holiday Line Inc., 
New York, to produce the Dakko- 
chan in the U. S. 


Ben Bliss Adds Spratts, Nice 

Ben B. Bliss Co., New York, has 
been named to handle a national 
advertising campaign for Spratts 
Danish brisling sardines by Arnold 
Sorensin Inc., New York. The 
drive will kick off in New York 
| this month in newspapers and on 
|radio and will extend to other 
markets later. Bliss also has been 
named to ‘handle advertising for 
|Nice sardines, a new Portuguese 
| import. Newspapers and radio will 
|be used, starting with the New 
York market. 


KPLR-TV Names Plessner 

M. L. Plessner has been promot- 
jed from an account executive to 
|director of advertising, promotion 
jand public relations of KPLR-TV, 
St. Louis. 
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*300 BILLION 
MARKET: 


ae | ea opment 


Ireland 


Portugal 


For 14 years, LIFE INTERNATIONAL has been 
essential reading for industrial, governmentand 
community leaders throughout the free world. 
Beginning in June 1961, a new advertisers’ edi- 
tion for the European area will enable business- 
men to concentrate their advertising in this, 
the world’s prime market. The circulation of 
the new European edition will exceed 175,000 
... on the continent of Europe, in the British 
Isles, Turkey and Israel. 


This area has been experiencing the world’s 
‘fastest economic growth during the past decade. 
Its gross product is up 80% to more than $300 
billion; in 1959, its imports accounted for half 


the new European edition of LIFE INTERNATIONAL 


of the free world’s trade—and the area promises 
enormous future growth. 

LIFE INTERNATIONAL plays and will in- 
creasingly play a part in that growth. Over the 
past three years, its ABC audited net paid cir- 
culation has increased 25%. And the major 
companies of every industrial nation in the free 
world are regularly represented in its pages. 

This new regional European edition will offer 
businessmen—both within Europe and those 
who export to Europe—a powerful pipeline to 
their best prospects in this best of markets. The 
first issue will be dated June 5, 1961. Investi- 
gate its opportunities for your firm now. 


New York 20, N.Y. 
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REGARDLESS OF ECONGMiG. UPS AND DOWNS, just about the last thing man is unkind tos bis own stomach. 
Regardless of the dips and doodles in your other major markets, U.S. food is up, and : 
FOOD Engineering’s board of editors say it’s going to keep going that way. 

We know. We can feel it. FOOD Engineering, itself, was never healthier. U.S. and Canadian food plant 
circulation is up a whopping 43 percent. We're now delivering 38,000 as against 28,500 six months ago. Cost per M 
circulation is lower . . . heck, it’s the lowest in the field! And the coverage we're adding is as selective - 
as if you, yourself, were handpicking these buyers, Chilton’s impeccable standards permit nothing less. 

They’re reading like crazy. They’re getting more bounce per ounce per page 
than they ever got before from their favorite management magazine. Maybe 
that’s because the enlarged, enthusiastic FE. editorial staff is really piling up 
the travel mileage calling on the men who are making hot food news. 

And never were our files so happily fat with material to-help you do more 
business with this market . . . thanks to Chilton’s great Marketing Assist- 
ance Program. That’s another reason advertisers and agencies are mov- 
ing in! In just the last few weeks, contracts from Rheem, Nestles, 
Sunkist, Cherry-Burrell, Commonwealth of Virginia . . . 

So let’s look at it and love it! Markets are won by men who move 
fast. The bare-boned simplicity of advertising success is just three 
elements (1) Right Message (2) Right Medium (3) Right Timing. 

Man, what are you waiting for? Grab a big bundle of money and 


get into FOOD Engineering now . . . in a big way, for big results. 
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A CHILTON PUBLICATION, CHESTNUT & S6TH STS. PHILADILPHIA 39, PA. 
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YOU MISS 


THE SIX BILLION DOLLAR 
WHEELING - PITTSBURGH 
MARKET WITHOUT 


CBS RADIO + ONLY 50,000 WATT NETWORK STATION IN AREA 


the STORER station backed by 33 years 
’ of responsible broadcasting CALL BLAIR 


Me 


Sewell Avery, 
Ex-Head of Ward, 
Is Dead at 86 


Cuicaco, Nov. 1—Sewell Lee 
Avery, 86, former chairman and 
president of Montgomery Ward & 
Co. and U. S. Gypsum Co. and one 
of the century’s most controversial 
business titans, died yesterday of a 
cerebral hemorrhage in his apart- 
ment. He had been in failing health 
for about a year. 

Mr. Avery became chief execu- 
tive of the huge merchandising 
house—then near bankruptcy—in 
1931 after he had impressed J. P. 
Morgan & Co. with his company- 
saving performance at U. S. Gyp- 
sum. 

Reputed a business genius, he 
took over Ward with a salary of 
$100,000—an amount he never 
changed—and an option on 100,000 
'shares of common stock at $11 a 
share. He used his option and for 
‘many years took pride in being the 
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THIS 1S THE NEWS. WTCN-TV 
HAS BEEN NAMED CO-WINNER 
OF ATOP NATIONAL AWARD... 


.. BY THE RADIO-TELEVISION 
NEWS DIRECTOR ASSOCIATION. 
_ WTCN-TV SHARES THE AWARD 
FOR TELEVISION ah cach tga 


HONORS 


WTCN-TV 
MINNEAPOLIS, MINNESOTA 


FOR REPORTING OF COMMUNITY 


PROBLEMS BY 4 


TELEVISION STATION 
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. OF A COMMUNITY PROB- 


LEM FOR 1960—WITH A LEAD- 


ING COMPETITIVE STATION... 
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. THIS: 1S. THE FIRST TIME 
1 HISTORY THAT 2 STATIONS 
IN THE SAME MARKET HAVE | 
Ba THE TOP —. 
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“GOPHERS” 
TIE IT UPI 


WTCN-TV is rolling in ‘‘gopherland.”’ Powering 
ahead. Gaining. in the national rankings. Perhaps 
nothing points this up so eloquently as the recent 


RTNDA national award 


—shared equally by WTCN- 


TV with a local station that has been quite alone 


on its throne for years. 


The odds are changing. Much of the smart money 
is going on the WT'CN-TV “gophers” to win. Why? 
New team, new strategy, new impact in the Twin 


Cities market. 


It’s time to re-assess the relative strengths. Make 
sure you’ve got a winner in the important Twin Cities 
market. Get your money down on WTCN-TYV while 


the odds are still in your favor. 


Your Katz man will be glad to book you. 


STATION MANAGER 


wtcn-tv..... 


ABC. STATIONS FOR MINNEAPOLIS - ST. PAUL. 


Represented Nationally by the KATZ Agency 


Advertising Age, November 7, 1960 


largest individual stockholder. 

Mr. Avery’s management of 
Ward was marked by frugality and 
conservatism, based on his firm ex- 
pectation of a major postwar de- 
pression. His policies resulted in 
| the accumulation of a cash balance 
of nearly $330,000,000—and Ward 
being left far behind in volume by 
its expanding rival, Sears, Roebuck 
& Co. 


# In merchandising, Mr. Avery’s 
major contribution to Ward—and 
the mail order business in general 
—was his upgrading of mail order 
merchandise and the catalog. The 
retail store division was relatively 
neglected because Mr. Avery, 
expecting a second depression, 
deemed building costs out of line 
and chose to wait for a drop in 
prices that never materialized. 

Higher quality of Ward mer- 
chandise was a fetish of his, and he 
sought to have the best in every 
line, even when it was not econom- 
ically justifiable. Patek Philippe 
watches, for example, were used to 
raise the level of the jewelry de- 
partment, even though few of the 
expensive timepieces were ever 
sold. 


# In the catalog, Mr. Avery in- 
sisted on as close an approach to 
reality as was possible to attain. 
He introduced photographic illus- 
trations “that couldn’t cheat” and 
favored the use of color and roto- 
gravure. Vitally interested in the 
catalog, he made it his practice to 
review practically every page. He 
eliminated extraneous devices and 
had a new type face cut to replace 
the large number of faces previous- 
ly used. 

Also insistent on good taste, Mr. 
Avery felt that human figures used 
to display apparel were a distrac- 
tion and forbade their use. Among 
his innovations that survived his 
management at Ward is his unique 
idea of “standards of excellence.” 
One of them called for extremely 
simple layouts with a 60:40 ratio 
between illustration and copy. 


# His reign at Ward ended in 1955 
after his showdown with Louis E. 
Wolfson, who tried unsuccessfully 
to take over the company. Al- 
|though nominally victorious, Mr. 
| Avery yielded to pressure that he 
| step down. Giving up the presi- 
|dency and board chairmanship to 
| John A. Barr, a former vp, he re- 
| mained as a director. He also cur- 
tailed his other business activities, 
resigning as director of several 
companies. _ 

Mr. Avery was born Nov. 4, 1873, 
at Saginaw, Mich. He was grad- 
uated from the University of Mich- 
igan law school in 1894 and went 
to work for the Alabaster Co., in 
which his father held an interest. 
When the company became a part 
of U. S. Gypsum, formed from 
{some 30 firms by J. P. Morgan & 
Co., young Mr. Avery joined its 
sales staff in New York. Four years 
later he became president and held 
this post until his election as chair- 
/man in 1937. He resigned from this 
post in 1951, remaining a director. 
Mr. Avery’s fortune was estimat- 
'ed at around $40,000,000. 


‘FRED H. BARLOW 
| Denver, Nov. 1—Fred H. Bar- 
| low, 53, head of a transit adver- 
| tising firm bearing his name, died 
| Oct. 25 in Porter Hospital, where 
he had been admitted a month ago. 
As a director of the Advertising 
Assn. of the West, Mr. Barlow in 
| 1956 attended a White House con- 
|ference on advertising’s role in 
| national affairs. 
| A native of Bonner’s Ferry, Ida., 
he became manager of transit ad- 
| vertising for Fielder, Sorensen & 
|Davis, Spokane, Wash., in 1946 
and was transferred to Salt Lake 
| City in 1950. He was a director of 
the Spokane adclub and president 
of the Salt Lake adclub. Mr. Bar- 
|low came to Denver in 1955 and 
established his own business. + 
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“I especially like the columns by 
Leo Fischer, Warren Brown and 
William Gleason. I also like 
Hatlo’s cartoon.” 

Donald A. Kriske, 


truck driver, 
4025 N. Marmora av. 
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“I like the coverage you give the 
Bears, Sox and Cubs. I also enjoy 
the boxing stories of Wendell 
Smith.” 

Ralph Whittle, 


waiter, 
4457 N. Paulina st. 


“We do," say 


i Who reads 
CHICAGO’S AMERICAN? 


“The American has, in my opin- 
ion, the best pictures—both local 
and wirephoto—of any paper I 
have ever read.” 

George Christl, 


service station owner, 
8729 Merrill av., Niles 


“I like everything about Chicago’s 
American. It’s well written and 
gives me all the news. It’s my 
favorite paper.” 


Richard H. Parker, 
baker, 
1533 W. Oakdale av. 


“I’m a Black Hawks fan and you 
have the best coverage of all 
sports. Don Moulton is the best 
hockey writer in town.” 

Frank Guida, 


bellboy, 
827 W. Arthington st. 
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“The food buys listed each Thurs- 
day are wonderful. I am also 
partial to health and child rear- 
ing features.” 

Yvonne Carlson, 


housewife, 
9339 Linder, Skokie 


enthusiastic Chicagolanders 


CHICAGO’S AMERICAN 


Wholly owned subsidiary of the Tribune Company, Chicago, IIlinols 
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Foundry Group 
Sets Plan to Cut 
Exhibition Costs 


Des PLaINEs, ILL., Nov. 2—The 
American Foundrymen’s Society 
has established a set of policies 
governing industrial expositions 
designed to check “pyramiding 
costs” of these events. 

The AFS has signed an agree- 
ment with officials in San Fran- 
cisco, where the group’s Castings 


Exposition & Congress will be held 


next May 8-12. 

William W. Maloney, general 
manager of AFS, said the policies 
set ground rules concerning labor 
charges and other costs by service 
organizations which work with ex- 
hibitors in setting up and operat- 
ing the show exhibits. Three fund- 
amental points are contained in 
the new policy: 

1. Prior agreement between 
show sponsors and exhibit hall 
officials on who is responsible for 
various activities and services, to 
avoid costs which shdéuld be borne 
by the exhibit hall, and to avoid 
jurisdictional labor disputes. 

2. Establishment of obligations 
of the show sponsor and the serv- 
ice organizations, to prevent the 
service groups from billing indi- 
vidual exhibitors without approval 
of the sponsoring group. 

3. Development of a system for 
daily control and adjustment of 
all questionable exhibit service 
charges. 

Mr. Maloney cited the following 
as some of the causes of excessive 
exhibit costs and troubles: 

e Exhibitors fail to provide suffi- 
cient advance data on require- 
ments. 

e Excessive mark-up on service 
eharges for labor, equipment and 
other services. 

e Service contracts fail to give 
accurate, reasonable advance cost 
estimates. 

e Lack of work and performance 
standards for exhibit labor. 

e Abuse of overtime rates. 

e Failure of local officials to pre- 
vent work stoppages caused by 
jurisdictional disputes. 

e The tendency of exhibitors to 
buy special treatment from labor 
or service organizations. 

e Failure of sponsoring organiza- 
tion to act promptly on behalf of 
exhibitors when special conditions 
arise. 


# “Unless we can reduce the cost 
of operating exhibits,” Mr. Malon- 
ey said, “the industrial exposition 
is on the way out.” 

He said that he believes the 
AFS set of policies concerning ex- 


positions is unique, and he will) 


present them to the National Assn. 
of Exhibit Managers meeting next 
month, # 


| 
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Armistead Carter 


Texas Group it brought together 


Five Dailies Form 
Texas Group, Set 
Package Discounts 


(Continued from Page 3) 
the unit and the frequency of in-| 
sertion. Thus a 100-line advertiser 
earns 1% on a five-time schedule, 
2% on ten insertions, 4% for 20 
times, 6% for 30 times, 8% for 40 
insertions, and 10% for a 50-time | 
schedule. 


# A 1,000-line advertiser picks up 
a 4% discount for five insertions, | 
7% for ten, 10% for 20, 12% for 30, 
14% for 40, and 16% for 50 inser- 
tions. Advertisers scheduling 2,400 
lines or more are eligible for a 
maximum 20% discount on a 50- 
time schedule. 

The straight bulk discount plan 
involves a 1% discount for from 
2,400 to 4,999 lines, 3% for 5,000 to 
9,999, 5% for 10,000 to 24,999 lines, 
8% for 25,000 to 49,999, and 10% 
for 50,000 lines or over. 


s Under terms of the plan adver- 
tisers must schedule the same size 
units in all group papers, but may 
vary content and copy, and also 
date of insertions as much as 30 
days within the same calendar 
month. 

Multiple products of the same 
advertiser may be combined for 
frequency and volume purposes 
under either of the two rate pians, 
provided the products “are con- 
|trolled by the advertiser through 
ownership.” Advertisers may also 
|use more than one agency in plac- 
ing copy, and may retain accumu- 
lated discounts. 

Color premiums and color com- 
ics advertising are not covered by 
the group discount plan. 

Branham Co. is the group’s na- 
‘tional representative. + 


Barnes 


Flint 


BROADCASTERS—During a lull in the sessions of the Omaha regional 
meeting of the National Assn. of Broadcasters, these station men 


took time out for a chat: Glenn 


Fitzsimonds Henkin 


W. Flint, KCMT-TV, Alexandria, 


Minn.; Tom Barnes, WDAY, Fargo; F. E. Fitzsimonds, KABR, Aber- 
deen, S. D.; and Mort Henkin, KSOO, Sioux Falls. 


hae 


Crause 


TEXAS GROUP—When five Texas dailies announced formation of The 


in Dallas James Armistead, Nash- 


ville Banner and Tennessean; Amon Carter Jr., Fort Worth Star Tele- 
gram; Harry L. Crause, Cling Peach Advisory Board; Rowland 


Fielder Rominger 


ADMEN LISTEN—Conway Craig, publisher of the Cor- 
pus Christi Caller-Times, has an audience of atten- 
tive admen at the press confab in Dallas announcing 
formation of The Texas Group. They are Richard 


Broiles 


Davis Jones 


Corcoran Heard De Jernett 


Broiles, Rowland Broiles Co., Fort Worth; O. Eugene Davis, Beau- 
mont Enterprise and Journal; John T. Jones Jr., Houston Chronicle; 
E. F. Corcoran, Branham Co.; Denny Heard, Gulf Oil, Houston; and 
Ira De Jernett, De Jernett Advertising Agency, Dallas. 


Workman 


Schlenther 


Craig 

Fielder, Fitzgerald Advertising, New Orleans; Elby 
Rominger, Rominger Ad Agency, Dallas; Ted Work- 
man, Ted Workman Advertising, Dallas; and Stan- 
ley Schlenther, Fuller & Smith & Ross, Fort Worth. 


Folger Coffee Companies 
Set Merger Dec. 31 

Merger of the two Folger coffee | 
companies has been approved by | 
the stockholders to go into effect on 
or about Dec. 31, it has been an- 
nounced by Joseph S. Atha, pres- 
ident of J. A. Folger & Co., Kansas 
City, and J. A. Folger, president of 
J. A. Folger & Co., San Francisco. 
Mr. Atha will become board chair- 
man and chief executive officer of 
the combined operation, and Mr. 
Folger will be president. All pres- 
ent Folger offices and manufactur- 
ing plants will be maintained, and 


central headquarters will be in San 


Francisco. Cunningham & Walsh is | 
Chicago, has established a public 
|relations department which will be | 
headed by John E. Clark, vp and) 


the agency for Folger of Kansas 
City; Fletcher Richards, Calkins & 
Holden handles the San Francisco 
company, and no changes are con- 


|templated at present, ADVERTISING 
| AcE learned. 


Although until the merger, the 


two companies were completely 


|independent of each other finan-| 
‘cially, they sell the same product in 


the same package. 


POPAI Releases New Film 

A color-soundslide film, “The 
Role of Point-of-Purchase Adver- 
tising in Modern Marketing,” was 
released by the Point of Purchase 
Advertising Institute, New York, 
Nov. 1, at the opening of the 14th 
annual POPAI symposium and ex- 
hibit. It will be available for pub- 
lic distribution after Nov. 7. 


Mutual Trust Sets Up PR Unit 


Mutual Trust Life Insurance Co., 


director of public relations. Mr. 
Clark served as an account execu- 
tive with Young & Rubicam, New 
York, for 14 years before joining 
Mutual Trust. 


Fry Higgins 


xessenry 
EP 
Ve $ 


& 


¥y a mf ' 
m m gh ‘ae = 


Volger Hudgens 


GOOD FELLOWS—Gathered at the regional meeting of the National 
Assn. of Broadcasters in Omaha were Paul Fry, R. C. Crisler & Co.: 


Omaha; George Higgins, KMBC, 


Kansas City; George J. Volger, 


KWPC, Muscatine, Ia.; and Joe Hudgens, KRNT-TV, Des Moines. 


ae eee eee 


Stores Optimistic on 


‘Yule Prospects—but 


Fewer Than ‘59: BofA 


New York, Nov. 1—The nation’s 
retailers forecast a slight increase 
in sales volume for the upcoming 
Christmas selling season, according 
to a survey by the Bureau of Ad- 
vertising, American Newspaper 
Publishers Assn. 

Based on a check of 268 retailers 
in 110 markets, the BofA study in- 
dicated that 57% of the merchants 


expect a 7.5% increase in volume; 
|30% see no change in sales; 13% 
| forecast a decline in volume from 
|last year. 

In 1959, 82% of the merchants 
saw an increase in Christmas sales, 
|the BofA added. 

Profits will also be tight this 
year. The BofA said 39.7% ex- 
pected an increase of 5%; 27.8% 
saw no change in the profit pic- 
ture from last year; and 32.5% 
expected profits to decline about 
5% on the average. 


| @ With the prospect of a tougher 
| selling season, the BofA reported 
| that 35.1% of the merchants sur- 
| veyed plan to increase ad expendi- 
| tures 10%, while 54.7% will main- 
| tain advertising at last year’s level. 
| Decreased ad spending by about 
10% was forecast by 10.2% of 
those surveyed. + 


Hugin Registers to Lupton 

Hugin Cash Registers, U.S. mar- 
keting division of the Swedish 
company, Hugin Kassaregister AB, 
has appointed John Mather Lup- 
ton Co., New York, to handle its 
| advertising. 
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a + o a seller of blueberry pies 
eC di a S the pulling power of an ad- 
vertising medium is equal 


to the number of blueberry 


e pies sold. 
aWw e To media men, pulling power is 
influenced by several interrelated 
factors. 


These factors are expressed in a 
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law or formula that looks like this: 


Pulling Power 


Circulation Volume 
x 
Editorial Vitality 
x 
Reader Confidence 
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The larger measure of these in- 
gredients in the Chicago Tribune 
accounts for the greater results 
produced for advertisers. 

The Chicago Tribune, with a cir- 
culation 1% times that of any 
other Chicago newspaper, out- 
pulls the other papers by at least 
3 to 1 and as much as 15 to 1. 


More Chicago families read the 
Tribune than the top five weekly 
magazines combined; more than 
six times as many Chicagoans 
turn its pages as turn on the aver- 
age evening T'V show! 


Chicago Tribune 
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Coming 
Conventions 


Nov. 12-13. National Federation of Ad- 
vertising Agencies, central states meeting, 
St. Louis. 

Nov. 13-16. Assn. of National Adver- 
tisers, annual meeting, The Homestead, 
Hot Springs, Va. 

Nov. 13-16. National Newspaper Promo- 
tion Assn., eastern regional convention, 
Sheraton Hotel, Rochester, N.Y. 

Nov. 14. National Business Publications, 


Advertising Age, November 7, 1960 


Nov. 17. National Business Publications, 
Los Angeles regional conference. Shera- 
ton-West Hotel. 

Nov. 17-19. Junior Panel Outdoor Ad- 
vertising Assn., annual convention, Pitts- 
burgh Hilton Hotel, Pittsburgh. 

Nov. 18-19. Advertising Federation of 
America, 8th District conference, Holiday 
Inn, Madison, Wis. 

Nov. 21-22. National Assn. of Broadcast- 
ers, fall conference, Edgewater Beach Ho- 
tel, Chicago. 

Nov. 28-29. National Assn. of Broadcast- 
ers, fall conference, Biltmore Hotel, New 
York. 

Nov. 30. American Assn. of Advertising 
Agencies, east central region annual meet- 
ing, Statler Hilton Hotel, Detroit. 

Dec. 13. Assn. of National Advertisers, 


Tar Hotel. 


Washington, D. C. 

Nov. 14-16. Broadcasters’ 
Assn., annual convention, 
Charles Hotel, New Orleans. 


Fer a total selling job — in Siouxland — use 
SIOUXLAND’S BIG FAMILY NEWSPAPER 


‘City Sourni 


~ JANN & KELLEY inc. 


Raton, Fila. 


Chicago. 


toria, New York. 


San Francisco regional conference, Jack 


Nov. 14-15. National Assn. of Broadcast- 
ers, fall conference, Statler Hilton Hotel, 


Nov. 14-16. Southern Newspaper Pub- 


lishers Assn., 57th anniversary conven- |tisers, Workshop on Advertising Evalua- 
tion, Boca Raton Hotel and Club, Boca | tion, Plaza Hotel, New York. 
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FIRST CLASS © 
P\SRECIAL 


Very special delivery... 
right to your product doorstep! 
Every key prospect in the shoe business... 
delivered by the Recorder...prepared 

to listen...pre-disposed to buy. The men 
who count, count on the Recorder for 
up-to-the-minute know-how, know-what and know-where. 
It has the stamp of authority, the asset of attention. 


the one that tells ’em is the one that sells ’em 


BOOT and SHOE 


Recorder 


A CHILTON ®) PUBLICATION 


workshop on “Gaining Sales Force and 


gram,” The Plaza, New York. 

Dec. 28-30. American Marketing Assn., 
winter conference, Coronado Hotel, St. 
Louis. 


Promotion| Jan. 15-18, 1961. Newspaper Advertis- 
Sheraton 


ing Executives Agssn., Edgewater Beach 
Hotel, Chicago. 
Jan. 26, 1961. Assn. of National Adver- 


Feb. 1, 1961. Advertising Federation of 


Nov. 16. Associated Business Publica- | America, midwinter conference, Statler 
tions, fall conference, Hotels Ambassador, 


Hilton Hotel, Washington, D. C. 
Feb. 14-15, 1961. Assn. of National Ad- 


Nov. 16-18. Television Bureau of Ad- | vertisers, cooperative advertising work- 
vertising, annual meeting, Waldorf-As- | shop, Hotels Ambassador, Chicago. 


Feb. 16, 1961. Business Publications Au- 
dit, annual meeting, Hotel Biltmore, New 
York. 

Feb. 24-25, 1961. Newspaper Advertis- 
ing Executives Assn. of the Carolinas, 
winter meeting, Hotel Francis Marion, 
Charleston, S. C. 

March 2, 1961. Associated Business Pub- 
lications, winter conference, Hotel Roose- 
velt, New York. 

March 12-17, 1961. Associated Business 
Publications, management seminar, Arden 
House, Harriman, N. Y. 

March 16-21, 1961. National Federation 
of Advertising Agencies, annual manage- 
ment conference, Sahara Hotel, Las Vegas, 
Nev. 

March 26-30, 1961. National Business 
| Publications, annual spring meeting, El 
| Mirador, Palm Springs, Cal. 

April 21-22, 1961. Advertising Federa- 
tion of America, 9th District convention, 
Savery Hotel, Des Moines, Ia. 

May 4-6, 1961. Associated Business Pub- 
lications, spring meeting, The Homestead, 
| Hot Springs, Va. 
| May 21-24, 1961. National Newspaper 
Promotion Assn., annual convention, Wal- 
dorf-Astoria Hotel, New York. 

May 28-31, 1961. Advertising Federation 
of America, annual convention, Park 
Sheraton Hotel, Washington, D. C. 

June 19-21, 1961. American Marketing 
Assn., 44th annual conference, Ambassa- 
dor Hotel, Los Angeles. 

July 9-12, 1961. Newspaper Advertising 
| Executives Assn., Statler Hilton Hotel, 
| Detroit. 

| Oct. 6-9, 1961. Mail Advertising Service 
| Assn., annual convention, Hotel Statler, 
New York. 


| 

Y&R Shifts Martinez to 

Mexico, Hardy to Venezuela 

| Young & Rubicam has shifted 
|executives in Latin America. Mig- 
|uel H. Martinez, manager of the 
| Caracas office since 1958, has been 
moved up to Mexico City as man- 
lager of the agency’s Mexican op- 
|erations. To Caracas as manager 


> 


Jack Hardy 


Miguel H. Martinez 


goes Jack G. Hardy, formerly an 
international account supervisor 
in New York. Mr. Martinez suc- 
ceeds Joseph H. Vaamonde, who 
has shifted back to New York. 

Both Mr. Martinez and Mr. 
Vaamonde have served in San 
Juan, where Y&R’s other Latin 
American office is located. Mr. 
Vaamonde went to Mexico last 
year to succeed James Stanton, 
who resigned. Mr. Hardy was as- 
sistant manager in Caracas from 
1957 until the end of 1959. 


LOW, MAN, LOW 


- Want the lowdown or “AD-SERTS’’— 
new, “proven source of low-cost 
consumer mail orders, subscriptions 
and inquiries? Write “AD-SERTS,” 

10 E. 39 St., New York 16, N.Y. 
es — 


Trade Support for Your Promotional Pro- : 
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SHE CAN'T BEAR 


TO LET IT GO! 


Over 60% of Woman’s Day readers interviewed expect to keep it two months or longer! 


4,600,000 Woman's Day readers not only go out to buy it... they 
hang onto it until it’s dog-eared and weary! According to the new 
Roper Study, well over 60% of the women questioned said they 
would probably keep their copies two months or longer. Proof 
that Woman’s Day serves as a virtual household encyclopedia! 

They read it once... they read it twice ...and they read it once 
again! (And every single time they read it, they're exposed to 
somebody’s advertising!) They refer to it...they discuss it...they 
clip it...and they even frame it! No moving situation can tear 
her away from it. Why? 


© 1960 FAWCETT PUBLICATIONS, INC 


It’s because every word on every page of every issue of Woman's 
Day is edited with the specific interests of the great American 
home-maker in mind. It tells her what she wants to know...when 
she wants to know it...in terms she understands! It’s the maga- 
zine women buy to read...and read to bwy! It’s your short-cut 
to a very specific and profitable market! 


Ask your representative for all the revealing facts from the new Roper Study on why 
women buy Woman's Day, what immediate use they make of it, how long its influence 
endures .. . based on nationwide interviews with two groups of Woman's Day readers: 
buyers of the magazine in early November, buyers in late November. 


FAWCETT...SALESPOWER 
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EL PASO 


Advertising Age, November 7, 1960 


Along the Media Path 


advanced from During the recent “Better Meals; taining more than 300 different ‘ 
75th to 46th place Build Better Families” campaign,| Vogue pattern designs. 
among the Nation's largest the ger goa Biyosy neta 
pages 0o and adve e The Boston Sunday Herald pub- 
cities with a population gain color. Part of this was an exclusive|jished a four-color 180-page a. 
of 109% — 1960 Census series of eight full-color pages of cial rotogravure section on Oct. 30 
272,239 and the BIG 5th City “go-together” food products in|to commemorate the first century 
ot teed breakfast, lunch and dinner set-|of the Massachusetts Institute of 
tings. Technology. 
The #l Paso Cimes e The Oct. 22 edition of the Mon- i 
Menting end treal Star included a 16-page sec- a lant immed vy Rane gad ea oi 
Sunday tion showing to the public for the ada. with a bined " ~ulati f r. 
first time what the newspaper’s : th 2560 oan ts oA coil te ee 
El] Paso Her ald-f ost new building will look like when it | Or or ue Philadelphia > aily ; 
Even is opened in the near future. The & 
ing News series of ads promoting the i 
preview marked the first color| oi. of advertising ae 
printing the Star had used in its 93 % 
f hing. : 
vous < pybtehing e A Fairchild chair of communica- r 
tions, endowed with a grant of a 
e The December-January issue of : 
Vogue Pattern Book carries a com- pany yaroian be oe gy . 
plete capsule catalog section con- |W) De & lis at the Fashion S 
Institute of Technology, New York. my 
Fairchild’s contribution honors the 
e WIRE © METAL #®© WOOD e PLASTICS ¢@ LITHOGRAPHY e@ — SILK SCREEN © CORRUGATED FLOOR STANDS e company's Sounders end coincides Z 
a with the celebration of the 50th an- ig 
4 © |niversary of Women’s Wear Daily. 
Ps — 
D Zz e “Follow Through,” a catalog of 
r % | merchandising aids, has been pub- | 
oe o lished by House Beautiful. The 28- ; i 
aw | Page catalog contains 27 different a 
e ~@ |items designed to help advertisers eS 
eee > | get the most out of their ad cam- ee 
” & |paigns in House Beautiful. Addi- a 
re) ¢ |tional information may be ob- oa 
ra tained from House Beautiful, 572 a 
vu = Madison Ave., New York 22. Pe 
pte poe | Y 2, ; 
Ae =z =] : = ( 
7 © |e All five Chattanooga network ee ! 
radio stations, WAPO, WDEF, ae: i 
= | join together on Nov. 14 for a spe- ! 
POINT OF PURCHASE DISPLAYS 3 cial five-hour intra-city Christmas 
ro > | Seal broadcast. 
ye) WITH HEARTFELT THANKS ON OUR 2nd BIRTHDAY TO: x 
s e |e “Just How Big Is the Power of 
4 ~ Prevention,” a 12-page reader sur- 
oc a vey, has been published by Pre- 
. hir France Coty, Ine. Lever Bros. Pillsbury 1 pe voag Baad hn comnts 
w Allied Mills Cunningham & Walsh Liggett & Myers Publicker Industries 5 Ship, buying patterns and health 
a interests. Copies are available from 
= Alcoa Dana Perfumes Lovable Brassiere Puck (The Comic Weekly) > Prevention, Organic Park, Em- 
5 American Bakeries Dixie Cup McCann-trickson, Inc. Reeves Soundcraft Corp. @ |maus 8, Pa. 
Q . . 
- American Bakers Ass'n. Monroe F. Dreher Mennen Co. Reliance Mfg. Co. - |¢ KMOX-TV; St. Louis, has pub- 
Ww American Chicle Eberhard-Faber MGM Records Revion ® |lished an “Election Guide,” which 
b . . . : “ 
< American Cyanamid Four Roses Distillers Polk Miller Products Schenley Industries 4 per wen — a < pad nag 
e American Home Foods General Electric Mohawk Carpet Company Schick, inc. * |short sketches of the candidates 
C. Schmidt & So = |for President and Vice-President; 
7) Associated Products General Foods Morgan Cotton Mills, Inc. » Se = Go voting requirements, and an elec- 
5 Bemis Jason Gillette Narragansett Brewing Co. Seagram Distillers 9 toral vote scoreboard. 
G Boyle-Midway Hamm Brewing National Biscuit Seven Sp o |¢ C.D. Bertolet & Co., publishers’ fj 
a Bristol-Myers Heublein, Inc. National Distillers Shulton r osrntis has aman x. j 
new slide film presentation, ‘““Mice f 
Z Browne-Vintners Co. Ideal Toy Nestle Co. Standard Brands & Story,” concerning the Our Sunday 
S Brown Shoe Co. International Latex Norcross, Inc. Sylvania “ tne cobras | a Pra ne ose 
. ’ i 
e Burry Biscuit Johnson & Johnsen Ocean Spray Cranberry, Inc. The Toni Co. ~» |circulation of 1,764,362. Agency ‘ 
U) Harold Cabot & Co. |. B. Kleinert Rubber Co. Paper Mate Company Vick Chemical m can ix Geen A lata 
z Calvert Distillers Knomark, Inc. Paper Novelty Mfg. Co. Hiram Walker > 
° x 
= Chesebrough-Pond's Landers, Frary & Clark Park & Tilford Co. Warner-Lambert om e Department of New Laurels: 
” F : = Advertising revenue of The Sat- 
’ lect 
- Coca-Cola Lea & Perrins, Inc. Personal Products Corp Westinghouse Electric & estes Geeten Batt tor Gee Gant | 
9 Colgate-Palmolive Le Pages Charles Pfizer Whitehall Labs. > | nine months of this year reached a 1 
a) ; Zebco Co “<j record $75,956,105, a $9,242,028 © 
Corning Glass : w | gain over the comparable 1959 pe- 
= | riod. 
2 | Advertising linage in ’Teen for 
4 aa the first nine months of 1960 came 
5 ! a | to 59,724 lines, a 127% gain over 
> * |the 26,320 lines recorded for the 
9 7 e°9 © |same 1959 period. 
vr) & | Gross advertising billing for 
<= re) Armed Forces Management for the i 
> Z | first nine months of 1960 came to y 
e | $132,316, a 35.7% increase over the 
° > | same period the previous year. + 
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FRAAV\érK for greater plastics sales 


This Society of the Plastics Industry display at the 1961 
National Auto Show...a wire skeleton supporting the more 
than 300 plastics components in today’s cars...forecasts a 
bright future for plastics sales. For, by 1970, the poundage 
of plastics per car is expected to triple. 

More parts per pound, less cost per part—the 22 lbs. of 
plastics parts in the 1961 models replace an estimated 150 
Ibs. of metals. But that’s only half the story. Plastics ma- 
terials have broken the bonds that bound designers, for 
these man-made materials provide a wider selection of 
physical properties than is available in the entire range of 
metals...besides being less costly to fabricate, finish and 
install. 

Based on 1961 industry estimates, the sale of plastics ma- 
terials for cars alone will exceed 150 million pounds. Add 
the innumerable applications in the construction field, in 
home and office appliances, furniture, packaging, boating, 
luggage and other items, and you have a tremendous mar- 
ket. For the thousands of companies who make, mold and 


finish plastics all require materials, machines, motors, tools, 
dies and a host of other equipment, supplies and services. 

The best way to reach this mushrooming market is 
through the pages of MODERN pPLAsTics—the dominant 
magazine in the field, with more editorial material, more 
paid subscriptions and more advertising than all other plas- 
tics publications combined. 

A brand new brochure—MoDERN pPLastics and The 
Changing Plastics Market—explores and explains the changes 
that are taking place in the field. This booklet, as well as 
our 1961 Market and Media Data File, may be secured 
from our nearest office. Write for your copy today. 


MODERN PLASTICS 


A Breskin Publication—Authority of the Field for 35 Years @ @® 
Offices: New York, 575 Madison Ave.; Cleveland, 3537 Lee Rd.; 
Chicago, 620 N. Michigan Ave.; Los Angeles, 6535 Wilshire Blod.; 

Atlanta, 1722 Rhodes Haverty Bldg. 
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TO SELL THE VITAL TEXAS MARKET AT THE Pi 


5 GREAT TEXAS NEWSPAPERS IN 5 DOMINANT CITIES 


BEAUMONT ENTERPRISE AND JOURNAL « Darzas Times Herat 
San Antonio Express and NEWS 
HOUSTON CHRONICLE «- Fort Wortu STAR-TELEGRAM 


THE DAILY PICTURE | THE SUNDAY PICTURE 


Average 46% coverage of a $10% billion market. Daily, the Texas Group reaches Average 41% Coverage of an $11 Billion Market Sunday, the Texas Group reaches 


153 counties with 10% or better coverage of an effective buying income in excess of 173 counties with 10% or better coverage of $10,936,365,000 effective buying income. 
$10% billion. 


og e : 


81% of the Texas Group In these 30 key counties, In the entire 153-county 77% of the Texas Group _—n these 30 key counties, In the entire 173 county 

total daily circulation isin the Texas Group reaches market, the Texas Group total Sunday circulation is | the Texas Group reaches Sunday market, the Texas 

the 30 big-city counties. | an average of 61% of the covers 46% of the house- in the 30 big-city counties. | an average of 55% of the Group covers 41% of the 
households daily. holds daily. households Sunday. households Sunday. 


THE TEXAS GROUP 153 COUNTY DAILY MARKET ACCOUNTS FOR: THE TEXAS GROUP 173 COUNTY SUNDAY MARKET ACCOUNTS FOR: 
63% OF TEXAS’ POPULATION 
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64% OF TEXAS’ SPENDABLE INCOME 
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65% OF TEXAS RETAIL SALES 67% OF T 
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64% OF TEXAS AUTOMOTIVE SALES 66% OF TEXAS AUTO 
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EXAS DRUG SALES 


She Gorpus Citi alec um Sires emma THE LARGEST NEWSPAPEI 


874,260 DAILY CIRCULATION * 830,500 SUNDAY CIRCULATION 
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THE TEXAS GROUP CITIES CONSTITUTE 
A $7 BILLION METROPOLITAN MARKET 


The Texas Group 30 metropolitan counties have an effective 
buying income of $7,138,975,000. The 5 Texas Group cities, 
the principal trading centers of Texas, are the dominant com- 
mercial influence on the state. In them is concentrated the 
majority of facilities for wholesaling, redistribution and retail 
buying. Because the bulk of Texas’ trade flows through these 
principal trading centers, it is in these 5 Texas cities that 
distribution and sales should be first established. 


THE TEXAS GROUP METROPOLITAN AREA 
POPULATION RANKS 5th IN THE NATION 


LOS ANGELES [jiaaauamae 
cHicaco = 


PHILADELPHIA (iia 
Texas croup [ie 


THE TEXAS GROUP METROPOLITAN AREA 
ACCOUNTS FOR: 


OOO 


41% of Texas 44%, of Texas 45% of Texas 
Population Spendable Income Retail Sales 
45% of Texas 44%, of Texas 46%, of Texas 
Food Sales Automotive Sales Drug Sales 


COVER 153 COUNTIES DAILY 
874,260 CIRCULATION 
Al DISCOUNTS TO 23% 


ONE ORDER-ONIE BILL-ONE REPRESENTATIVE 


FREQUENCY RATE CARD 


DAILY 


Total of Individual Newspaper Rates 
Group Open Rate 
Number of insertions and % Discounts 
Ad Size 5x 10x 20 x 30x 40x 
100 lines 2% 6% 8% 
“300 lines 4% 8% 10% 
“600 lines 6% 10% 12% 
1000 Jines 1% 12% 14% 
1500 lines 8% 14% 16% 
2400 lines 10% 16% 18% 


THE TEXAS GROUP SERVES 
TEXAS’ GROWTH AREAS 


POPULATION GROWTH SINCE 1950: 


BULK LINAGE RATE CARD 
DAILY 


ALL OF TEXAS. 


Spendable Income Growth 
In Texas Group Counties 


1949 1959 


Retail Sales Growth 
In Texas Group Counties 


1949 1959 


R GROUP IN THE NATION! 


¥ * REPRESENTED NATIONALLY BY THE BRANHAM COMPANY 


Total of Individual Newspaper Rates 
Group Open Rate 


scount Percentage 
Contract Requirements from Group Open Rate 


Effective Rate 
Earned 


2,400 lines 


“5,000 lines 


10,000 lines 


25,0 000 lines 


FREQUENCY RATE-CARD 


SUNDAY 


Total of Individual Newspaper Rates 
Group Open Rate 


Number of Insertions and % Discounts 


Ad Size 5x 20 x 30x 


100 lines 1% im | 6% | 
“300 lines 2% 6% 8% 


“600 lines 3% 8% 10% 


1000 lines 1% 10% | 12% 


1500 lines 5% 12% 14% 


2400 lines 7% 14% 16% 


BULK LINAGE RATE CARD 


SUNDAY 


Total of Individual Newspaper Rates 
Group Open Rate 


$2.51 
$2.41 


Discount Percentage 
___ Contract Requirements from Group Open Rate 


2,400 lines 1% 


Clestive | Rate 
arn 
2 359 CO 


“5,000 lines 3% 


23377 


2.2895 


22172 


| 21690 
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FTC’s Kintner, Mills 
Await Vote; It’s Key 
to Future of Both 


WaAsHINGTON, Nov. 1—Edward K. 
Mills, newly designated member of 
the Federal Trade Commission, 
pictures himself as an admirer of 
FTC Chairman Earl Kintner, but 
he emphasizes that he comes to 
FTC with no preconceived opinions 


about how it should operate. 

Mr. Mills, a 54-year-old New 
Jersey Republican, today replaces 
Commissioner Edward T. Tait. His 
vote.as a commissioner is crucial, 
because Chairman Kintner has had 
to rely on Commissioner Tait in the 
past for decisive support on pro- 
cedural changes which other com- 
missioners have opposed. 

The new commissioner’s experi- 
ence is primarily in corporate and 
general law. He has been in 


Washington during the past four 
years and feels Chairman Kint- 
ner has been doing an outstand- 
ing job. But he emphasizes that 
he will need a lot more informa- 
tion about FTC and its problems 
before he can reach any conclu- 
sions on how to vote. 


® He takes office at a time when 
FTC members are waiting for the 
election returns. As an interim 
appointee, Mr. Mills’ future on the 


CAPITAL TYPES #6 


CLOAK 
AIN DD 


DAGGER 


Operates out of hush-hush 
office. Address unknown except 
to drug store delivery boy. 
Once had secret plans, 


but wife found out 


about it. 


Lives in suburbs. Cuts 


own grass. Tries to 


appear like 


everyone else: listens 
to WTOP Radio, ‘the 
wnportant station in the 
20-County Greater 
Weshington area. 


Wror 
RADIO 


Washingt, D.C. 
Represented ty CBS Radic Spot Sales 


Operated by 
THE WASHINGTON POST BROAGCAST OIVIBION: 


WTOP RADIC Weskington, D.C. 
WTGP-TYV Channel 9, Wazhinzton,.D. C. 
WIXT Channel 4, Jacksonville, Fierida 
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commission depends on a Republi- 
can victory. In addition, Chairman 
Kintner is a “lame duck,” who 
will be out unless re-nominated 
by the incoming President. . 

While the commission has shown 
unusual unanimity in most of its 
legal actions in recent months, the 
staff has been aware of a delicate 
power balance over procedural 
changes advocated by Chairman 
Kintner. 

Supported by Commissioners 
Tait and Robert Secrest, he has 
been able to force through a shift 
toward industrywide non-punitive 
treatment of widespread problems 
in the field of unfair competition, 
as well as misleading practices. 

Commissioner Tait has been 
credited with providing the deci- 
sive influence in the adoption early 
this year of “guides” illustrating 
the kinds of co-op advertising ar- 
rangements which FTC opposes. 


s For months, the adoption of the 
guides was delayed by internal dif- 
ferences. Other experienced com- 
mission members opposed the 
move, in the belief that co-op ad- 
vertising offenses represent a form 
of hard-core law violation which 
should be treated only through 
case-by-case litigation. 

The new commissioner designate 
has been in almost every law field 
other than trade regulation. His 
first experience was in corporate 
law and railroad reorganization 
work for a Newark law firm. Sub- 
sequently, for 16 years, he had his 
own firm in Morristown, N. J., with 
a general practice emphasizing cor- 
porate, real estate and estate law. 

He is no stranger to govern- 
ment. As chief of the opinions 
section of the Civil Aeronautics 
Board when it was established in 
1938, he helped draft the first air 
mail rate and airline route deci- 
sions. After serving as an air trans- 
port command pilot and an air 
force officer in World War II, he 
resumed practice in Morristown 
and served as mayor of the city. 


® He came to Washington in 1956 
in hopes of becoming chairman of 
the Federal Communications Com- 
mission. When that job went to 
George McConnaughey, Mr. Mills 


| was appointed deputy director of 
|General Services Administration, 
| the government’s purchasing and 
property management agency. 

Early this year he was ap- 
pointed to FCC, but had to with- 
|draw after a Senate hearing 
which indicated that he would 
have to dispose of a beneficiary 
trust which included securities of 
electronics firms regulated by 
FCC. At FTC he expects to dis~ 
qualify himself in any case in- 
volving a company that would 
raise “conflict of interest” issues. 

Commissioner Tait, who joins 
the law firm of Gravelle, Whit- 
lock, Markey & Tait, Washington, 
had been appointed in 1956 to a 
seven year term on FTC. Gravelle, 
Whitlock has extensive practice at 
FTC, but Commissioner Tait is not 
precluded from handling cases un- 
less they were pending before he 
resigned. # 


Black-Russell-Morris Adds 4 

Multi-Amp Electronic Corp., Un- 
ion, N. J., and Stabilized Vitamins 
Inc., Garfield, N. J., manufacturer 
of sealed-in vitamin products and 
pre-mixes for use in poultry and 
animal feed, and its subsidiaries 
Astrol Products and All-American 
Nutrition Co., have appointed 
Black-Russell-Morris, Newark, to 
handle their advertising. 


SIMPSON-REILLY, LTD : 
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MORE RETAILERS ARE 
DOING MORE BUSINESS 
THAN EVER BEFORE IN 


RETAIL SALES 
Ist 7 MONTHS |, 
RE GR 


@he Arizona Daily Star Tucson Daily Citizen 


Morning and Sunday Evening 


IF YOU WANT TO COVER ARIZONA, 
THE STAR and CITIZEN ARE A MUST! 


2 Independent Newspapers Produced in the Same Plant @ Represented Nationally by Cresmer & Woodward, Inc. 


William Bijur, 46, 
Former VP of Ogilvy 
Agency, Is Dead 


NEw York, Nov. 1—William L. 
Bijur, 46, former vp of Ogilvy, 
Benson & Mather, died in his home 
here Oct. 29 after a long illness. 

Mr. Bijur entered advertising 
with Schenley Industries, eventual- 
ly taking charge of advertising and 
sales promotion of Schenley Import 
Corp. In 1939 he became ad and 
sales promotion manager of the 
| American agency for Vichy-Celes- 
tines, French mineral water. 

After World War II Mr. Bijur 
joined Fleischmann Distilling 
Corp., serving on a committee 
which in 1957 studied research 
methods to determine magazine 
readers’ reactions to whisky adver- 
tising. 

He later joined OBM, where in 
1956 he handled the Fromm & 
Sichel account (national distributor 
for Christian Bros. of California). 


Be 
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He retired in February 1959. 
Mr. Bijur also was a member of 
Robert Reis & Co., men’s wear con- 
cern. 


LEROY B. HAMMOND 
CuHiIcaGo, Nov. 1—LeRoy B. 
(Lee) Hammond, 64, veteran Chi- 
cago adman and owner of L. B. 
Hammond & Associates, business 
paper representative, died Oct. 30 
of a heart attack in his home in 
Woodstock, Ill. 
Born in Chicago, Mr. Hammond 
attended Northwestern University. 
He started his career in the classi- 
fied advertising department of the 
Chicago Tribune. He sold space for 
several business publications be- 
fore starting his own company in 
1932. 
Mr. Hammond was a former 
member of the Assn. of Industrial 
Advertisers and the t.f. Club of 
Chicago. He served as an ensign in 
the Navy during World War I. 
Bob Hammond, Mr. Hammond’s 
nephew and associate, will contin- 
ue the business. 


DAVID E. SMILEY 
TAMPA, F.LaA., Nov. 1—David E. 
Smiley, 81, retired newspaper pub- 
lisher, died in his sleep here Oct. 
26. 
Mr. Smiley, a veteran of 60 years 
in the newspaper field, was chair- 
man of the board of WDAE, one of 
Florida’s pioneer radio stations. He 
was editor and publisher of the 
Tampa Times until he sold it to 
the Tampa Tribune in 1958. 
A native of Philadelphia, Mr. 
Smiley began his newspaper career 
as a reporter for the Philadelphia 
Bulletin and rose to city editor in 
two years. He was a charter mem- 
ber of the American Society of 
Newspaper Editors and had held 
executive editorial posts with the 
Philadelphia Ledger, Philadelphia 
Bulletin and the New York Eve- 
ning Post. From 1927 to 1930 he 
was general manager of the North 
American Newspaper Alliance. 


AMOS E. VOORHIES 
GRANTS Pass, OrRE., Nov. 1— 
Amos E. Voorhies, 91, publisher of 
the Grants Pass Daily Courier and 
dean of Oregon daily publishers, 
died here Oct. 27 of a stroke suf- 
fered two weeks ago. 

Mr. Voorhies was born on a 
farm near Greenville, Mich., came 
to Oregon in 1891 and was in news- 
paper work ever since. Until his 
stroke, he was on the job every aft- 
ernoon. 

He was part owner of KAGI Ra- 
dio, Grants Pass, and also of the 
following Oregon tv stations: 
KBES, Medford; KOTI, Klamath 
Falls; and KPIC, Roseburg. 

Survivors include a son, Earle E., 
co-publisher, and a grandson, John 
E., also associated with Mr. Voor- 
hies at the Courier. 


LEROY GARRETSON 

New York, Nov. 1—LeRoy Gar- 
retson, 71, retired ad manager of 
Leeds & Northrup Co., died Oct. 
25 in Abington Memorial Hospital 
after a short illness. 

He retired in 1947 after 22 years 
with the company. Before joining 
Leeds & Northrup in 1925, ne had 
been a department manager for 
Collins Service, financial adver- 
tising, and an ad service repre- 
sentative with Frank D. Jacobs Co. 
He was a former president of the 
Eastern Industrial Advertisers 
Assn., and vp of the old National 
Industrial Advertisers Assn. # 


Business Opportunities 

Manufacturers who wish volume sales 
to the growing equipment rental 
industry. If you are not aware of 
“Tomorrow's Market,” please write 
RENTAL YARD REGISTER, 1300 West 
24th St., Los Angeles 7, California 
or phone REpublic 2-6103 
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‘CONFIDENCE 


| Se The confidence the people of Greater Philadelphia What does this mean to advertisers? It means 
od | have in the contents of The Evening and Sunday that, in the growing seven billion dollar Greater 
2 —- Bulletin is based on years of close association. Philadelphia market, your sales message in The 
“ &§ Readers look to this newspaper for more than Evening and Sunday Bulletin enjoys a unique and 
31 news and features. They find here the full picture extra “bonus”... 

! of their community life. In a good many respects, 
F The Bulletin is Philadelphia. You buy belief when you buy The Bulletin! 


THE PHILADELPHIA BULLETIN A member of MILLION MARKET NEWSPAPERS, INC. Advertising Offices: 
New York 17, 529 Fifth Ave.; Chicago 1, 333 N. Michigan Boulevard; Detroit 2, New Center Building; Los Angeles 5, 3540 Wilshire Boulevard; 


San Francisco 4, 111 Sutter St. JIN PHILADELPHIA NEARLY EVERYBODY READS THE BULLETIN 
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MAINE’S ses sitions. 


LOBSTERADIO tm 


markets covered by 
Maine's Lobsteradio Stations. See 
your rep for the “*hungry”’ details. 
Lobsteradio (By Market Size) 
Portland Bangor Lewiston Waterville 
Coribou Augusta Sanford Rumford 
REPRESENTED BY: 


‘Connel Co., 535 Sth Ave. 
Eckels & Co. 
CHICAGO, DETROIT, WEST COAST: 
Deren F. McGevren Co., Inc. 


Diners’ Club 
Book Retains 
2nd Class Rights 


Examiner Rejects P.O. 
Claim It’s a House 
Organ, Sets Yardsticks 
WasHIncTon, Nov. 1—William 
A. Duvall, the Post Office Depart- 


ment’s chief hearing examiner, 
staked out some basic yardsticks 


for magazine publishers by decid- 
ing last week that the Diners’ Club 


Magazine qualifies for second class 
mailing privileges. 

Post Office lawyers had con- 
tended that the magazine, which 
goes primarily to Diners’ Club 
members, is a house organ de- 
signed chiefly to promote the 
club’s credit card business. On the 
basis of testimony by admen and 
rival publishers, Mr. Duvall found 
that the magazine “is a separate 
business enterprise” and is entitled 
to keep the second class permit it 
has held since 1955. 

In reaching this decision, he 
relied heavily on the fact that 
Diners’ Club Magazine is conduct- 
ing an aggressive campaign to sell 
ads to all comers, regardless of 
whether or not they are affiliated 
with the Diners’ Club credit card. 
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Your message, too 
book of the consumer 


WIL-ST. LOUIS / WRIT-MILWAUKEE Sold Nationally by Robert E. Eastman & Co., Inc. KBOX- DALLAS Sold Nationally by the Katz Agency 


THE BALABAN STATION 1 sco win te tren + Jom r Box Jr Managing Det 


Advertising Age, November 7, 1960 


He also noted that subscriptions to 
the magazine are optional for club 
members, and that they are also 
available to the public. 


® First he disposed of the conten- 
tion that Diners’ Club Magazine 
fails to qualify because it is de- 
signed for circulation at nominal 
rates. At $1 per subscription, he 
found, subscription revenue for the 
nine months ending Dec. 31, 1959, 
was $400,000, toward publishing 
costs of $618,000. On these facts, he 
found that “the magazine is not 
designed primarily for circulation 
at nominal rates.” 

At the heart of the case, he re- 
ported, was the department’s con- 
tention that the magazine is con- 
ducted “as an auxiliary to and 
essentially for the advancement of 
the main business.” Related to this 
charge was testimony by the de- 
partment’s witnesses that a sub- 
stantial percentage of the ads in 
the magazine are from businesses 
affiliated with Diners’ Club, which 
urge readers to use their Diners’ 
Club credit card when ordering. 


s In finding that the magazine is 
a separate business enterprise, the 
examiner cited his conviction that 
Diners’ Club intends that the pub- 
lishing and credit card facets of its 
business shall be financially self- 
sustaining and that they shall be 
independent of each other. “If 
either undertaking should cease 
operating,” he explained, “the 
other could and would remain in 
business.” 

He admitted that some benefit 
accrues to Diners’ Club from the 
appearance in its magazine of ads 
carrying the legend, “Charge to 
your Diners’ Club account.” He 
said this benefit is “incidental.” 

Of more significance, he indi- 
cated, was the fact that advertise- 
ments are solicited and accepted 
from member establishments and 
non-member businesses, without 
discrimination in advertising rates. 

“The magazine is becoming more 
diversified in its editorial content 
and should, therefore, appeal to a 
greater number of subscribers,” 
Mr. Duvall wrote. “By achieving 
wider circulation, it should be 
more attractive to advertisers « 10 
desire to promote the sale of thir 
merchandise to more people. 


= “The petitioner had developed 
an aggressive campaign to obtain 
advertisements of national adver- 
tisers irrespective of their affilia- 
tion or non-affiliation with the 
petitioner’s credit-card business,” 
he stressed. “If the magazine were 
a ‘house organ,’ the development 
of this campaign would be largely 
futile because national advertisers 
would be unlikely to use such a 
publication.” 

His report relied on testimony 
by Sidney Garfield, president of 
W. B. Doner & Co., Lewis Nem- 
erson, vp of Ben Sackheim Ad- 
vertising Agency, and Leonard 
Mogel, president of Mogel Associ- 
ates, that Diners’ Club Magazine 
is a good advertising medium for 
many firms which are not affili- 
ated with Diners’ Club. 

Editorial development of the 
magazine was another point 
stressed by the examiner. Thomas 
Harrigan, associate publisher of 
Argosy, Adventure, True Adven- 
ture and Railroad magazines, had 
testified the magazine had become 
more diversified in its editorial 
content in recent months. John 
Smart, president of Esquire Inc., 
said recent issues of Diners’ Club 
Magazine “have been more well- 
rounded” and that in advertising, 
it competes with the publications 
of Esquire Inc. # 


Dahl Names Horton, Church 


George W. Dahl Co., Bristol, 
R.I., manufacturer of engineered 
controls for process, aircraft and 
marine equipment, has appointed 
Horton, Church & Goff, Provi- 
dence, to handle its advertising. 
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‘Teasons why 


The sportsman is a man who not only thinks for himself 
but does things for himself. He’s a doer, not a dreamer. 
FIELD & STREAM’s 1,100,000-plus doers are men who expect 
—demand—the most authoritative sporting information and 
guidance. The FIELD & STREAMER gets just that from these 
outstanding sportsmen-editors, the largest, the best staff in 
the business. 


These are the sixteen reasons why FIELD & STREAM is 
America’s quality sportsman’s magazine. These are the men 
who vigorously uphold FieLp & STREAM’s 65-year-old tradi- 
tion of leadership. 


For the 50th consecutive year, more advertisers are 
running more advertising in FIreELD & STREAM than in any 
other outdoor magazine. In the advertising equation, edito- 
rial quality means sales results. 


FieldeStream 


Your best contact with the outside world Ag ¢ 
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Hugh Grey, Editor-in-Chief. Dedicated 
sportsman and conservationist, with 
outdoor magazines for 20 years, 17 of 
them with Field & Stream. Has hunted 
and fished most of the U.S. and Canada, 


won numerous trophies. 


Corey Ford, Associate Editor, sports- 
man-humorist-philosopher-pundit- 
iconoclast, has travelled the U.S., 
Canada, Alaska, South America, Ire- 
land, Austria, Greece, India and Japan 
—on assignment. 


F.M. Paulson, Boating Editor, ex-Navy 
skipper, a man who lives boats and 
loves them, from duckboats to cabin 
cruisers. Eminently suited to service 
this mushrooming $2 billion market. 


C. E. Gillham, Field Editor, started as 
government hunter for old Biological 
Survey in Arizona, has served as 
Mississippi Flyway biologist, studied 
hunting and fishing ways of the Yukon 
Eskimos. 


Al McClane, Fishing Editor, has fished 
every notable water of North and South 
America and Europe; is editor of the 
Wise Fisherman’s Encyclopedia, con- 
sultant on fishing to Encyclopedia 
Britannica. 


Kip Farrington, Salt Water Editor. 
Captained first U.S. Fishing Team in 
International Tuna Match; first man 
to take broadbill in both Atlantic and 
Pacific; holds one world record, has 
held ten others. 


Mel Ellis, Field Editor, has fished, 
hunted and trapped from Central 
America to the Arctic Circle; trains 
‘dogs, raises trout, experiments with 
new fish species. 


Harold Titus, Conservation Editor, 
pioneered with Michigan's Department 
of Conservation, International Associa- 
tion of Game Fish and Conservation 
Commissioners, widely known as‘““Dean 
of Conservationists.” 
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Warren Page, Gun Editor, winner of 
big-game hunting’s top trophy, the 
Weatherby, has hunted in six conti- 
nents. Ballistics expert, developed the 
6 mm. cartridge adopted as .255 Rem- 
ington and .243 Winchester. 


sa 


Ted Trueblood, Associate Editor, a 
man who has found a way to spend 
most of his time hunting and fishing; 
writes about both extremely well, one 
of the most respected men in his trade. 


Van Campen Heilner, Fieid Editor, ex- 
peditions to Peru, Ecuador, Alaska, 
Tierra del Fuego, Straits of Magellan. 
First naturalist to make motion pic- 
tures of the Roseate Spoonbill, member 
of numerous naturalist societies. 


H. G. Tapply, Associate Editor, former 
Editor-in-Chief of National Sportsman, 
Hunting and Fishing, Outdoors, co- 
founder of the Salt Water Sportsman 
and founding member of the New 
England Outdoor Writers Association. 


Robert Ruark, Associate Editor, inter- 
nationally syndicated newspaper col- 
umnist, best-selling author, big-game 
hunter, ranges the entire world on 
assignment. 


we 


Ray Camp, Field Editor, all-around 
sportsman, edited New York Times 
outdoor column, 1936-48, has written 
numerous books on sporting subjects. 
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Frank Dufresne, Field Editor, has 
travelled 17,000 miles by dog-team 
across northern Alaska, lived with 
Eskimos, devised method for counting 


bears on Admiralty Island, supplied re- 
search for first Alaska Game Law. 


Joe Stetson, Dog Editor, dog breeder, 
exhibitor, noted judge of bench shows 
and field trials, TY commentator for 
Westminster Show at Madison Square 
Garden. 
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IN 
LATIN 
AMERICA... 


the life of the people is changing almost from day 
to day. With the development of industry has come 
an increase in income for more and more Latin 
American citizens. As a result, burgeoning middle 
and upper classes are enjoying more luxuries, more 
leisure. And the future opens wide for their children, q 
in whose hands rest the future growth and progress 
of the South American continent. . 
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Latin Americans have a LIFE of their own—in their q : 
own spirit, in their own idiom. LIFE EN ESPANOL 
has a circulation of 370,000* and more than three 


million readers each issue. These readers—the great = 
majority leaders in business, government and com- ' : : 
munity life—look to LIFE EN ESPANOL for a clear, & 
colorful, comprehensive picture of their hemisphere .. 


and their world. (A picture vividly drawn in author- 
itative, often exclusive articles and photographs.) . 
They are your best customers in Latin America; a 

you can reach them best in LIFE EN ESPANOL. 


LIFE 


EN ESPANOL 


Rockefeller Center 
New York 20, N. Y. 


%* And four ways of using it. LIFE EN ESPANOL provides four 
editions to pinpoint your market: the edition for all of Latin 
America, and regional editions for the Caribbean area, Mexico, | 
and all of Latin America but Mexico. 


Photographed especially for LIFE EN ESPANOL by Jack Manning. 
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Advertising Age, November 7, 1960 


‘Washington Post’ 
Sets Quarterly Audit 
of Consumer Buying 


WASHINGTON, Nov. 2—The Wash- 
ington Post announced today that 
work has started on an “Audit of 
Home Purchases” which will pro- 
vide a continuous series of reports 
on consumer selections of an array 
of items in the Washington metro- 


politan market. 
The Post’s “Audit of Home Pur- | 
chases” is similar in many re-| 
spects to that of the Los Angeles 
Times’ continuing home audit, ac- 
cording to Joseph Lynch, promo- 
tion manager of the Post. Tabula- 
tions are planned four times per 
year on high-frequency items, such 
as groceries, toiletries and beer, 
while data on less frequently pur- 
chased commodities will be avail- 
able twice each year. 

The audit, conducted by Carl J 
Nelson Research Inc., Chicago, is 
to measure by brand 68 grocery 
classifications, 13 toiletry and cos- 
metic commodities, 12 home fur- 
nishings and appliance commodi- 
ties, 16 ready-to-wear and piece 
goods commodities, and six miscel- 
laneous commodities, including liq- 
uor, beer and wine. 


= The audit has been planned to 
provide manufacturers and their 
representatives—advertising agen- 
cies, retailers, distributors and 
food brokers—with the best pos- 
sible market and media informa- 
tion, on a continuing basis for 
comparative purposes, Mr. Lynch 
said. “It will provide advertising 
agencies with a real opportunity 
to test and measure products, mer- 
chandising ideas and advertising,” 
he explained. 

In addition to providing data on 
what and where Washington fam- 
ilies are buying, the audit measures 
marketing characteristics such as 
income, education, age group, 
home ownership, occupation, fami- 
lies with children by child age 
groups, and others. 

Interviewing, which gets under 
way this month, is to be on a 
quarterly basis, with 1,500 inter- 
views during a 10-week period four 
times a year. Each quarterly sam- 
ple of homes is to be different, and 
is to be representative of the mar- 
ket, so that a total of 6,000 families 
will be interviewed by the end of 
the year. 


I net emt 


Pe) ee 
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s First reports, covering inter- 
views conducted in the final quar- 
ter of 1960, are to be available 
Jan. 15, Mr. Lynch said. 

The Post estimates that the 
Washington metropolitan area cov- 
ered by the “Audit” involves 2,- 
000,000 people. + 


Vos Adds Greystone Division 

Greystone Corp., New York, has 
appointed Frank Vos & Co., New 
York, to handle advertising for its 
Living Method Courses, phono- 
graph record courses which teach 
seven foreign languages, shorthand, 
typing and “better speech.” A new 
series of language courses for 
youngsters will be marketed soon. 
The courses were formerly handled 
by Maxwell Sackheim-Franklin 
Bruck. The Vos agency also han- 
dles the “New Illustrated Encyclo- 
pedia of Gardening” and Young 
People’s records for Greystone. 


General Bronze to Winfield 

Winfield Advertising Agency, St. 
Louis, has been named to handle 
advertising for the Midwest Alwin- 
tite division of General Bronze 


Corp., Garden City, N. Y. 


2 WESTERN HORSEMAN 


THE WESTERN HORSEMAN 
Readers Own 936,743 
Head Horses, 
Ko} 8,166,000 Head Cattle 


3850 NORTH NEVADA AVENUE | 
COLORADO SPRINGS oLvoradDO | 


Bernhardt Opens in London 

H. William Bernhardt Inc., Ge- 
neva agency, opened an office in 
London on Nov. 1. A. J. Wallis, for- 
merly public relations director of 
the Hawker Siddeley Group, is 
a director and general manager 
of the office, located at 30 Con- 
duit St. Also named as a director 
of the London branch was Michael 
Parker, a consultant to Lockheed 
Aircraft Corp., one of Bernhardt’s 
principal clients. The Swiss agen- 
cy announced that it plans to 
open another office in Milan 
shortly. 


Geyer, Morey Names Two 
Roeland Jan van Emmerik, for- 
merly an associate director of me- 
dia of Lennen & Newell, has 
joined Geyer, Morey, Madden & 
Ballard, New York, in the same 


cals, a division of General Aniline 
& Film Corp., New York, which is 
test-marketing Ramp, a permanent 
type. Antara, which has been pro- 
ducing anti-freeze in bulk for three 
years, is introducing Ramp in sev- 
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of Western FM Sales, will head 
it. Spot Time Sales has been 
named national representative for 
WSAF, Sarasota, Fla., a new sta- 
tion. 


post. Edward A. Gumpert, who} eral southern markets. No ad plans 


joined the agency last year as a/ have been set. 
vp and chairman of the marketing “Instantaneous Appeal” 
plans board, has been elected to Spot Time Adds L.A. Branch Make the “approach” of your adver- 


tising inviting—exciting; impelling — 
selling. Chicago Phone HA 17-9187. 


“That Follow Bott” ® 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


the agency’s board of directors. Spot Time Sales, New York. ra- 


dic station representative, has 
opened a Los Angeles office, its 
fourth branch. Miss B. J. Ham- 
rick, who is also general manager 


‘Ramp’ Anti-Freeze in Test 
Latest entrant into the packaged 
anti-freeze field is Antara Chemi- 


WFGA-TV now dominates the Jacksonville Market with 55% share of the audience 


NORTH FLORIDA- 
SOUTH GEORGIA 
MARKET 


‘‘Who’s on First?” 


NOW! 
WFGA-TV 


FURST IN 
JACKSONVILLE 


Latest ARB (August) shows WFGA-TV first, with 55% 
metro share-of-audience 9 A.M. to midnight, seven days 
a week! WFGA-TV proudly joins its sister stations, 
WTVJ, Miami and WLOS-TV in the Carolina Triad, 

as the number one station in its respective market. 


For highest results in your advertising, choose the 
highest-rated station in the Jacksonville area, WFGA-TV! 
For the first Jacksonville Starch Survey for over a 
decade... Contact your PGW Colonel. 


WFGA-TV 


JACKSONVILLE @] 


REPRESENTED NATIONALLY BY | PETERS, GRIFFIN, WOODWARD, INC. 
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Commercial Car Journal’s M-A-P 


...thruway to men who buy 


in the 


FLEETS YOU CAN SELL! 


The fleets you can sell are SELF-SERVICED! 


Only the fleets that maintain their own vehicles can order, stock and 
install your products or buy your equipment. 


Today’s most direct access to the 31,000 self-serviced fleets is through 
Commercial Car Journal and its M-A-P. The fleet industry’s leading 
publication now makes available to you its extensive knowledge and 
resources through a broad and deep Marketing Assistance Program. 


Here is marketing help that can make your selling efforts more efficient, 
your advertising more direct and resultful, your merchandising more 
effective. M-A-P includes production, sales and registration figures for 
the industry. Truck engine and construction equipment specifications. 
Direct-mail lists. Advertising readership reports. Media information. 
Merchandising services. A staff of specialists to work with you on research 
projects and surveys. 


Commercial Car Journal’s editorial excellence and quality circulation 
are now linked with more comprehensive marketing tools.. Talk to your 
CCJ representative about your own use of M-A-P. 


COMPANY 
Chestnut and 56th Streets * Philadelphia 39, Pa. 


CAR JOURNAL 


COMMERCIAL CAR JOURNAL, with quali- 
fied circulation of 50,856 purchase decision 
men, concentrates on the nation’s 31,878 
self-serviced fleets. Its market includes 
4,280,310 trucks, trailers, buses and con- 
struction vehicles and spends $4 billion annu- 
ally for fleet maintenance and enlargement. 
CCJ reports each month on the latest news 
and trends in management, maintenance, 
operations and safety. 


‘COMMERCIAL CAR JOURNAL 


cc 


TRE MAGATINE OF FLELT MANAGEMENT 
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~ §WINGLES are so good, 800 
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CUSTOM MADE 


ONLY$ 


*SWINGLES are swinging jingles that SELL! 
They're created exclusively for you by the Jingle 
Mill to move your product or win loyalty for your 
station. 


top advertisers 
stations have bought over 10,000 of them, with 


a 98% re-order record. 
Put this record to work for you. Write. wire or call. 


THE JINGLE MILL 


Sist St.. 


and | 


|U.S. Steel Sets 3-Page Ad 
| U.S. Steel Corp., Pittsburgh, will 
run a three-page b&w ad in five 
magazines this month, featuring 
Lowell Thomas “bringing you news 
of America growing.” The ad will 
break in the Nov. 12 issue of The 
Saturday Evening Post and will al- 
so run in Look, Nezvsweek, Time 
and U. S. News & World Report. 
|The ad is a magazine version of 
‘copy which has been running in 
newspapers since Sept. 6. Tv com- 
|mercials have been appearing on 
‘the “U. S. Steel Hour” (NBC-TV) 
|since September also. The cam- 
paign features news items, gath- 
ered by Mr. Thomas. Batten, Bar- 
ton, Durstine & Osborn, Pittsburgh, 
|is the agency. 
| 
| 
Flynn to ‘House Beautiful’ 
Jack Flynn, formerly with S. C. 
Warden & Associates, Chicago 
|space representative, has joined 


Advertising Age, November 7, 1960 


Radio Industry Sales & Income: 1958-59 


(000 Omitted) 


19 Network-Owned 


All Radio 4 Networks Stations 3,361 Stations 
1959 1958 1959 1958* 1959 1958 1959 1958 

Time Sales 

Network $ 35,633 $ 46,519 $26,739 $32,216 $ 796 $ 1,714 $ 8,098 $ 11,367 

Natl & Reg. Spot 188,143 171,939 23,035 22,263 165,108 149,676 

local 359,138 323,207 10,551 11,451 348,587 311,756 
Total Time Sales 582,914 541,665 $26,739 $32,216 34,382 35,428 521,793 472,799 
Less Commissions 62,865 59,620 4,897 6443 6,665 6,957 51,303 46,219 
Net Time Sales 520,049 482,045 21,842 25,669 27,717 28,471 470,490 426,580 
Rev. from talent, etc. 35,683 38,552 8,186 10,957 2,646 2,820 24,851 24,659 
Total Broad. Rev. 555,732 520,597 30,028 36,709 30,363 31,291 495,341 451,239 
Total Broad. Exp. 511,743 482,607 39,931 46,270 24,952 25,415 446,860 409,618 
Broad. Income (or loss) 

before taxes 43,989 37,990 (9,903) (9,561) 5,411 5,676 48,481 41,621 


— AA table from FCC data 


* Omit revenues retained by 3 regional networks 


the New York sales staff of House 
Beautiful. 


sae 


TO FRIDAY, JUNE 15 


ADVERTISERS AND AGENCIES 
SELECTED THE AREA! 


IT WAS THE 23 COUNTIES WHICH 
ADVERTISERS AND AGENCIES 
DEFINED AS THE DES MOINES MARKET 


PULSE, INC. MADE THE SURVEY! 


THE PERIOD COVERED MONDAY 
- 28, 1960 


ADVERTISERS WANTED TO KNOW... 


THE NUMBER 1 STATION IN THE DES MOINES AREA MARKET! 
THE RESULTS? 


CHARLES STONE, Genera! Manager 


% ’ 

¢ 

¢, ¢ 
* reus® 


Pubic Radio Coy. 


KIOA KAKC 
DES MOINES TULSA 


JIM DOWELL, VP. & Dir. of National Sales 


KBKC 
KANSAS CITY 


AGAIN WAS RATED 


IOA 


t CHOICE 


IN THE 23 COUNTY 
DES MOINES 
ADVERTISER AREA 


FOR COMPLETE INFORMATION ON KIOA CONTACT KIOA OR ADAM YOUNG, INC., REPRESENTATIVES 


Bert Jones Retires Jan. 1 
as Link-Belt Ad Manager 


Bertram V. Jones will retire Jan. 
1 as advertising manager of the 
Link - Belt Co., 
Chicago, manu- 
facturer of ma- 
terials handling 
and power 
transmis - 
sion equipment. 
He has been ad 


manager since 
1950. 
Mr. Jones 


joined the com- 
pany in 1923, 
after having 
worked at Chi- 
cago Pneumatic Tool Co. and Yale 
& Towne Mfg. Co. He will retire to 
Harbor Hills, Fla., where he is 
building a home. Link-Belt has not 
announced his successor. 


Bertram Jones 


Ward Joins Chase Co. 

Warren C. Ward has joined 
Chase Co., San Diego, as an as- 
sociate. He will assist the agency’s 
owner, Bud Chase, in new client 
development and account service. 
Other recent Chase appointments 
are Charles Krausie Jr., as art 
and production director, and Mrs. 
Mae Grissom, as office manager 
and account supervisor. 


TOPS IN GENERAL ADVERTISING 
WITH 2.319932 LINES OF GENERAL 
ADVERTISING FOR THE FIRST SIX 


MONTHS OF 1960. 


THE TELY IS TOPS IN TORONTO.° 


TOPS IN GENERAL GROCERIES 
WITH 658,212 LINES OF CENERAL CROCERIES 


ADVERTISING FOR THE FIRST SIX MONTHS OF 
‘1960. THE TELY IS TOPS IN TORONTO. 


TOPS IN CIRCULATION INCREASE 
WITH A DAILY INCREASE OF 8,487 
THE TELY IS TOPS IN TORONTO.** 


» Media Records Inc, dene, 1960 
*° ABC Pubtieher 
Seon 


name 


* Statements For Six Menthe 
20, 1959 and Merch 31, 1960, 


anada’s fastest growing newspaper! 


TOPS IN DEPARTMENT STORES 


MONTHS OF 1960 


WITH 2,586,325 LINES OF DEPARTMENT 
STORE ADVERTISING FOR THE FIRST SIX 


THE TELY IS TOPS IN TORONTO.° 


TOPS IN AUTOMOTIVE ADVERTISING 
WITH 1,073,302 LINES OF AUTOMOTIVE 
ADVERTISING FOR THE FIRST SIX 
MONTHS OF 1960. 

THE TELY IS TOPS IN TORONTO.®* 


THE TELEGRAM 


DAILY plus WEEKEND 
TORONTO, CANADA 


Proceeds from Ad 
Anthology to Build 
James W. Young Fund 


Cuicaco, Nov. 3—A book defin- 
ing the purpose and accomplish- 
ments of advertising in the Amer- 
ican society will be published next 
year in honor of James Webb 
Young, who will be 75 in January. 
Mr. Young, advertising’s elder 
statesman, is senior consultant to 
J. Walter Thompson Co. The tenta- 

|tive title is “The Promise of Ad- 
vertising.” 

Dr. C. H. Sandage, head of the 
department of advertising of the 
college of journalism and commu- 
nications of the University of Il- 
linois, is editing the book. Among 
those who will contribute to it are 
Charles G. Mortimer, chairman of 
General Foods; Norman Strouse, 
president of J. Walter Thompson; 
Theodore Repplier, president of 
The Advertising Council; Prof. 
Neil H. Borden, Harvard Business 
School; Howard Morgens, presi- 
dent of Procter & Gamble, and 
other top-notch business and ad- 
vertising leaders. 

The book will be printed by the 
University of Illinois Press, and 
will be offered for sale on a wide 
basis. All royalties received from 
the book will go to the James 
Webb Young Fund for Education 
in Advertising, which was estab- 
|lished by the advertising depart- 
ment of the school of journalism 
and communications. 


s Advertising leaders who are 
members of the industry -commit- 
tee for the fund have started work 
for its 1961 program, which is 
based on aiding postgraduate stu- 
dents to become teachers of adver- 
tising. Contributions to the fund 
may be sent either to Dr. Sandage 
at the University of Illinois in Ur- 
bana or to G. D. Crain Jr., ApvEr- 
TISING AGE, 200 E. Illinois St., Chi- 
cago 11. + 


Gil Green Retires from C-P, 
Succeeded by Hilbrant 

Gilbert Green, 36-year veteran 
at Colgate-Palmolive Co., New 
York, has retired as general sales 
manager of the toilet articles di- 
vision. Robert Hilbrant, who was 
vp-marketing, is now vp-sales. 
Mr. Hilbrant’s former post remains 
vacant. 


American Express Sends 
Catalogs to Card Holders 
American Express Co. has mailed 
/800,000 Christmas gift catalogs to 
| its credit card holders telling them 
they may charge the gifts. Sup- 
|pliers include Neiman-Marcus, 
Georg Jensen, Schiaparelli, Syl- 
/vania and Polaroid. 


| MAB Sets Seminar Dec. 1 


The Magazine Advertising Bu- 
reau has announced it is setting up 
a seminar in New York Dec. 1 in 
|cooperation with the Assn. of Na- 
| tional Advertisers and the Ameri- 
can Assn. of Advertising Agencies 
}on the subject of using magazines 
creatively for greater sales. 
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Exert a powerful influence on present and 
potential customers by the millions with the 
help of a strong advertising campaign in New 
York, Chicago and Philadelphia through the 
use of the 3 top markets’ dominant sales pro- 
ducer — FIRST 3 MARKETS GROUP. 

In these most profitable markets, which 
account for 19% of total U. S. Effective Buy- 


INFLUENCE 
CUSTOMERS 


ing Income, the family coverage of General 
Magazines, Syndicated Sunday Supplements, 
Radio and TV thins out. As the outstanding 
advertising medium in the 3 pivotal markets, 
there is no substitute for FIRST 3 MAR- 
KETS’ solid 55% COVERAGE of all families. 

In addition, busy cash registers in the six 
states adjacent to the 3 markets ring up 29¢ 


ROTOGRAVURE « COLORGRAVURE 
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out of every U. S. Retail Sales $1.00. FIRST 
38 MARKETS GROUP concentrates the bulk 
of over 514 million circulation within these 
six states to deliver 40% COVERAGE of all 
families. 

To make your advertising sell more where 
more is sold... it’s FIRST 3 FIRST! 


New York Sunday News Coloroto Magazine 
Chicago Sunday Tribune Magazine 
Philadelphia Sunday Inquirer “Today” Magazine 


Mew Yorx 17,N.¥., News Building, 220 East 42nd Street, MUrray Hill 7-4894 » CHICAGO 11, Ill., Tribune Tower, SUperior 7-0043 San FRANCISCO 4, Calif., 155 Montgomery Street, Garfield 1-7946 » Los ANGELES 5, Calif., 3460 Wilshire Boulevard, DUakirk 5-3557 
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Y our farm market can be as wide and prosper- 
ous as the world! Now, many manufacturers of 
farm-use products enjoy a brisk export busi- 
ness. They depend upon two unique international 
magazines to reach leading ranchers, planters 
and commercial farmers. They use Agricultura de 
las Américas for its leading audited farm market 
coverage of Mexico, Central and South America. 


To generate sales in Africa, Asia, the Middle 
East and Oceania, the media choice is World 
Farming, also the leader in its field. Write today 
for informative Market and Media Folder. 


AGRICULTURA 
de las AMERICAS 


WORLD 
FARMING 


1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


It’s true that people make markets, BUT they do not become 
customers until they are REACHED and SOLD 


in AKRON 
only the BEACON 
JOURNAL 


can do the job! 


ae 


1 Color 
and Black 


Here are the facts about 
the Akron Beacon Journal 
Area of Influence. 


2 Colors 
and Black 


oO 


nd 
Full 


Color 


> 
available 


A()\() million 


DOLLAR MARKET 


in all 
POPULATION eee 746,660 
FAMILIES ...... 220,734 


Daily 
TOTAL BEACON JOURNAL CIRCULATION: 
DAILY SUNDAY and 


165,373 175,773 
Sunday 


Sunday newspaper and be sure your messages go home. It 
costs but 40c per line with spot or full ROP color available 


Plan your sales promotions in Akron’s ONLY daily and 
in all issues. Issues 


*Source 1959 Sales Management Survey of Buying Power. 


AKRON BEACON JOURNAL 


“Ohio's Most Complete Newspaper” 
JOHN S. KNIGHT, Publisher Represented by Story, Brooks & Finley 


i TOWER GROVE BANK 
none Tenet Company 


ee] 


“Jour Friend With Money 
emse hetee tone oe Seaten 


SOLUTION—One layout solves two problems in newspaper ads for 
Tower Grove Bank & Trust Co., St. Louis. The advertiser is identi- 
fied by using the bank’s entrance as the illustration in each ad, with 
art and copy unified with headlines reading out from the bank’s 
name above the door. Tv spots integrate with the newspaper ads by 
using photos of the bank’s entrance. French Advertising is handling. 


by research service offered by Steel. 
Steel’ Offers New Penton is establishing a metal- 
Market Data File working library in its Cleveland 


headquarters to gather research 
CLEVELAND, Nov. 1—A new mar-| and answer queries. 

keting work file for the metal-| Steel says the new work file pre- 
working industry was announced |sents new information, assembles 
last week by Penton Publishing|it in an easy-to-use form, and 
Co., publisher of Steel. shows how to use the statistical 
The file, encased in a hard-cover |data in marketing. The work files 
folder, is divided into ten sections, | can be obtained by writing Penton, 
which will be updated periodically. | Penton Bldg., Cleveland. + 

Topics of the various sections are: 
Measuring the metalworking mar- Farson, Huff Names Three 

ket; locating the metalworking| Farson, Huff & Northlich, Cin- 
market; employing marketing data; | cinnati, has added three people: 
marketing information sources;|Ken Mahler, copywriter, formerly 
marketing services; editorial and|at Stockton, West, Burkhart, Cin- 
special services; increasing adver-|cinnati; James B. Colborne, assist- 
tising effectiveness; merchandising | ant account executive, from Bucy- 
the advertising; metalworking me-|rus-Erie, Evansville, Ind., and 
dia data, and special information. (William C. Schaefer, assistant 
The file points up an expanded production supervisor. 
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Comprehensively covered by 


de e 
4S) HRISTIANITY TODAY 
Ness 


and offering you: 


3. The best educational and institu- 
tional coverage — reaching both the 
executives and board members indi- 
vidually. . . 


4.The best climate — you share 
CHRISTIANITY TODAY'S outstanding 
editorial prestige. ........... 


1.The best church coverage — 
180,000 ministers and lay leaders 
—all primary buying factors... . . 


2.The best readership — research 
indicates 81% — far beyond compe- 
tition. . 


Send today for brochure, “The Protestant Church Market” containing 
pertinent information, plus circulation analysis, rates and data on 


CHRISTIANITY TODAY 


Washington Building, Washington 5, D.C. DEPT. 
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Advertising Age, November 7, 1960 


After Dazzling Decade, Publishers Feel Pinch... 


Battle for Medical Ad 
Dollar Grows Hotter 


New Publications Appear, 
but Budget Cuts Follow 
Kefauver Hearings 


By Milton Moskowitz 


New York, Nov. 1—A power 
struggle is shaping up for 1961 in 
the medical publishing field. 

Competition for a share of the 
ethical drug advertising dollar will 
become more intense, basically for 
two reasons: 


1. Pharmaceutical manufacturers 
are cutting back their advertising 
budgets. 


2. With several new publications 
launched this year and several 
others scheduled for next year, 
there is more white space for sale 
than ever before in a field already 
rent with cries about the doctor’s 
overstuffed mailbox. 


‘ 


s The reduction in company ad 
budgets is already a fact. Promo- 
tional expenditures of most com- 
panies were shaved in the third 
quarter of this year and they were 
slashed even more in the -fourth 
quarter. 

Publications, which have been 
riding an escalator for the past 10 
years, are beginning to feel a slight 
pinch. The Journal of the Ameri- 
can Medical Assn., bellwether of 
the field, was down nearly 100 
advertising pages in the first nine 
months of the year; Modern Medi- 
cine and Medical Economics are 
ahead of last year’s pace but were 
off 45 and 21 pages, respectively, 
in September; MD, a spanking in- 
fant accustomed to carrying an 


MEDICAL WORLD 


suick—Launched last spring, Medi- 
cal World News is slick-paper 
newsmagazine carrying 16 ad pages 
an issue (page rate, $1,750) and ex- 
pecting substantial increase in ’61. 
Editor is Dr. Morris Fishbein. 


average of 118 to 120 ad pages an 
issue, expects to be down to 105 
pages in one of its fall issues. 
(Through September, the AMA 
Journal carried 4,664 ad pages; 
Medical Economics 3,675; and Mod- 
ern Medicine 3,749.) 


s A number of factors underlie 
the industry-wide cutbacks in ad- 
vertising. For one.thing, the indus- 
try has taken a terrific pounding 
in Sen. Estes Kefauver’s investi- 
gation of ethical drugs, with pro- 
motional expenditures particularly | 
coming under heavy fire. 
Secondly, there has been a 
marked slowdown in the output of 
hot new products. The tremendous 
increase in advertising since 1950 
has stemmed from promotion of 
new products but the industry has 
not made any notable scientific 
breakthroughs in the last two 


* years. As a result,  orescription 


volume seems to have leveled off. 

Finally, and this is naturally a 
crucial determinant, sales and 
profits are beginning to fall off 
after years of spectacular gains. 
Two of the industry’s big guns— 
Parke, Davis & Co. and Upjohn Co. 
—reported profit declines of more 


than $1,000,000 for the third quar- 
ter. Other drug producers reporting 
substantial earning declines for the 
third quarter are Smith, Kline & 
French Laboratories, Warner-Lam- 
bert Pharmaceutical Co., Schering 
Corp. and two chemical companies 
with important drug divisions, 
(Merck, Sharp & 
Dohme), and American Cyanamid 


Merck & Co. 


Co. (Lederle Laboratories) . 


8 What will 1961 bring? Donald F. 
Fitzsimmons, head of the adver- 
tising agency bearing his name, 
put this question to seven drug 
companies. The results, reported 


in his October newsletter, showed | 
that only one out of the seven) 
planned to increase advertising in| 
1961. More significantly, of the, 
|four $100,000,000 houses surveyed | 
|by Mr. Fitzsimmons, one planned 
| to cut advertising 17% next year, 
another 2%; the other two expect 
to hold the 1960 line. And a $75,- 
000,000 company reported a 10% 
cut in the 1961 ad budget. 

The bad news has been flowing | 
into the offices of medical publica- 
tions in a regular stream. Schering | 
Corp., which had a disappointing 


first half, reduced its schedules in| 
(Continued on Page 80) 


overlooking Loke Michigan 
on CHICAGO'S GOLD COAST 
Enjoy superlative luxury only five 
minutes from downtown...steps from 
fomous restouvronts and exclusive 
North Michigan Avenue stores. 
Superb oppointments ond Tes) 
friendly service. Rooms, § 
suites and apartments 
by the day, month or year 
Donald O Cronin, Mgr 
SUperior 7-8500 


LAKE SHORE DRIVE Hore. 


181 E. Lake Shore Drive, Chicago 


9 A.M. 
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WLOS-TV has 
the Carolina Triad 
in its power! 


WLOS-TV /S FIRST FROM 


TO MIDNIGHT! 


All day, all night, all week...WLOS-TV is first 

in the rich, six-State Carolina Triad! The March ARB 
shows an average 34,000 homes are watching WLOS-TV 
every quarter-hour, 108.6% more homes than station 
“c", 21.4% more than station “b”. Obtain the details 
“of WLOS-TV’s dominance in the Carolina Triad 

from your PGW Colonel. 


WLOS-TV a 


Serving 


GREENVILLE — ASHEVILLE — SPARTANBURG 


A Wometco Enterprise 


Represented by Peters, Griffin, Woodward, Inc. 
Southeastern Ri ive: James S. Ayers Co. 
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some books by more than 50%. And 
Wyeth Laboratories, the principal 
ethical drug unit of American 
Home Products, has virtually dis- 
appeared from medical journals in 
the second half of 1960. 


s The biggest single cutbacks in 
promotion came from Upjohn and 
Ciba Pharmaceutical Products, 
both of which are discontinuing 
the newspapers they have been 
mailing to physicians for the past 
five years. 

Upjohn decided first to kill 
Scope, a 16-page weekly. A few 
weeks later Ciba signaled the end 
of Medical News, a _ bi-weekly. | 
Both publications will put out their | 
final issues in November. 

Physicians News Service, a unit 
of William Douglas McAdams Inc., 
the Upjohn agency, has been pro- | 
ducing Scope at an estimated cost 
of $1,500,000 a year. Another ad- 
vertising agency, Sudler & Hen- 
nessey, has been producing Medi- 
cal News for about $600,000 a year. 


@ One publication that has already 
received a commitment from Ciba 
is the new Medical News, to be 
launched before the end of the year 
by the Sudler & Hennessey edito- 
rial unit which has been producing 
the paper up to now (AA, Oct. 24). 

Medical News (the name is be- 
ing sold by Ciba) will be open to) 
advertising from all ethical drug 
companies. A new company is 
being formed to publish the paper, 
with Blake Cabot, formerly editor, 
as publisher and David Fisher, 
formerly managing editor, as edi- 
tor. Since it will cover medical 
news for physicians, Medical News 
will be competing directly with 
Medical Tribune. 

Still another relatively new) 
competitor in the medical news| 
field is Medical World News, a 
slick-paper bi-weekly newsmaga- 
zine launched last spring by Max- 
well M. Geffen. Dr. Morris Fish- 
bein is the editor of this book and) 
the executive editor is William H. | 
White, formerly editor of Ciba’s 
Medical News. 

With a page rate of $1,750, Med- 
ical World News has been carrying | 
about 16 advertising pages an is-| 
sue. It reports that it expects to | 
show a_ substantial increase in 
1961. 


# Still another competitor is Fac- 
tor, a monthly newspaper just 
rounding out its first year in busi- 
ness. Factor, published by Profes- 


3 Westchester 
the, view is important 


i 
WESTCHESTERS MORNING NEWSPAPER 


DAILY TRADER | 


55 Church St., White Plains, N. Y. 


REPRESENTED NATIONALLY BY 


RALPH R. MULLIGAN 
NEW YORK.CHICAGO-DETROIT-LOS ANGELES 


COMING IN, GOING OUT—Two major casualties in by Ciba. Both publications will expire in November. 
medical promotion this month will be Scope (above), Factor, a monthly independent, is rounding out its 
16-page weekly newspaper that Upjohn has mailed first year and, after tough sledding, sees “a good 
to doctors for five years at estimated cost of $1,500,- year” in ’61. Medical Tribune, launched last April, is | aiso being hit these days with one 
000 annually, and Medical News, bi-weekly mailed _ stressing “the emotional factor in medicine.” 
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sional News Bureau Inc., concen- 
trates its editorial attention on the 
psychological or emotional aspects 
of medicine. 

Advertisers and agencies recent- 
In Most Deaths From Barns ; ' ly received results of a readership 
See z= rats ; a ume «study done by the Mendota Re- 
= a 3 me search Group for Factor. The 
study, based on interviews with 
119 physicians, showed that 51% 
were “not aware of receiving” the 
paper; 28% were “receiving and 
reading” it; and 11% were “re- 
| ceiving and not reading” it. 

In the consumer media field, a 
62% non-readership would be con- 
sidered deathly. Not so in the 
crowded medical field. The study 
found that “readers have a median 
practice of 90 patients per week, 
compared to 68 patients per week 
for non-readers.” Also, 51% of 
Factor readers reported that they 
found the editorial matter ‘“‘very 
useful” in their practice. 


s Advertisers and agencies are 


of the gaudiest media presenta- 


WHY THE SPOKANE DAILIES | | 
SELL A MARKET 4 TIMES AS 
‘BIG AS ITS METRO AREA 


Break-Down of the Total Market You Sell with the Spokane Dailies 


Metropolitan 24 County Retail Total 36 County Combined 
Spokane ' Trading Zone* Spokane Market Daily 
| Circulation 
Population 291,100 685,400 1,159,200 Over 
Net Income $578,498,000  $ $1,315,099,000 $2,118,727,000 160,000 
t 86.41 % 
Retail Sales $379,688,000 $ 847,233,000 $1,428,990,000 UN-duplicated 


Circulation: Publisher's 


* 24 complete counties shown. Latest data, with exception of circulation, unavailable for parts of counties statements to A.B.C., 


defined by A.B.C. March 31 1960 
Duplication: R. L. Polk & 
Company 


Source: Sales Management, “Survey of Buying Power,” July 10, 1960 
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Advertising Representatives: Cresmer & Woodward, Inc., Sunday Spokesman-Review carries Metro Sunday comics and This Week magazine. 
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tions ever turned out in the field— 
a boxed hard-cover volume herald- 
ing the 1961 revamp of Modern) 
Medicine. Looking something like | 
a deluxe edition of a classical work, 
the multi-colored volume spells out 
the changes coming next year: A) 
new editor-in-chief, Dr. Irvine H. 
Page; publication schedule moved 
up from 24 to 26 times a year; ex- 
panded medical news coverage | 
through a new front-of-the-book | 
section, “Newsfront”; circulation | 
increased to 177,000 (up from cur- 
rent 145,000) through addition of 
osteopaths and practicing physi- 
cians of all ages; and new format, 
typography and design. 

Also coming in 1961, to make 
the picture even more competitive, 
are higher advertising rates for 
virtually all of the leading publi- 
cations in the field—the increases 
ranging from 10% to 20%. One- 
time page rates are moving up as 
follows: 

Journal of the American Medical 
Assn., from $1,210 to $1,390; Cur- 
rent Medical Digest, from $720 to 


AD OVERFLOW—The medical books get pretty crowded and one of 

them, MD, which has a maximum limit of 120 ad pages per issue, 

accommodates one advertiser an issue by selling the space on the 

mailing wrapper (left). Current holder of the coveted position is 
Wm. S. Merrell Co. The cost: $2,000. 


$820; MD, from $1,500 to $1,650; | $1,315; Medical Times, from $650 
Medical Economics, from $1,145 to|to $699; GP, from $515 to $570; 


Modern Medicine, from $1,000 to 
$1,200; Western Medicine, from 
$300 to $400. 


® It’s also apparent that 1961 will 
bring no dearth of new publica- 
tions, despite the fact that there) 
are already some 800 books avail- 
able to advertisers in the medical 
field, In January, Medical Econom- 
ics will get a new competitor in 
Physician’s Management, to be 
launched by Byrum-Kissinger 


Publications, Chicago. The Ameri- 
can Academy of General Practice, 
Kansas City, publisher of GP, will 
bring out a new monthly, Family 
Physician, next April. 

Also in the works for January is 
a new publication in a closely 
allied field—Dental Management, 
being launched by Professional 
Publishing Corp., Stamford, Conn. 
The first issue will be mailed to 
90,000 dentists in January, and the 
publisher announced last week: 
“It is interesting to note that, be- 
cause of the high-grade readership 
supplied by the nation’s dentists, a 


Newttle 
WASH#E TON 


R. A. Paterson 


Spokane’s metro figures . . . why it is 4 times as big as it looks. 


president and general manager 
The Crescent, Spokane, Washington 


‘Our years of retailing bave 
shown us the Big Plus-Bust- 
ness market outside Spokane. 


“To achieve maximum sales volume, an 
alert retail store must look beyond its metro- 
politan market for plus business. For many 
years, The Crescent has used The Spokesman- 
Review and Spokane Daily Chronicle to de- 
velop mail-order business as well as store 
traffic. Today a substantial portion of our 
volume comes from customers throughout the 
80 thousand square mile area served by these 
papers. We at The Crescent know that the 
Spokane Market is much bigger than it looks, 
for we depend upon it for plus volume.” 


Marketing men agree the true measurement of a market is 
people and the money people have and spend. Also, that buy- 
ing habits as well as common social and business interests 
transcend imaginary boundaries. Because Spokane is 289 
miles or more from cities of comparable size, it is the social 
and trading center, the “Big City” for over a million people in 
36 counties. This is why the market cannot be measured by 


Spokane’s two newspapers, The Spokesman-Review and Spokane Daily Chronicle, are 
“local” papers to families in this big marketing area. Whereas less than 5%% of them receive 
coastal city papers, approximately 50% receive the Spokane dailies. 70% of the families in 
Spokane’s 24 county Retail Trading Zone and over 90% of the families in Metropolitan Spokane 
receive these newspapers. 


Few newspapers, anywhere, sell so large a market. Few enjoy the almost complete domin- 


ation of a market where over a million people live . . 


billion. 


. where the buying income exceeds $2 


You easily, effectively sell this important market with The Spokesman-Review and Spokane 
Daily Chronicle. They're an economical, one “Newspaper-Buy” — an “A” schedule must if you 


sell in the Pacific Northwest. 


81 


number of top-level advertisers 
have purchased space in the mag- 
azine before even seeing the dum- 
my.” + 


Auerbach Adds 2 Accounts; 
Resigns Capehart Corp.: Moves 

Progress Mfg. Co., Philadelphia, 
producer of residential lighting 
fixtures, exhaust fans, range hoods 
and bathroom cabinets, has ap- 
pointed Alfred Auerbach Associ- 
ates, New York, to handle its ad- 
vertising. Auerbach also has been 
named to handle advertising for 
Stiffel Co., Chicago, lamp manu- 
facturer. 

Auerbach has resigned the ac- 
count of Capehart Corp., Richmond 
Hill, N.Y., maker of radio, phono- 
graph and tv sets. Auerbach has 
moved to 4 W. 58th St., New York. 


Princess del Drago to Incres 
Princess Elika del Drago, who 
resigned in June as advertising 
manager of Vespa Distributing 
Corp., has been appointed special 
assistant fo the president of the 
Incres Line Agency, New York. 
She will coordinate advertising, 
pr and sales promotion for the 
line’s two Nassau cruise ships. 


Two Join Reach, McClinton 

Reach, McClinton & Co., New 
York, has appointed Renee Bab- 
| itts, formerly a script writer for 
the Oldsmobile traveling industrial 
show, to the copy department and 
Margot Teleki, formerly with J. 
| Walter Thompson Co., to its media 
department. 


APPOINTMENTS ON — 
ONE SPREAD OF PAGES! 


| Your appointments for the entire 
| week revealed at a glance—day- 
by-day “page thumbing” elimin- 
ated — appointment mix-ups mini- 
mized — you save time and trouble. 

| Page size 8!4 x 1034 inches. Two 
| columns per da . Hours from 8:00 
| A.M. to 5:45 P.M. with space for 
| evening appointments. Qdarter- 
| hour breakdowns. FULLY DATED 
| FOR CALENDAR YEAR 1961. 
Recall section at end of year for 
each month of following year. One- 
piece flexible cover, attractively 
embossed. Flat opening, tear resist- 
ant wire binding. Smooth, white 
paper printed in red and 


Only 


50 


postpaid 


green. 


THE COLWELL COMPANY 
Service to the professions since 1927 
205 Kenyon Rd., Champaign, Illinois 


Please send me the EXECUTIVE AP- 
POINTMENT LOG for 1961. Check 
for $2.50 enclosed. 


NAME 


ADDRESS 


CITY — 
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per = 9) PROOF AL BORG AKVAMIT Ee ely with 
mare ¢ wos THE ONLY LIQUOR +>" nd col x4 
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vit. Guests love Aa you will too. in fifths — 
borg’s stal chawity FREEZER GB AND Imported — 
and chili hintof-e are SERVE AS A COCKTAIL from Denmark. 
way flavor Serve it straight, right Griones & Co., Inc., New York 4-90 
proof 100% potato neutral spirits 


trom the freezer (no worry about 
NO ICE CuBES—Aalborg Akvavit| 
from Denmark is emphasizing that | 
its product is “the only liquor you| 
keep in the freezer and serve as a| 
cocktail” in a new series of b&w | 
ads running in magazines from Oc- 
tober to February. Erwin Wasey, | 
Ruthrauff & Ryan, New York, is| 

the agency. 


| 


Ecoff & James Changes Name, 
Promotes Executives 

Ecoff & James, Philadelphia, has | 
named Wesley M. Ecoff, former | 
president, chairman of the board | 
and chief executive officer and | 
Donald E. Battle, formerly vp, | 
president. Simultaneously, the| 
agency name has been changed to | 
Ecoff & James & Battle Inc. 

William J. Ecoff, head of pro- | 
duction, has been mamed vp. |} 
George L. Shipps has been elected | 
secretary and assistant treasurer. | 


Schieffelin Sets Big Insert 
Schieffelin & Co., New York, has 
scheduled a 16-page, four-color in- | 
sert in the Dec. 8 issue of the Re-| 
porter, boosting its brands of) 
scotch, wine, gin, rum and liqueur. | 
Donahue & Coe is the agency. 


Cover Indiana =| 
Without Elkhart? 


The Elkhart Truth | 
covers 62.3% | 
of the homes 

in Elkhart County— 

127% more than 

the second best 

paper. 
Elkhart County 

is 6th* in income, 
4th* in CSI per 

household ($7,778) 


in Indiana. 


“SRDS 


THE | 


ELKHART TRUTH 


Represented by 


Johnson, Kent, 
Gavin & Sinding, inc. 
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Its not just how many 
builders — it's where 


cs a 


GROWING BUILDING (Breakdown of Some Leading Growth Areas 1959 — 1963) GROWING 
CIRCULATION 
POPU- % — DWELLING DOWELLING 
LATION POPU- UNITS UNITS T 


Oo 
BE BUILT NUMERICAL 


STANDAR INCREASE LATION noustnoLos BUILT % OF MAY 
METROPOLITAN AREA 1959-63 INCREASE 1959-63 1954-58 1959-63 INCREASE INCREASE 1958 1959 1960 
Atlanta 126,000 13.3 34,800 51,300 52,200 900 18 262 761 831 
Davenport-Rock Island-Moline 25,000 89 7,300 6,000 11,000 5,000 83.3 115 132 152 
Kansas City, Mo. 111,200 93 35,000 44,000 52,400 8,400 19.1 413 461 560 
Little Rock 39,200 158 11,300 8,900 13,000 4,100 46.1 53 75 103 
Memphis 95,866 15.4 26,600 27,200 39,800 12,600 46.3 76 217 252 
Miami 333,900 36.4 104,200 84,700 156,300 71,600 84.5 261 334 468 
Oklahoma City 90,600 19.6 28,300 17,000 36,800 19,800 116.5 109 158 277 
A Phoenix 195,000 33.2 56,700 53,300 85,000 31,700 59.5 332 472 654 
San Antonio 121,000 19.0 31,800 23,300 41,300 18,000 77.3 137 168 178 
San Bernardino-Riverside-Ontario 299,000 39.1 91,500 77,500 137,300 59,800 77.2 490 651 696 
San Francisco-Oakland 430,100 15.2 135,600 122,800 203,300 80,500 65.6 1,103 1,583 2,021 
San Jose 222,800 37.7 75,500 59,300 113,200 53,900 90.9 416 773 882 
Winston-Salem 22,800 12.7 6,200 5,500 9,300 3,800 69.1 18 65 75 
s * ~ 


Is your selling effort shifting as fast as the shifting market potential? 
Two years ago, American Builder opened the light construction indus- 
try’s eyes to geographical changes with its now-famous Markets on the 
Move study (sample statistics above). Ever since, American Builder has 
had the jump in concentrating circulation right where you want to con- 

centrate your selling efforts. 

Overall, American Builder has had the biggest builder circulation, 
based on one-year averages, in seven of the last nine years, including 1959. 
And this circulation is centered on the hard core of the market—the versa- 
tile, flexible building pros who adjust to the changing times. 


Sell the steady market 
in American Builder 
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Standard Accident Wins 
Annual Report ‘Oscar’ 
Standard Accident Insurance Co. 
of Detroit has received the gold 
Oscar-of-Industry trophy for the 
best stockholder annual report for 


Exchange received a special trophy 
for outstanding “leadership in en- 
couraging greater dissemination of 
share-ownership information.” 
Other silver awards were pre- 
sented to Amphenol-Borg Elec- 


were presented to companies whose ; Hazelwood, formerly a partner in 
reports topped their respective|his own Cleveland advertising and 


Swink Names Hazelwood; 


public relations company, has 
joined the creative writing staff of 
Howard Swink. 


1959, at the annual banquet spon- 
sored by Financial World. The 
company also won a silver award 
for the best report of all financial | C°.; 
institutions, and a bronze award for 
the best report in the property in- 
surance field. The New York Stock 


| tronics Corp.; Federal Paper Board 
|Co.; Sears, Roebuck & Co.; United 
Air Lines; Abitibi Power & Light | 
and International Business 
Machines Corp. In addition, 96 
bronze awards, plus certificates for 
second and third place winners, 


Adds American Welding 
American Welding & Mfg. Co., 


handle its advertising, 


count. 


| Warren, O., has appointed Howard | 


‘Journal Star’ Names Schlink 


The Peoria Journal Star has 


Swink Advertising, Marion, O., to|named David J. Schlink promotion 
effective 
Nov. 1. Bayless-Kerr Co., Cleve- 
land, previously handled the ac- 
At the same time, David 


manager. Mr. Schlink, formerly 
supervisor of the daily’s circula- 
tion department, succeeds Paul M. 
Proctor, who has resigned. 


$0,000 pees sees 
Ea 


1951 


Your advertisements in American Builder 
enjoy these important advantages: 


AMERICAN BUILDER=—— 


a 
~~~ MAG. B 


1952 1953 1954 


1 Mass—75,459 builders 


American Builder has been delivering the largest year-round 
audience of builders during 7 of the past 9 years, including the 
last full year, 1959. The big builders, the growing builders, the 
new builders (tomorrow’s “old pros”). With the high and unpre- 
dictable turnover in the building business, there is truly safety 
in numbers. 


1955 1956 1957 1958 


BASED ON DUN & BRADSTREET LIST 


2 Volume—93.8% of all 100-house-and-over builders 


These builders may sharpen their pencils more than you like 
when they buy, but they represent volume you need for your 
mass production. American Builder delivers them. 


100% 


fey 


alton MAGAZINE 
. ihesinds to the s — audience—the builders 


Much waste circulation has been bought because of the con- 
fusion about the importance of bankers, consulting engineers, 
interior decorators, realtors, etc., in the building business. To 
clear up this confusion ask the question, “Important to whom?” 


AMERICAN BUILDER — Ae 


IMPORTANT TO IMPORTANT TO 
BUILDER? MANUFACTURER? 
ARCHITECT YES NO 
CONSULTING ENGINEER YES NO 
REALTOR YES NO 
INSURANCE COMPANY YES NO 
GOVERNMENT YES NO 
BANKER YES NO 
INTERIOR DECORATOR YES NO 
BUILDER : YES 


These men are tremendously important to the builder—but are, 
in most instances, unimportant to the manufacturer of building 
products. American Builder delivers the buying and specifying 
audience—the builders. 


1959 


PERCENT OF 1-FAMILY HOME 
BUILDERS DOING OTHER WORK 


43.4% 


23.4% 


10% 


MULT. FAMILY 
OWELLINGS 


¢ 


RESIDENTIAL 
BUILDINGS 


RESIDENTIAL 
REMODELING 


oy, 


cee oe 50% 


eee ae OER | 


16.8% 


NTIAL 
REMODELING ff 


A Exposure to versatile and flexible builders 


A high percentage of the American Builder audience is diversi- 


residential, 


fied to meet changing situations, new opportunities—active in all 
phases of light construction: 
remodeling. Here is a real plus for advertisers. 


non-residential, and 


4m 100% 
THE HIGHEST RENEWAL RATE—WHERE IT COUNTS—IN BULK CIRCULATION — 


5 Exposure to the “comers” 


OME TEAR AVERADE § ROR 1909 PUELISHENS STATERENTS ie. 


os 


eS wer 


Turnover in the building industry is tremendous. Getting your 


% JOR: Bare aes 
I ee em es 


JAN. FEB. 


MAR. APR. 


6 The highest reader response 


advertising into the hands of the newly important builders is 
invaluable. 30.3% of American Builder’s circulation is placed 
through companies who know this important group and pay to 
get the magazine to them. And American Builder enjoys the 
highest renewal rate—where it counts—in this bulk circulation. 


359,135 new product inquiries for the first 6 issues of 1959— 


uilder pulls the most editorial inquiries. 


398,594 (and still coming in strong) for the first 6 issues of 1960! 
Proof of great and growing readership and interest. Further 
sees almost every manufacturer interviewed says 


Your advertising works harder, gets results faster, in American Builder 


30 Church Street, New York 7, New York 


A| SIMMONS-BOARDMAN| TIME-SAVER PUBLICATION 


ne aE A a Builder ia 


THE BUSINESS BOOK FOR BUILDERS 


Kipnes Names Lippman to 
Head New Frankfurt Oftice 

I. M. Kipnes Advertising, Phoe- 
nix, has opened an office in Frank- 
furt, Germany, to serve the Euro- 
pean Common Market and has 
appointed Bruno Lippman exec vp 
and general director of that office. 
Bette Doyle, creative director, has 
been appointed a vp and director 
in charge of the agency’s European 
|creative department. At the same 


‘time Alfred B. Rosman and Arnold 


R. Wake, account executives, have 
been appointed vps. 


Wilt to ‘Journal of Commerce’ 
Robert A. Wilt, formerly with 

Iron Age, has joined the Journal 

of Commerce as advertising sales 


|/promotion director in New York, 


a new post. 


Berndt Joins Hesselbart 

Ted Berndt has joined Hessel- 
_ bart & Mitten Advertising, Akron, 
O., as marketing director, a new 
|post. Mr. Berndt was formerly vp 
of Meek & Thomas, Youngstown, O. 


Pel gree hi iics 


and Detroiters 
read their papers 


Total metropolitan household coverage 
of both evening papers: 70.5% 
Any other combination comes to no 
more than 58.1% 


Only with both Detroit evening papers do 
you get 70.5% of the metropolitan-area 
families—and at the lowest combination 
rate! Even more impressive: 234,333 
families in the metropolitan area read the 
TIMES exctusively (130,889 more than 
Detroit's morning paper*). And 83% of the 
metropolitan-area families who read the 
TIMES get home delivery! Clearly enough, 
selling potential customers through the 
TIMES is a habit worth cultivating. 

“Detroit News Sth Quinquenmal Survey 


cS KEEP YOUR EYE ON THE TIMES 


Detroitlimes 


Represented nationally by 
HEARST ADVERTISING SERVICE INC. 
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Zorn pr and advertising, Union Com- 
merce Bank of Cleveland, who had 
conducted a special survey for the 
convention’s clinic on radio adver- 

a tising. 
“Daily newspapers were rated 
time to 0 to the No. 1 choice for the retail 
banking selling job by 38 (64%) of 


: 


Sure, you’ve been to college—but look at 
what has happened in higher education 
since you wore your cap and gown: 


From 1.4 million students in 1940, en- 
rollment has grown to over 2.8 million 
this fall and will exceed 6 million by 1970. 
In 1961 colleges and universities will in- 
vest over a billion dollars in new build- 
ings, over $100 million in new equipment. 
Colleges will build more student residence 
facilities than all the hotel construction 
in the country. 

Since 1945 higher education has spent 
more money for new facilities than had 
been spent since the first college was built 
in America, and the physical plant will 
nearly double in a decade. 

Now is the time to go to colleges and 
universities for sales—sales of every type 
of building component, of heavy-duty 
grounds-keeping equipment, maintenance 


eae emer nent 


and operation equipment and materials, 
of student room and public area furniture 
and furnishings, of food service and din- 
ing room equipment and furnishings, of 
teaching tools of all kinds. 

Furthermore, higher education is ideally 
organized as a market: compact (only 
2000 buying units) ; buying structure well 
identified as to functions of staff; expan- 
sion taking place within existing units 
where market cultivation can make a 
powerful impact now for immediate and 
future sales; geographically accessible to 
a well-organized sales force; reached and 
penetrated through a single powerful and 
effective magazine—CoLLEGE AND UNI- 
versity Bustness.—Serving all the buy- 
ers in the college market. 


Ask for these new statistical publications: Housing and Food Serv- 
ice Facilities; Science Laboratories planned for the next five years ; 
College Construction by building types and cost, 1953-1959. 


| publications ef 
Ff. W. DODGE 
- CORPORATION 


The Nation’s Schools and College and University Business 
are published by The-Modern Hospital Publishing Co., Inc., 
919 North Michigan, Avenue, Chicago 11, Illinois 


Let Bank Official Read 
Commercials; He’s More 
Sincere, Says Gegenschatz 


Boston, Nov. 3—Dailies and tv 
are preferred over radio as bank 
advertising media by large bank 
users of radio. 

“Newspapers are the best ad ve- 
hicle for banks, regardless of the 
service being promoted. 

“Ty commercials are more effec- 
tive when presented personally by 
a bank officer.” 5 

Bank advertising people are 
sharply divided on the use of pre- 
miums and giveaways, but the 
“for” camp seems to be gaining as 
competition increases. 

The survey findings and opinions 
above were among a multitude of 
items that bank promotion and ad- 
vertising executives learned, heard 
or saw at the 45th annual conven- 
tion of the Financial Public Rela- 
tions Assn. 


a That newspapers and tv top 
bankers’ media lists was reported 
by Raymond F. Blosser, director of 


the 59 banks responding. Thus they 
received a two-to-one edge over 
tv, which was given first mention 
by 19 (32%) of the banks. It is 
noteworthy that tv in a decade has 
jumped from nowhere to command 
the No. 2 position in this nation- 
wide preference poll of large bank 
users of radio,” Mr. Blosser said. 

Radio received no first-place 
votes, but finished a solid third, 
with 15 second-choice mentions 
and 36 third choices. Outdoor was 
fourth and last among the major 
media, with 40 (73%) of the 55 
banks which ranked it giving it 
that place. 


= Emphasizing that many large 
banks use all four media despite 
their particular preferences, Mr. 
Blosser reported that “most large 
users of radio believe in using it 
heavily, when they use it, and 
avoid dabbling. Of 54 banks re- 
porting on this point, 34 (63%) ad- 
| vertise on at least half of the sta- 
| tions serving their areas. Only 20 
| (37%) use fewer than half of the 
| stations, and only 6 (11%) voice 
| their commercials over just one 
station.” 

Among other findings of the sur- 
Nees 

e Radio stations are believed to be 
generally holding to their rate 
cards. About 70% are reported as 
| sticking strictly to the cards, 20% 
are said to be shading somewhat, 
and only 10% are “ignoring’”’ them. 


| @ Nine out of ten banks prefer the 
|}morning rush hour for their pro- 
motion. The evening rush hour is 
|a strong second choice. 


/e Of all forms of radio, large bank 
advertisers prefer one-minute spots 
and news programs of varying 
length and frequency. 


@ Mert Reade; advertising director, 
Valley National Bank, Phoenix, 
Ariz., drew upon the 65-office fi- 
nancial system’s experience in his 
| portrayal of the daily newspaper as 
| the best all-around advertising me- 
dium for banks. 

| “With broadcast media, by the 
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Dailies Best Medium for Bank Ads, 
TV Next, Financial PR -Assn. Hears 


prospect can go back and reread 
any part of the message; he can 
linger over something he wants to 
understand completely; you have 
his total attention for as long as he 
wants to give it, plus your corpo- 
rate name and address before him 
all the while,” Mr. Reade said. 

“Direct mail is fine when you 
have a really good, selective list of 
names to mail to,” he said, “but 
when hunting prospects, cold, 
newspapers are far and away the 
most effective and economical me- 
dia.” 


= Mr. Reade’s bank splits its news- 
paper advertising into two classes; 
the straightforward, factual mes- 
sages for the business man in the 
financial sections; and the “mass- 
market,” run-of-paper display ads 
which “deliberately seek to ‘hook’ 
as many readers as possible,” let- 
ting the non-prospect drop off if 
he is not interested. 

“This way, we can get the at- 
tention of many people who are not 
consciously prospects at the mo- 
ment, and make perhaps a lasting 
impression for our bank against 
the time they are in the market,” 
he said. 

Mr. Reade believes that the “light 
approach” gets more readership to- 
day, because of the “depressing, 
ominous cloud of imminent de- 
struction” that many people see. He 
said that ads should be “different, 
fresh and interesting,” defining 
people’s primary interest in read- 
ing as “other people.” 

In showing people (preferably 
customers), he strongly advocated 
the use of drawings, opposing pho- 
tos as dull and static and likely to 
be overlooked. 


s “If your customers, having given 
you permission for photographing, 
looked like Miss Bardot, you might 
have something going. But most of 
them look like ‘American Gothic,’ 
which has, let us say, a limited ap- 
peal to either sex,” Mr. Reade said. 

Its human-interest, mass-market 
philosophy (and $160,000 spent 
yearly on newspaper advertising, 
along with $60,000 in tv and $40,- 
000 in radio) have helped raise the 
Arizona bank to 42nd place among 
the nation’s 14,000 commercial 
banks, Mr. Reade noted. 


s That tv commercials of banks 
and savings and loan associations 
work better when they are present- 
ed personally by an officer of the 
institution is the experience of E. R. 
Gegenschatz, vp of the First Fed- 
eral Savings & Loan Assn., Miami, 
who acted as consultant at the con- 
vention’s tv clinic. 

Mr. Gegenschatz, in charge of his 
institution’s advertising and pr, has 
personally delivered more than 
90% of its radio and ty commer- 
cials. He prefers this personal ap- 
proach because it lends a “much 
higher degree of credibility” to the 
commercials, he said. 

“A professional announcer usua}- 
ly can deliver a more polished per- 
formance, but if he is good, he will 
be selling beer or dog food or real 
estate. While an officer of the in- 
stitution may be less proficient, he 
is more than likely to convey a 
much greater impression of sincer- 
ity to his audience. The public feels 
that he speaks with authority, 
whereas the professional announc- 
er is reciting something written for 
him,” according to Mr. Gegen- 
schatz. 


# Several months ago, he said, his 


| time you have aroused the listen-| institution decided to use additional 


|er’s interest ‘in the snake pit of 
| sell, sell, sell,’ the clock is ticking 
|away inexorably and you are at 


| personalities on tv and called for 
| volunteers to make auditions. From 
| 39 applicants, two officers were se- 


the end of your commercial time. | lected and are now “doing a very 


“In the case of newspapers, the 


‘presentable job.” Mr. Gegenschatz 
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AWARD—Sedgley Thornbury (left), vp and director of advertising and 
development, and Harvey C. Smith, advertising manager, of the 


Agricultural Insurance Group, admire the Town Crier Bell award 

given to their company by the National Assn. of Insurance Agents 

for “the unique use of the association’s ‘I’ symbol in insurance 
magazine advertising.” Rumrill Co. is the company’s agency. 


said. | on a continuing basis. 


“Natural ability and a good ap- | 
pearance plus a little coaching and 
experience can develop acceptable | 
and convincing tv personalities 
from within almost any financial 
institution ready to use the medi- | 
um,” he said. 


s Banks which do not use pre- 
miums and giveaways feel that | 
they have absolutely no place in 
banking operations. Users are firm- 
ly convinced that they are highly 
effective. Few bank ad managers | 
support a middle-ground position. 

These findings from an advance 
survey of some 400 banks were re- 
ported by Daphne Dailey, director 
of advertising and pr, Bank of Vir- 
ginia, Richmond, who conducted 
the survey with Samuel C. Ken- 
drick Jr., advertising director, the 
Fifth Third Union Trust Co., Cin- 
cinnati. 

According to Miss Dailey, 192 re- 
porting banks were split into 27% 
using premiums and 73% not doing 
so. On the question of giveaways 
of some kind, 57% of the respond- 
ing banks reported using such 
items either for special events or 


is At the convention’s outdoor ad- 


vertising clinic, Robert Girvin, as- 


| sistant vp of Connecticut National 
| Bank, Bridgeport, charged that 


“too many of us still think of out- 
door as a ‘print’ medium, and too 
often confuse dignity with stiff- 
fess.” Urging the use of outdoor 


| advertising to the limit of its phys- 


ical and dramatic capabilities, he 
emphasized the power of repetition. 


a “A pleasing front to potential 
customers’—presented by the cu- 
mulative effect of physically attrac- 
tive ads—may be difficult to assess 
but also vital to the financial 
health of a bank, according to 
H. Clay Ferguson, assistant vp of 
the First National Exchange Bank, 
Roanoke, Va., who led the conven- 
tion’s clinic on newspaper adver- 
tising and layout. + 


McGraw-Hill Names Royal 
Royal & deGuzman, New York, 


has been named agency for Prod- | 


uct Engineering, a McGraw-Hill 
publication, to succeed Klau-Van 


Pietersom-Dunlap, Milwaukee, | 


which has resigned the account. 


FORT WAYNE 


“INDIANA 


1,000 LINE MINIMUM ON 
BLACK WITH 1, 2 OR 3 
COLOR ADVERTISING 


Color advertising is more versatile than ever in Fort Wayne. 
The impact of black and 1, 2 or 3 colors now can be added 
to your regular schedule here in any size from 1,000 lines 
to a full page. Try color on your next schedule and make 
sure you're getting your share of this big billion dollar market. 


COLOR... the sure way 
to sell 140,000 Golden 


Zone Homes! 


FORT WAYNE NEWSPAPERS, INC., Agent 


The News-Sentinel © THE JOURNAL-GAZETTE 


Represented by Allen-Kiapp Co.—New York—Chicago—Detroit—San Francisco 


FORT WAYNE 


yA 


} 
| 
| 
| 
| 
} 


In the public school market, sound 
media selection is now simpler than 


ever before —here’s why: 


THE Nation’s SCHOOLS, since 1936 Number One magazine 
in the market in paid circulation among BUYERS, now has 


as paid subscribers MORE BUYERS than have even requested 


any comparable magazine, paid or free! 


Tue Nation’s ScHoo.s, in 1959, carried 51.5% of all the 
advertising placed in school administrative magazines by the 
25 advertising agencies placing most advertising in all busi- 


ness papers! 


Tuer Nation’s ScHOo.s, since 1943 Number One magazine 
in advertising volume, carried more total advertising pages 
in the year 1959 and again in the first 10 months of 1960 
than the second and third magazines combined ! 


Tue Nation’s ScHoots, in September and October this year, 
carried more pages of advertising than all three of the other 


school administrative magazines combined ! 


ASK FOR YOUR MARKET-MEDIA DATA FILE: 


A convenient, sturdy file folder with tabbed indexes, 
and Data Sheets covering market facts and media de- 
tails that will help you select and compare. No charge, 
of course. 


The Nation’s Schools and College and University Business 


7 - 
fF. W. DODGE 
CORPORATION 
919 North Michigan Avenue, Chicago 11, Illinois | paliestion 
| SF ee 


me Nation's Schools 


are published by the Modern Hospital Publishing Co., Inc., 


} to get into the nation’s schools — 


GET INTO THE NATION'S SCHOOLS 
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Wether it is taken or delivered into the home, 
The Montreal Star goes home every evening and 
stays there to get the attention of the entire family. 
This ‘‘home-shopped"’ readership surrounds your 
advertising with a climate of acceptability and 
sparks the buying ideas that make your cash reg- 
isters ring again and again. 


The Montreal Star 


“Serves and sells Montreal's English market” 
Represented nationally by 
O'Mara and Ormsbee Inc. 


Times Change; 
Lawn-Boy Mower 
Ads Aim at Girls 


‘61 Drive Appeals to 
Teens, Too, as Pop’s 


Grass-Cut Monopoly Ends 


|= However, times are changing. 


Advertising Age, November 7, 1960 


the flowers, but the lawn and 
grounds maintenance is up to the 
men in the family,” the company 
was told over and over. 

As a result of this setback, the 
company has discreetly put the 
wife in the background in its ads 
ever since. “She might be culti- 
vating the flowers or sunning her- 
self on the chaise, but we never 
let her touch a lawn mower again,” 
the company ruefully acknowl- 
edged. 


WAUKEGAN, ILL., Nov. 1—Five In late 1959, the company made 
| years ago, Outboard Marine Co.| another homeowner’s study and 
|ran a series of ads picturing a | found that now—by the male 
| young lady starting the engine of | household head’s own testimony— 
|a Lawn-Boy power mower—and | two-thirds of all wives or female 
brought forth some indignant re-| household heads were doing ac- 
action from women readers who | tual maintenance work on their 
wanted nothing to do with mow- |lawns and grounds, not just tidy- 


ing the lawn. 

“Don’t try to push that job off 
|on us,” was the typical reaction to 
| the ads, a research study showed 
at the time. “We'll take care of 


This new NATIONAL YELLOW PAGES SERVICE 
can buy our various markets with just 
one contract...and sell our best prospects 


directories to buy? 


markets and so on, 


national advertising. 


of paper work and red tape! 


Ad. 


Sales Mgr. 1 think we ought to buy it. 


TELL ME MORE % 


Ad. Mgr.: Well, now we can buy any combination of over 4,000 
Yellow Pages directories all across the country. Make them fit 
our geographical marketing pattern. 


Sales Mgr. But how do we know the right combination of 


Ad. Mgr.: The Yellow Pages people will furnish us with all 
the marketing info we need — which directories cover which 


Sales Mgr. And what’s this about selling our best prospects ? 


Ad. Mgr.: Just ask yourself who our best prospects are. The 
people who are ready to buy — right? And surveys show that 
9 out of 10 check the Yellow Pages when they’re ready to buy. 


Sales Mgr. Okay — but doesn’t it tell only where to buy? 


Ad. Mgr.: Not now! This new NYPS lets us put selling ads 
in Yellow Pages directories — selling ads that reinforce our 


Sales Mgr. Just one contract covers it all? 
Ad. Mgr.: Right. And just one monthly bill, too. Saves plenty 


.- Good... cause it’s already in the works! 


ONE CONTACT/ ONE CONTRACT/ ONE MONTHLY BILL 


For details contact your NYPS representative 
through your Bell Telephone office. 


| 


ing up the flower beds. In the 
West, the figure was as high as 
77.9%, while in the Northeast it 
was a “low” 57.6%. 

In a follow-up study of fam- 
ilies where the wives participated 
in grounds maintenance, the com- 
pany found that the lady of the 
house was mowing the lawn at 
least some of the time in 16% of 
the families. 

The company then asked the 
male household head whether his 
spouse had participated in the 
household’s last lawn mower pur- 
chase—and got another surprise. 
In 35.8% of all cases, she had had 
her say. In the South, this figure 
was only slightly over 25% but 
out West the woman of the house 
participated in over 50% of all 
lawn mower purchase decisions. 


s Not only that, the study also 
found out that the “male house- 
hold head did not even participate 
in one out of five of the last lawn 
mower purchase decisions, and in 
the South he did not participate 
in one out of four purchase deci- 
sions.” 

This evidence of women’s grow- 
ing interest in an activity they 
once eschewed has led the com- 
pany to introduce a new power 
machine especially designed to 
help women do many yard tasks. 
Called the Lawn-Boy Hobby Gar- 
dener, the machine edges, tills, 
weeds, cultivates and prepares 
holes for planting. A lightweight, 
2 hp unit, it sells for $99.95, com-- 
plete with attachments, and will 
be the highlight of the 1961 Lawn- 
Boy line. 

To promote the Hobby Garden- 
er, as well as its long line of pow- 
er mowers, rider mowers and cul- 
tivators in 1961, the company will 
use trade and consumer maga- 
zines, Sunday supplements, dealer 
promotions, co-op advertising and 
a special promotion for teen agers. 


= The consumer campaign will 
break in April and will include 
insertions in Better Homes & Gar- 
dens, Farm Journal, Flower 
Grower, Horticulture, Organic 
Gardening, Popular Gardening, 
Reader’s Digest and The Saturday 
Evening Post. Supplements used 
will be Family Weekly, Parade 
and This Week. 

The trade ad campaign started 
in September and is running in 
Electrical Merchandising, Home 
Furnishings Daily, Hardware Age, 
Hardware & Housewares, Hard- 
ware Retailer, Southern Hardware, 
Implement & Tractor, Farm Store 
Merchandising, Garden Supply and 
Merchandising, and Rental Yard 
Register. 


s The company is also arranging 
to set up teen agers in the lawn- 
mowing business across the coun- 
try. A kit shows a youngster how 
he can purchase a Lawn-Boy 
mower on time and equips him 
with all the necessities of doing 
business. Advertising of this pro- 
motion will be on a local basis. 
Erwin Wasey, Ruthrauff & 
Ryan, Chicago, is the agency. + 
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1958 ( Two years ago) 


For a really 


enjoyable ride 


1946 ( Fourteen years ago) 


TAN..dont burn. 
COPPERTONE 


GUARANTEED sunburn protection! 


1956 ( Four years ago) 


1959 ( One year an ) 


Lf you remember these posters, you know why Outdoor ts called 


the Persistent Primary Medium 


Why does Outdoor advertising penetrate so deeply into the 
mind that it is remembered for weeks, months and years? 
Two main reasons. 


One is simplicity of the Outdoor message. Outdoor by its 


very nature distills the selling message into a minimum of 
words and pictures, and drives it home with a clean, sharp 


blow. 


Another reason is repetition. Your message in Outdoor is 
exposed repetitively 21 times a month to an average of 94% 
of the car-owning families in a market. 


As a result, your message on Outdoor persists in the mind 
of the viewer as with no other primary medium. 

To help Outdoor go to work persistently for you, OAI— 
national sales representative for Outdoor — puts at your 
disposal research, planning, creative, and merchandising 
services. Just write or call the OAI regional office near you. 


OUTDOOR 


ADVERTISING INCORPORATED 


With officesin: Atlanta, Chicago, Dallas, Detroit, Los Angeles, New York, Philadelphia, St. Louis, San Francisco, Seattle 
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TRENTON TOPS THE DELAWARE VALLEY 


Trenton, 30 miles above Philadelphia, spends more per 
household on retail sales than any other DelVal city. 


AND THE “TIMES” IS TOPS IN TRENTON! 


From the standpoint of newspapers, the Trenton Times 
dominates its market. Covers 73% of metropolitan area 
households, 96% of city zone. Beats the Trenton cov- 
erage of Philadelphia papers 10 times over. 


TRENTON TIMES 


Represented by SAWYER-FERGUSON-WALKER CO. 


| Delaware 
1 Valley 
! ‘retail sal 


hat is the govern- 
ment doing about those 


90 little stills 


O 


We mean the ninety or so pot stills that dot the glens and 
valleys of Scotland. From them comes the light golden malt 
= whisky that is so highly prized and is the essence of every 
; scotch whisky made. And the Scottish Government és do- 
Sa ing something about them. It provides Excise Officers who 
SS supervise and certify every step of the distillation and bot- 


\. 


tling process. 

But all scotches are not all Scottish! Some “modern” scotches are 
bottled elsewhere than Scotland and with other than Scottish water! 
Thus, missing is the fine Scottish hand of an artisan distiller at the 
critical bottling stage; missing is the distinctive Scottish water that has 
coursed through the heather, the mountain glens and finally a mystic 
Highland burn. 

For assurance that the scotch you select is Scottish through and 
through, look for a label such as this one found 
on the back of 
every bottle of 
ROBERTSON’S YELLOW LABEL SCOTCH. 

We at Robertson's are proud of our scotch 
tradition. For over 130 years ROBERTSON’S 
YELLOW LABEL SCOTCH has been made 
according to the very same methods and formula 
established by John Robertson, in 1827. Since 
then, nothing has changed but the increasing 
favor ROBERTSON’S YELLOW LABEL 
SCOTCH has found far beyond its Highland 
origins. Select your scotch tastefully. 


ROBERTSON’S fees 
YELLOW LABEL [Saar 


SCOTCH 


IMPORTED IN THE BOTTLE FROM SCOTLAND. 
86.8 PROOF * 100% SCOTCH WHISKIES * KOBRAND CORPORATION, NEW YORK 1, N. Y. 


DISTILLED IN SCOTLAND AND BOTTLED 
IN THE UNITED KINGDOM UNDER 
GOVERNMENT SUPERVISION 


Pearl Brewing, Goetz | 
Discuss Merger Plan 

Two regional brewers—Pear]l | 
Brewing Co., San Antonio, and M. | 
K. Goetz Brewing Co., St Joseph, | 
Mo.—are planning to merge. If the | 
merger is approved by stockhold- | 
ers of both companies Dec. ‘1, Pear] 
will become the surviving compa- 
ny, with Goetz operated as a divi-| 
sion. Agencies for both brewers— | 
Tracy-Locke Co., Dallas, Pearl’s | 
agency, and John W. Shaw Adver- 
tising, Chicago, Goetz’s agency— | 
| will continue to handle their re-| 
| spective accounts, ADVERTISING AGE | 
| learned. 


‘Confectionery-Ice Cream’ | 
Becomes ‘Ice Cream World’ 

From Jan. 6, 1961, Confection- 
ery-Ice Cream World, New York, 
| will become Ice Cream World with | 
a guarantee of 5,500. The bi-week- | 
| ly newspaper published by John | 
| E. Riesenfeld will be directed ex- | 
clusively to the ice cream indus- | 
try. Rates will be raised from the | 
present $231 a b&w page to $275. | 
The publication has appointed 
W. J. Fitzpatrick, headquartered | 
at Elmhurst, Ill., midwestern man- | 
ager. He was formerly ad manager | 
of Milk Plant Monthly. 


| 
| 


CBS Radio’s affiliate in the Mi-| 
ami area will be WKAT, Miami! 
Beach, starting Nov. 28. The sta-| 
tion replaces WGBS, Miami, which 
dropped the network because of 
dissatisfaction with the latest CBS | 
program revisions (AA, Oct. 31). 
WKAT now carries ABC and Mu-| 
tual programs, but with the signing 
of the agreement with CBS, that 
network expects the station to dis- 
continue its association with ABC 
and Mutual. 


Powell, Schoenbrod Adds Two 


Cakemasters of America Inc., 
Chicago, baker of fruitcakes and 
other packaged bakery specialties, 
has named Powell, Schoenbrod & 
Hall, Chicago, as its agency. Ham- 
mons Products Co., Stockton, Mo., 
also has named Powell, Schoen- 
brod to handle a new product, 
Snow Grip, a traction aid for auto- 
mobiles on icy pavement or in deep 
snow. 


Burrell Belting to Zeft 


Burrell Belting Co., Skokie, II1., 
has .appointed Roy Zeff & Asso- 


CBS Radio Adds WKAT 


Advertising Age, Noveniber 7, 1960 


IS THIS WHAT 
YOU WANT? 


HIGHWAY 


Don't authorize the state to build ugly 
information boards with YOUR tax dollars 


The pi billboard measure is a BAD bil! that 
would authorize the state to build expensive off- 
highway information boards each containing 24 
advertisements. They would be far off the highway 


and 
nd rob- 


. unattractive 
violence @ 


on sideroads. Inconvenient . 
at night a dangerous place 
hery, Vote NO on No. 15. 


Don't cripple hundreds of roadside 
businesses and destroy jobs 


Hundreds of roadside and off-highway businesse« 
such as motels, restaurants, service stations, re- 
sorts, ete, rely on good billboards to tell peopic 
where they ate and what they offer. This measure 
would take away many of their most important 
signs. Would cripple their business and cause un 
employment. Vote NO on Ne, 15. 


Don't be misled by the bad and 
deceitful billboard measure 


‘NO-15 


COUNCIL ON HIGHWAY R 


th Si 


UNFAIR 
BILLBOARD 
MEASURE 


EGULATION 
Cheiewan, 2797 3, Upper Or, Perttend, Ore. 


OUTDOOR vOoTE—On Nov. 8 Oregon- 
ians will vote on whether to ban 
outdoor signs from interstate high- 
ways. Boards with 24 ads for area 
facilities would be authorized. This 
newspaper ad by the Council on 
| Highway Regulations opposes the 
measure. 


ciates, Skokie, to handle its ad- 
vertising. Armstrong Advertising 
Agency, Chicago, ‘formerly han- 
dled the account. 


WISCONSIN’S 


@ Ad 


Best 


Don’t be 
claims. Only these 
this ye 


% 
to day selling basis. 


Combined 


GREEN BAY PRESS-GAZETTE 
Green Bay, Wis. 


REPRESENTED NATIONALLY BY 


Green Bay - Appleton Interurbia 


By The Two Great 
Newspapers At Its Heart 


mislead by 
w 
billion dollar market on a day 


Circulation 82,068 


PUBLISHER'S STATEMENTS . . . 


Delivered 


“spill-over” coverage 
© newspapers deliver 


6 MONTH AVERAGE 3-31-60 


APPLETON POST-CRESCENT 
Appleton, Wis. 


SAWYER-FERGUSON-WALKER CO. 
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@ Actually total effective buying income of more California’s inland valley is like a state unto itself. To cover 
than 3/% billion. : this 3% billion dollar market you need the three Bees, each 


the strong local favorite in its part of the valley. 
@ Greater Food sales than each of 25 states. . , 4 
Data Source: Sales Management’s 1960 Copyrighted Survey 


M°oCLATCHY NEWSPAPERS 


NATIONAL REPRESENTATIVES ...O’MARA & ORMSBEE 


McClatchy gives national advertisers three types of discounts .. . bulk, frequency and a combined bulk-frequency. Check O’Mara & Ormsbee for details. 
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Advertising Age, November 7, 1960 


Wermen (left), 
president, Wer- 
men & Schorr, 
Philadelphia, cuts 
the cake ata 
small celebration 
in the agency’s , 
office marking 
his 40th year in 
the advertising 
business. J. Leo- 
nard Schorr, exec 
vp, assists. 


8 
ROYAL EXPOSURE—Tuborg Breweries of Copenhagen ‘etalied” one of its 
beer trucks at a strategic spot along the New York City parade 
route of King Frederick IX and Queen Ingrid of Denmark to get this 
tie-in photo. Erwin Wasey, Ruthrauff & Ryan is the agency. 


Harrison Treat Barry Eisenhardt Sousa Pardue 
SIGN PANEL—Opening panel of the 10th annual sign fining Co., moderator; and panel members: Max 
EXPANSION—C. A. Brandon (l.), vp, and E. D. Winius, president, Win- clinic in Gatlinburg, Tenn., sponsored by Plasti-Line Barry, California Oil Co.; William Eisenhardt, Mobil 
ius-Brandon, St. Louis, look over the emblem and theme unveiled at Inc., Knoxville, included N. C. Harrison, Coca-Cola Oil Co.; Cliff Sousa, Phillips Petroleum; and Russ 
open house party of the agency’s new, expanded quarters in the Lo- Co., session chairman; Herbert R. Treat, Sinclair Re- Pardue, Shell Oil Co. 


cust Bldg. About 500 business men and clients attended the party. 


CAKEWALKERS — 
Heeding their 
boss’s cry of “Let 
"em eat cake,” 
these lovelies de- 
livered 100 of the 
culinary delights 
to clients of Ball 
Associates, Phila- 
delphia agency. 
Starting from the 

Sullivan Dillon Shepard Larson Wiseman top step, the gals 
RADIO-TV MEN—At the Omaha regional meeting of the Des Moines; Steve Shepard, KOIL, Omaha; C. A. are Dana Raimo, 
National Assn. of Broadcasters were Donald D. Sul- (Al) Larson, WOW-TV, Omaha; and W. O. Wise- Dottie Pimpinelli, 
livan, KVTV, Sioux City; Robert Dillon, KRNT, man, WOW. Justine Carrelli 


Koelker Dirks Thomas Coppersmith Ebel Eppel Hartenbower Quarton Fogarty Wyatt 
OMAHA NAB—Relaxing at the Omaha regional meeting of the National Assn. of Broad- Kan.; A. James Ebel, KOLK-TV, Lincoln, Neb.; Ray Eppel, KORN, Mitchell, S. D.; E. K 
casters were Anthony J. Koelker, KMA Radio, Shenandoah, Ia.; Dieterich Dirks, KTIV, Hartenbower, KDMO-TV, Kansas City, Mo.; William B. Quarton, WMT Cedar Rapids: 
Siour Falls; Eugene S. Thomas, KETV, Omaha; Jack Coppersmith, KIRL, Wichita, Frank Fogarty, WOW and WOW-TV, Omaha; W. B. Wyatt, A. C. Nielsen Co., Chicago. 
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Again in 1960 everything at Redbook is on the 


You feel it in the air, you 
hear it on the Avenue, 
you see it in the figures. 
Redbook is moving up 
fast. UP is circulation— 
59.5% in the last 5 
years, 500,000 in the 
last sixteen months. 
Effective January 1961 
we're guaranteeing 
3,350,000! UP is 1960 
display advertising—up 
a whopping 16.5%! UP, 
too, is the amount of 
advertising already 
booked for next year— 
47% more than we had 
booked at this time last 
year! It would do your 
heart good to see the 
list of top national ad- 
vertisers coming into 
Redbook in 1961. It 
would do your pocket- 
book good to be among 
them! 

Redbook .. . The Maga- 
zine for Young Adults. 
230 Park Avenue, New 
York, N.Y., MU 6-4600 
—and Chicago, Boston, 
Los Angeles. Another 
exciting publication of 
The McCall Corporation 
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OAK FOR FALL—These scenes were taken as Dave Garroway walked through one of the furniture to show the durability of oak. Participations on the NBC-TV show will run 
commercials he is delivering on his “Today” show for the Williams Furniture Corp., through mid-November. The tv schedule is backed by a dealer promotional package. 
Sumter, S.C., one of the first case goods makers to use network tv. He even kicks the Hicks & Greist, New York, is the agency. 


WE SPEAK 
YOUR LANGUAGE 


... if you want to 

talk increased sales 

in the nation’s 2nd 
largest market 


When you want to talk 
sales up in this great mar- 
ket, you need the Long 
Beach part to do it. 


Talk Long Beach retail sales 
for example. Per capita re- 
tail sales amount to $1,627 
in Long Beach-Lakewood. 
This figure substantially 
surpasses that of the Met- 
ropolitan Area ($1,479) 
and that of the State of 
California ($1,447). 


The Los Angeles-Long Beach 
Metropolitan Area cannot 
be adequately covered by 
your advertising without the 
Long Beach Independent, 
Press-Telegram because it 
reaches nearly 7 out of 10 
families in the Long Beach 
city zone of over half a 
million people. No ‘‘out- 
side"’ daily reaches even 1 
out of 10. 


Talk to Long Beach peo- 
ple through their news- 
paper, the Independent, 
Press-Telegram and get 
the COMPLETE audience. 


Sources: Sales Management Survey of 
Buying Power, 1960. Audit Bureov of 
Circulotions. 


Independent 
ress - Telegram 


Morning 


Evening Sunday 


LONG BEACH, CALIFORNIA 
THE INTERNATIONAL CITY 
Represented nationally by 
RIDDER-JOHNS, INC 


MEMBER METRO COMICS GROUP 


Devote Most of Ad 


| Funds to Detailing, 


Drug Companies Told 


NEw York, Nov. 1—Ethical drug 
companies are advised to continue 
to devote the major share of their 
promotional funds to detailing, 
with “progressively smaller shares” 
to direct mail and medical journal 
advertising, in a new Master’s the- 
sis done at New York University’s 
graduate school of business admin- 
istration. 

The thesis was done by Thomas 
M. Cooney, who works in a mar- 
keting capacity for one of the in- 
dustry’s major producers, Chas. 
Pfizer & Co. 

Mr. Cooney’s thesis, “Ethical 
Pharmaceutical Promotion to the 
Medical Profession,” draws on 
nine studies done in the field to 
shed light on how doctors are in- 
fluenced to prescribe drugs. 


® He concludes that detailing— 
the personal call by a company 
representative on a physician—is 
the most effective vehicle, followed 
by direct mail and then journal 
advertising. 

Mr. Cooney also notes as “sig- 
nificant” the finding that doctors 
are relying more heavily on non- 
commercial sources for informa- 
tion, and he therefore suggests that 
drug houses “consider seriously 
special efforts to deliver their 
product messages to the medical 
‘influentials,’ the leaders whose 
judgment is valued highly in the 
medical community. One possible 
way of doing this would be to uti- 
|lize a new medium, television, for 
post-graduate medical education.” 


Wexton Adds Three Clients 

Wexton Co., New York, has been 
appointed to handle advertising 
for Purepac Corp., drug manufac- 
turer; Yale Express Systems Inc. 
and its affiliates; and Masback 
Hardware Co. Masback, formerly 
at Getschal Co., will bill a reported 
$250,000 in tv and newspapers. 
Purepac, with a product lineup in- 
| cluding Num-Zit, Diet-Cal and 
Blistone, plans several new prod- 
uct introductions next year, using 
newspapers, magazines, radio and 
| tv. Leonard Wolf & Associates is 
the previous agency. Yale Express, 
|a new advertiser, plans a news- 
| paper and magazine program. 
| These and other accounts added 
| since Sept. 1 have increased Wex- 
ton Co. billings by $2,000,000, the 
|agency reports. Wexton also has 
named Jeffrey Fine, formerly with 
| Doherty, Clifford, Steers & Shen- 
| field, chief time buyer. 


| DCS&S, Hollywood, Moves 
Doherty, Clifford, Steers & Shen- 
|field has moved its Hollywood 
‘office to 8734 Sunset Boulevard. 


Gotham-Vladimir Adds Two 
Gotham-Vladimir Advertising, 
New York, has been named to 
handle advertising for Kikkoman 
soy sauce, a Japanese product 
which will be introduced in the 
New York area next year by Kik- 
koman International, Los Angeles. 
Newspapers, sampling, demonstra- 
tions and point of sale will be 


used. Gotham-Vladimir also has 
been named to handle Cutex and 
Peggy Sage nail polishes and lip- 
sticks and Odo-ro-no deodorants in 
a number of overseas markets by 
Northam Warren Corp. 


Durham Handles WPIX Films 
Durham Telefilms,*New York, 
tv film producer and distributor, 


has been named exclusive do- 
mestic distributor of three docu- 
mentaries owned by WPIX, New 
York. They are “The Russian 
Revolution,” “The Cold War,” and 
“The Secret Life of Adolph Hit- 
ler.” Other distributors are han- 
dling the films for overseas sales 
as well as for non-theatrical and 
school use in the U. S. 


CALLED “OREGON TRIANGLE 


THE ONLY MAJOR MARKET 
BETWEEN PORTLAND, OREGON 


That brings the only clear picture to 
over 100,000* TV homes with an 
ted buying i 

of $685,062,000.* 


- 


a 


TELEVISION” THAT DOMINATES 


AND SAN FRANCISCO, CALIFORNIA. 


“A very conservative estimate 


LOOK WHAT'S HAPPENED 10 


Easy to buy! One order, one 
billing to your Hollingbery man 
or Art Moore & Associates 
(Portland-Seattle) 


if you have looked at other 
ratings and surveys. 


TELEVISION IN OREGON! 


A NEW THREE STATION NETWORK 


KPIC-TV Ch. 4 
_ ROSEBURG 


Affiliate 


KCBY-TV Ch. 11 


COOS BAY 
Affiliate 
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Retail sales in Detroit and Michigan are at an all time high! 
Sales taxes may not be popular but these figures are indisputable 
evidence of consummated sales. 

Michigan’s 3 & sales tax helped enrich state coffers in 1959 with 
three hundred twenty-four million dollars . . . in pennies! 
Detroit’s merchants accounted for 25% of this amount of state 
revenue, while the great network of glittering suburban shop- 
ping centers like J. L. Hudson Company’s inspired Northland 
and Eastland—and such centers as Wonderland, Southgate, 
Eastgate, Telegate, Shelden Center, Northwood, Westborn and 
others in the Metropolitan Detroit area accounted for an 
equally huge slice—another 25% of last year’s total sales tax 
receipts. 

This year’s forecasts indicate even greater sales, more millions 
for the state treasury. . 

All in all a most encouraging picture of business climate in 
Detroit and Michigan. The Free Press, too, has benefited. Cir- 
culation is at an all time high and growing by leaps and bounds. 
The Free Press has the highest daily circulation of any Detroit 
or Michigan newspaper. 

For more interesting facts about Free Press growth and oppor- 
tunities for advertisers contact Stery, Brooks and Finley. 

The Detroit Free Press invites inquiries about the vigorous 
business climate of our great industrial state. 


The Detroit Free Press epooeariee = 


- « delivers the Dowel Retell 


Michigan's Qnly Morning Newspaper Trading Rees... 0U0e 
National Representatives: Story, Brooks & Finley fuutaen Aoean 
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GREATER ACCEPTANCE 


This Day is read thoroughly and with be- 
lievability and confidence. Surveys reveal that 
52.2% of the subscribers spend 2 to 3 hours 
reading This Day! 


CONCENTRATED MID-WEST MARKET 


For Mid-America Advertisers . . . 


_ This 
~ Day 


The COLORful family magazine 
of The Lutheran Church 
-Missouri Synod. 


Total 52,000 circulation more than 105,000. 
More — 000 subscribers in these eight states: 
Minnesota 
nd Missouri 
Iowa Ohio 
Michigan Wisconsin 


LOW COST 


Full page only $360 (12 ti. rate) 


COLOR IMPACT 


Print in four colors . . . full range! Beautiful 
full-color illustrated editorial aabent. Published 
monthly. 


This Day 


Concordia Publishing House 
3558 S. Jefferson Avenue 
St. Louis 18, Missouri 


HOW TO HANG ¢USTOMERS 
(OVER THE COUNTER) 


Garrotes, gallows and gibbets are gauche. C 
the counters of merchants who know how to 


omers willingly suspend themselves over 
se Mass Mail. 
This versatile medium is ideal for buildjng sales, traffic and customer loyalty. It 


combines the intimacy and individual appea—pf a personal letter with the broad market 
coverage of the mass media. 


Lemarge is one of the pioneers of Mass 
market and product testing and other Mass 
the nation’s largest advertisers. 

In addition to consulting services, Lema 
essing of over a million pieces of mail daily, 
and art that can be depended on to queue up 


If you are looking for expert Mass Ma 
Lemarge. 


ail. We have used our knowledge of lists, 
ail techniques in the service of some of 


ge also handles the production and proc- 
nd creates the kind of sales-pulling copy 
ihe counters of our clients. 


services, perhaps you should depend on 


mass mail 
specialists 


'LEMARGE! 


Loam ewe eee 


Lemarge Mailing Service Company, 417 So. Jefferson St., Chicago 7, Illinois 


NEW TV BATTERY—Pittsburgh’s Hal 


_ Miles Uses Pirate 


Duo on TV Spots for 
One-A-Day Brand 


ELKHART, IND., Nov. 1—Miles 
|Labs., which doesn’t usually fea- 
| ture personalities in its tv commer- 
|cials, has hired two headline mak- 
ers for a new tv sales effort that 
| will be seen on ABC-TV’s “Fight 
lof the Week” series starting Nov. 5. 

The new salesmen for One-A- 
Day vitamins are two Pittsburgh 
Pirates, catcher Hal Smith and 
|pitcher Elroy Face. The duo has 
/been working as a folk music 
|nightclub act since helping to 
| knock off the New York Yankees 
in the World Series. 
| Following an idea suggested by 
| Miles’ agency, Wade Advertising, 
|Durward Kirby, the regular com- 
|mercial announcer on the fights, 
will introduce the ball players 
turned singers. They will then sing 
and play this jingle to the tune of 
“Sweet Betsy from Pike”: 

Face: Now this is a song of a wild 
baseball game— 

Smith: A game that brought 
Pittsburgh new glory and fame, 

Face: Hal’s smashing homer put 
the Yanks far behind— 

Smith: And Elroy’s fine pitching 
drove them out of their minds! 

Face: New championship form is 
a gift, so they say, 

Smith: But to stay at your best, 
just do this every day: 

Face: Eat well balanced meals. 
Get lots of rest, too, 

Smith: And take One-A-Day 
| vitamins ‘cause they’re good for 
|you! # 
| 
(WRC-TV Names Diefenbach 

Robert C. Diefenbach, formerly 
| in the studio operations depart- 
| ment of WRC-TV, Washington, 
| has been named coordinator of 
| Press and promotional activities of 
the NBC-owned station. 


Advertising Age, November 7, 1960 


Smith, left, and Elroy Face will 
| sing out for Miles’ One-A-Day vitamins on television. Their advice 
comes too late for the New York Yankees. 


3M Promotes Scotchgard 
Repellent in Europe 

Minnesota Mining & Mfg. Co. 
will run an eight-country cam- 
paign in Europe for its Scotchgard 
stain repellent. The campaign, 
aimed at manufacturers of textile 
goods, will utilize an eight-page 
color booklet being produced in the 
Netherlands in five languages. This 
booklet will be used as a magazine 
insert, a direct mail piece and a 
sales aid for 3M distributors. 

The campaign is designed to 
show the European manufacturers 
that liquids spilled on Scotchgard- 
treated fabrics “bead up” and may 
be brushed off without leaving a 
trace. The booklet contains a treat- 
ed and an untreated swatch of fab- 
ric, with recipients invited to test 
the claim. Dillon Agnew Associ- 
ates, New York direct mail house 
with a subsidiary in the Nether- 
lands, is coordinating the campaign 
for 3M. 


Motorsport on WCAU Car Show 

Motorsport Inc., a car dealer in 
Havertown, Pa., and Wilmington 
and Dover, Del., has signed to 
sponsor a new music and news 
show for sports car fans on WCAU, 
Philadelphia. The show, heard 
every Saturday from 6:15 until 
midnight, features remote pick-ups 
of rallies and meets, as well as 
coverage of sports car and foreign 
car news and activities. Motorsport 
is a franchised dealer for Renault- 
Peugeot, Triumph and Volvo mo- 
tor cars. 


Hooker Furniture to Cargill 
Hooker Furniture Corp., Mart- 

insville, Va., manufacturer of cor- 

related bedroom and dining room 


collections, cabinets and desks, 
has appointed Cargill, Wilson & 
Acree, Richmond, Va., to handle 


its advertising. Houck & Co. Ad- 
vertising, Roanoke, is the former 
agency of record. 


* 


MUNCIE, 


Notional 


*SRDS, eg Ae 15, 1959 
ABC Report, March 


INDIANA 
Representotives: 


/ the facts prove that 


MUNCIE’S 


Population .......... 260,100* 
SE Side en bees vee 75,020* 
Total Income ......... $404,664,000* 
The MUNCIE STAR ..... 29,017** 
MUNCIE EVENING PRESS 20,248** 
THE SUNDAY STAR .... 31,449** 


31, 1959 


Kelly-Smith Company 
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Pitney-Bowes 


‘Plans Backward’ 
to Get Ad Results 


Kansas City, Nov. 1—“Our ad- 
vertising pays its way by a large 
margin, and little of it, if any, is 
really wasted.” 

Harry M. Nordberg, president 
of Pitney-Bowes, Stamford, Conn., | 
told the Kansas City Advertising 
& Sales Executives Club last 
month that the reason for this cer- 
tainty is the “somewhat rare” de- | 
gree*to which the company plans, 
controls and measures its adver- | 
tising. 

According to Mr. Nordberg, | 
seven elements set apart the Pit- | 
ney-Bowes advertising program: 


1. Planning. “We plan back- 
ward from the result we want 
from our direct mail, and from the 
audience we want for our space 
advertising.” | 


2. Budgeting. “We budget ex- 
pressly for the results we have 
planned. Our budget has no fat 
on it, no bare spots. Also, we do 
not believe in spending less during 
a recession or when income drops.” 


3. Testing. ““We test every direct 
mail campaign beforehand.” 


4. Measuring. “We use Starch 
readership scores, for trends rather 
than individual ad ratings; ad 
coupon returns; and the cost per 
inquiry.” 

5. Immediate replies to inquiries 
—‘within 24 hours.” 


6. “Pushbutton” direct mail. 
“Alongside our national direct 
mail campaign, we provide our 
salesmen with a variety of individ- 
ual direct mail campaigns.” 


7. Conviction. 


We have the dollars-and-cents | 
value of each kind of lead we sup- 
ply to them; we know the number 
or percentage of leads from each 
form of advertising and from each 
ad or letter; and we have the 
comments of our salesmen and 
customers.” 


a Mr. Nordberg said Pitney-Bowes 
divides its major promotional ef- 
forts between media advertising 
and direct mail. Magazines are 
used because they allow the com- 
pany to “reach large audiences at 
low cost” and to “alert prospects 
to the fact that they are prospects.” 
Direct mail is used primarily to 
secure leads. 

“The results of our direct mail 
speak for themselves. Each year, 
45% of our new business is trace- 
able to advertising and direct mail 
leads, and direct mail accounts for 
85% of these leads,” the company 
president said. 

“To me, trying to sell without 
the aid of direct mail is like going 
into the chicken raising business 
without a rooster,” Mr. Nordberg 
said. 

The company has been adver- 
tising in national magazines for 
over 30 years, increasing this ad- 
vertising steadily every year. Kirk 
Jewett is the advertising manager. 
Media advertising is handled by 
L. E. McGivena & Co., New York, 
the company’s agency for 23 years. 
Dickie-Raymond, Boston and New 
York, has been the direct mail 
agency for 29 years, Mr. Nord- 
berg said. + 


Olson Forms Visual Identity 
Hal Olson, formerly an ad rep- 
resentative with McCall’s Pattern 
Fashions and Piece Goods Mer- | 
chandiser, New York, has set up | 
his own company, Visual Identity | 
Corp., at 60 E. 42nd St., New York. | 
His company specializes “in the 
visual aspect of the total corporate | 
image.” 


eg 


“We know how | 
much we help our salesmen to sell. | § 


New Format Set in January 
for ‘Building Construction’ 

Building Construction Illustrat- 
ed, published by Industrial Publi- 
cations Inc., Chicago—a subsidiary 
of Cahners Publishing Co., Boston 
—will change its name to Building 
Construction, effective with the 
January, 1961, issue. A new format 
is also planned, including a special 
tool and equipment section insert 
going only to general contractor 
and sub-contractor segments of the 
circulation list. 

Harry Dreiser, managing editor 


of Practical Builder, has been 


named executive editor of Building 
Construction, a new position. New 
rates are also effective with the 
January issue. One-time b&w page 
goes from $610 to $840. Circulation 
is more than 40,000. 


Maclean Buys Magazine 
Maclean-Hunter Publishing Co., 
Toronto, publisher of Civic Admin- 
istration, aimed at officials in Eng- 
lish-speaking Canada, has added 
Cites et Villes, formerly published 
by Publications Laurion, Montreal, 
to its list of publications. The lat- 
ter will continue going to officials 


in French-speaking Canada. Ad- 
vertisers buying space in combina- 
tion will pay $605 a b&w page. 
Combined circulation will be near- 
ly 20,000 a month. 


McCord to Gray & Kilgore 
McCord Corp., Detroit, manu- 
facturer of automotive original 
equipment and replacement parts, 
air conditioning and refrigeration 
components and industrial unit 
heaters, has appointed Gray & Kil- 
gore, Detroit, to handle its adver- 


tising. McCord previously placed 


advertising direct. 


co 
oa 


* Appliance Service 
is big Business 
” For facta about this fast growing 


industry ask for your copy of 
Market File “A”. 


505 N. LaSalle St, Chicago 10, Wl. 


SEE yt ome eee 
: . 


maths 


SOUTH FLORIDA 
PACES THE NATION! 
POPULATION GROWTH 
1950-1960 


(new U.S. Census Estimate) 

THREE PRIMARY COUNTIES 
UP 122% 

(Dade, Broward, Palm Beach) 


12-COUNTY SOUTH FLA. 
MARKET — UP 108.3% 


Total Population 1,699,149 


ONLY THE 
SUNSHINE 
COVERS 
SOUTH FLORIDA 
BETTER THAM 


In South Florida, the nation’s fastest-growing area market, 
WTVJ—among all media—delivers the largest daily circulation! 
Only WTVJ will give your schedule complete coverage of this 
dynamic growth area. Obtain the facts of WTVJ’s exclusive, 
total coverage of South Florida from your PGW Colonel. 


WIV) 


REPRESENTED NATIONALLY BY PETERS, GRIFFIN, WOODWARD, INC. 


SOUTH FLORIDA 
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Your product /service advertised where it’s surest to sell the 


~6-BILLION $$ | 


POULTRY, TURKEY and EGG 


MARKET- 


Destis © Shap Waslly sonies the Sey pects Ss 
this fast-growing industry—the men who buy ____ 
Poultry/Egg Processing Equipment « Refrigeration « 
Films « Trays « Cartons « Containers * Coops « 
Health Products « Tags « Feeds + Breeding Stock 
¢ Growers Equipment « Trucks and Transportation 
Equipment & Supplies. 

Poultry & Eggs Weaty sas the 


requency (weekly) and the scope 
(nationwide) to keep the ——— 


Bob Fiser 
Editor & Publisher 


[PoutRe EGcs 


= he Se ee eee 
aes 


Write for rates and coverage— 


POULTRY & EGGS WEEKLY 
{Febiiched by The PACKER Publishing Co.) 
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products he wants and needs! 


Orn evolonunre 


translation: “Take your choice” 
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IN 
Cy L a* 


RN NATIONAL MAGAZINE FOR NURSES announces its 

election to membership in Audit Bureau of Circu- 
lations, and the availability of its initial audit report for the six-month 
period ending June 30. Simultaneously, RN announces its continua- 
tion of membership in Business Publications Audit of Circulations, 
Inc.Thus, reports on RN’s paid subscription circulation will be provided 
by both of the major auditing organizations— BPA for those who 
have been accustomed to receiving its reports in the past, and 
ABC for advertisers who wish to analyze the circulations of RN and 
other nursing field members of ABC on a directly comparable, - 
item-by-item basis. 
And so we say, “Take your choice.” Rely on either or both reports. 
Each presents the details, in its own individual style, of RN's half- 
year paid subscription average of 166,044. Write for copies for your 

' media files. 


NATIONAL MAGAZINE FOR NURSES 


Oradell, New Jersey 
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Drug Stores Must 
Advertise More Or 


Die, Lipscomb Says 


DeENvER, Nov. 1—A prescription 
| for better business was offered the 
| National Assn. of Retail Druggists 
| here last month by Charles T. Lips- 
|comb, president of the Bureau of 
Advertising, American Newspaper 
|Publishers Assn. 

Speaking before the druggists’ 
bo convention. Mr. Lipscomb 
offered a batch of statistics which 
| he said indicate that druggists who 
don’t keep up with changing eco- 
nomic patterns—such as the 
growth of the shopping center— 
and who don’t increase their “out- 
side selling” efforts by stepped up 
ad and merchandising programs, 
might be committing commercial 
suicide. 

“Some experts believe,” he said, 
“that stores not pursuing an ag- 
gressive program of outside sell- 
ing to get new customers are fol- 
lowing a_ suicidal policy. These 
stores are losing nearly a fifth of 
their steady customers each year 
who move away or die, and simul- 
taneously allow those coming to 
replace them to be exposed to the 
aggressive outside selling efforts of 
drug competition, non-drug com- 
petition, and others seeking larger 
shares of the consumer’s dollar.” 


=» Mr. Lipscomb suggested sus- 
tained ad and merchandising pro- 
grams aimed at building the “pro- 
fessional side” of the druggist’s 
business to “reestablish and en- 
hance in the minds of consumers 
the fact that all your merchandise 
is priced fairly and offers good 
value.” 

In addition to increased expend- 
itures for image building, he sug- 
gested that druggists increase ad 
expenditures to keep pace with the 
rest of U. S. business and industry. 

“The entire drug store business 
rests on an advertising foundation. 
Probably $1 billion is spent adver- 
tising products that are for sale in 
drug stores. These dollars create 
most of your store traffic,” he said. 
Mr. Lipscomb added that drug 
stores spend more than $50,000,000 
annually in advertising, 73% of it 
in newspaper ads. + 


Oster Centers Yule Promotion 
Around ‘Holiday Ideas Book’ 


John Oster Mfg. Co., Milwaukee, 
is centering its Christmas promo- 
tion around a “Holiday Ideas 
Book” which dealers will feature 
as a customer giveaway. The 32- 
page book contains Christmas do- 
it-yourself projects for the entire 
family. The book ends with a 
spread suggesting Oster products— 
the Osterizer, knife sharpener, 
electric meat grinder, hair dryer, 
massage pillows, foots massager 
and Stim-U-Lax Jr.—as Christmas 
gifts. 

The book is being advertised by 
a color spread in this month’s 
| Reader’s Digest, followed by news- 
| paper pages with tie-in ads of local 
dealer listings. These will appear 
| for five consecutive Sundays in 35 
markets. Each ad will feature a 
coupon which the customer pre- 
sents to a dealer to receive a free 
copy of the book. Dealers will re- 
ceive 100 copies of the book with 
each $150 order for Oster appli- 
ances and Cummsnins tools. Partici- 
pating dealers are also eligible for 
50 prizes in a “Holiday Ideas” dis- 
play contest. Brady Co., Appleton, 
Wis., is the agency. 


Associated Boosts Two 


Dwight B. Mitchell, formerly 
| copy chief of Aves, Ring & Shaw 

| Chicago, has been named vp and | 
radio-tv director of Associated 
Advertising Agency, 
John A. Bairnsfather was named 
vp in charge of merchandising | 
and research. 


Cincinnati. | 


Advertising Age, November 7, 1960 


C-P Tests Pink Palmolive, 
Offers Unscented Florient 

Colgate-Palmolive Co., New 
York, is marketing an unscented 
version of its Florient aerosol room 
deodorant. It is being introduced 
nationally with a 10¢-off offer. Ad- 
vertising includes a special tele- 
vision commercial, posters and 
other point of sale displays. Street 
& Finney is the agency. 

The company is testing a pink 
Palmolive soap bar in Orlando and 
Evansville, Ind. R.o.p. and b&w 
newspaper ads are being used. 
Ted Bates & Co. is the agency. 


MPA Adds Five 

The Magazine Publishers Assn. 
has added five publishers to its 
roster, bringing its membership to- 
tal to 97 publishers representing 
279 publications. New members 
are American Heritage Publishing 
Co., New York; Clark Publishing 
Co., Evanston, Ill.; Maine Builder, 
Brunswick; Oral Roberts Evange- 
listic Assn., Tulsa; and Saturday 
Review Inc., New York. 


Sales Giants, that is... 


This describes, in a phrase, 
the Independent Standard 
Metropolitan Area of 

San Bernardino and 
Riverside Counties, 
California’s 4th largest 
market, and the 29th largest 
market in the United States! 
A booming community of 
proven buyers! ... whose 
Effective Buying Income last 
year exceeded $1.4 BILLION! 
An exploding community 
whose population increase in| 
the last decade has been 12th 
largest, numerically, in the 
Nation! In gasoline sales, 
18th in the U. S.! The land 

of America’s most glamorous 
resorts, center of industry, 
mining and military 
establishments. If you’re 

not getting your share of this 
fabulous market, there’s only 
one way to reach it! Through 
the two newspapers which 
saturate it with unduplicated 
coverage and which have 
helped make Metropolitan 
San Bernardino- Riverside the 
LAND OF SALES GIANTS! 
Source: 

1960 Survey of Buying Power 
| RIVERSIDE 


PRESS-ENTERPRISE 


Represented Nationally by 
Newspaper Marketing Associates. 


SAN BERNARDINO 


SUN-TELEGRAM 


Represented Nationally by 
Cresmer and Woodward Inc. 
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They are still cleaning ticker tape off ‘the streets of 


vw 


* Pittsburgh, the Nation's Number One Baseball Market, after 
d the city's wild victory celebration. 
. And fans haven't forgotten these Post-Gazette headlines 
" that cheered the Pirates on to their first World Series win 
; in 35 years. 
v When you want to sell Pittsburgh, choose the liveliest 
. —sellingest—newspaper in the Nation's Eighth Market, the 
Post-Gazette. 
Represented Nationally by Moloney, Regan & Schmitt 
; 
Pos 
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Sun-Telegraph 


Telephone ATlantic 16100, Sigcrtuey 


FRIDAY, OCTOBER 14, 1960 
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protein-rich 
media mix 


America’s largest magazine (a Sunday magazine) reaches at 
least half of the families in counties doing 18% of total 
U.S. retail sales. But add Parade and the 18% jumps to 43%. 


a 


Se ee 


The Sunday 
Magazine section of 
strong newspapers 
throughout the 
nation, reaching ten 
million homes 
every week. 
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eature Section 


THE NATIONAL NEWSPAPER OF MARKETING 


Adman’‘s Wife Berates Agencies 
Groesbeck Advises Man-Wife Agency 
Bio-Flavonoids? Whazzat? Asks Woolf 


Fundamental Research Helps Marketing 


Put That Monkey on the Right Back! ... 


Advertising Excesses Are Business Men's Fault, 


Not Agencies’ or Media’s, Says This Adman 


By F. N. McGehee 
Media Management Counsel 


I must say that I am finally fed up to 
here, tired of hearing speeches and read- 
ing trade press articles about the deplor- 
able state of advertising ethics, tired of 
watching advertising people accept with- 
out protest practically all of the responsi- 
bility for the chicanery and misrepresen- 
tation which has plagued this industry 
since before Barnum. 

I think it is about time that we stop 
trying to sell the public, the politicians, 
the do-gooders, on the virtues of advertis- 
ing and advertising people. Certainly, we 
should not focus all of our attention on 
these critics. 


I think it is about time to put the mon- 
key on the right back. 

Our basic problem, ladies and gentle- 
men, is not with the public or the politi- 
cians. Our problem is with some of the 
owners of American business, some of the 
membership of the National Assn. of Man- 
ufacturers, the U. S. Chamber of Com- 
merce, the National Retail Merchants 
Assn., and similar collections of business 
owners who use advertising in any form to 
advance their business interests. 

They are the individuals who actually 
buy the advertising and sign the checks 
for it. 

They are the ones who pervert and 
prostitute it. 

They are the ones who hire us to write 
it, produce it, distribute it. 


s We in advertising are the fall guys 
who take the public criticism for the 
lack of ethics and honesty in some seg- 


e Francis N. McGehee, a pioneer in me- 
dia and marketing research, gained his 
early technical experience with Scripps- 
Howard Newspapers, and as vp and gen- 
eral manager of Outdoor Advertising Inc. 
He was one of the founders of the Na- 
tional Newspaper Promotion Assn. In 1943 
he established his own business as a con- 
sultant on advertising and circulation de- 
velopment, his clients having included 
New York Times, Douglas Leigh, Fair- 
child Publications, McCall Corp. and oth- 
er important carriers of national adver- 
tising. 


Mr. McGehee’s business as a publication counsel may warp his 


judgment, but as a veteran observer of the advertising scene, his 


opinion as to who should take the principal blame for all forms of 
bad or misleading or dishonest advertising bears some weight. While 
we do not entirely agree with his viewpoint, we do believe, with 
him, that there has been too much tendency to blame advertising 


agencies and media for the sins of the people whose goods and serv- 


ices they help to popularize. 


ments of American business. If our bosses 
wanted to clean out the excesses in ad- 
vertising, they could do so almost over- 
night. We would follow orders, or get 
fired. 

It is true that advertising is the voice 
of business. 

But it is the brain that moves the 
larynx. 

I know of few in advertising who do 
not know the difference between right 
and wrong, between honesty and dis- 
honesty, between literal truth and mis- 
representation. We are intelligent people, 
above the average of the people we serve. 
Only such can survive in so competitive 
and complex a business as advertising. 


s “Then why,” you say, “do you—who 
know better—create and circulate such 
tripe as I see in tv and read in the news- 
papers and magazines?” 

Let us for once face up to the facts of 
life in the advertising business: 


e 1. If all advertising agencies should 
agree jointly never again to create any 
advertising for any business firm which 
deviated in the slightest from accepted 
moral and ethical standards, the Depart- 
ment of Justice would jam the jails with 
the aforesaid violators of the Sherman, 
Clayton, and Robinson-Patman Acts. 

e 2. If all advertising media owners 
jointly should agree to tell those who 
prostitute advertising, “You can’t run that 
junk in our media,” they would join the 
jam. 

e 3. Suppose you were the president of 
an advertising agency, with the responsi- 
bility for the welfare of your employes 
and stockholders, and a multi-million 
dollar client came to you with the de- 
mand that you create a certain kind of 
tv advertising (or print), or he would 
take his account elsewhere— 


e 4. Suppose you were the president of 
an advertising agency, and you learned 
that a multi-million dollar client of a com- 
petitive advertising agency was distressed 
because his agency would not produce 
the kind of advertising he wanted— 


e 5. Suppose you owned an advertising 
medium in the throes of a battle for sur- 
vival, and an advertiser said to you, “Run 
this copy, or I will take it across the 
street.” 


What would you do? 
You’re damned right you would! 


= Now, and obviously, there are excep- 
tions. Today, there is an ever-increasing 
awareness that the survival of advertising 
as we know it depends upon the public’s 
belief in it. And the thoughtful people in 
the business—and that includes practical- 
ly all of us—are fighting on every front 
to lift its moral and ethical standards. 
The history of advertising is loaded with 
examples of agency and media owners 
who have refused to sacrifice their inte- 
grity for a fast buck. 

But so are the cemeteries. 

We live and do business in a Free 
Enterprise economic system. With all of 
its many, many advantages over social- 
ism and Communism, sometimes one of 
these advantages can have negative re- 
percussions which affect the political, so- 
cial, and economic life of the country. 


s It is this: 

Anyone who wants to buy something 
can always find someone to make it, or 
sell it to him. He may have to go outside 
his normal channels of trade, he may have 
to ignore his friends and shop in back al- 
leys, he may have to skirt the laws which 
are supposed to restrain the deviates— 
but he can always find’ someone to take 
his money. 

Stated another way, and more specifi- 
cally, any advertiser who wants to cir- 
culate a certain kind of advertising can 
always find someone to produce it and 
circulate it. 


And that is the price we pay in our 
industry for the benefits of the Free En- 
terprise system. 


= But the owners of American business 
may pay an even greater price if they 
destroy the power of advertising, the in- 
strument which has in large measure 
created the mass market for their products 
and services, and their own successes. 
If they persist in an abortive use of the 
best and most economical sales method 
yet devised, through their insistence that 
the advertising industry condone and con- 
tribute to misrepresentation and viola- 
tions of standards of good taste and mo- 
rality, it is obvious that public resent- 
ment and distrust will see the passage of 
legislation to restrict the use of the very 
power which has made them great. 
And there will go their businesses! 


s First will come stringent restraints on 
the free communication of ideas and 
knowledge of new business developments, 
then a broader public awareness that ad- 
vertising actually is only a mirror of the 
best and worst in American business 
management and philosophy—and then, 
increasing legislative restraints on the 
very business process itself. And then, no 
more Free Enterprise. 

It is for this reason that I believe we 
should go to the source of our trouble 
FIRST, and most forcefully, if ever we 
are to lift the stature of advertising in 
the eyes of the public and its agents, the 
politicians. 

We must excite to action, in their own 
self-interest, the members of the NAM, 
the chambers of commerce, the various 
retail groups, and others. They must be 
made to understand the dangers to their 
business welfare inherent in advertising 
malpractice. 

And as we convince our employers that 
their own survival depends upon the judi- 
cious and ethical use of the irreplaceable 
sales and communications instrument we 
in advertising have forged for them, both 
they and we can walk on Madison Ave. 
without fear of the future. + 


Parable of the Doughnut Re-Explains 
Advertising's Aid to the Economy 


By Merald Lue 
Vice-President, Reinhold 
Publishing Corp., New York 

Advertising does not help doughnuts 
taste any better, but it does help sell them. 
And it helps sell diesel engines, too. 

This .may sound elementary, and it is. 
Even so, no matter how basic the proof, it 


is as essential to explain how advertising 
works as it is to re-explain the benefits 
of mass production. At least, until the ad- 
vertising profession gets off the defensive, 
which is a very unnecessary attitude. 
Advertising is an invaluable sales tool 
and a powerful economic force, but what’s 
wrong with unbending and explaining 
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basics in this business? To those who do 
not understand the value of advertising, a 
recitation of fundamentals is none too ele- 
mentary. Many men in:high places today 
(and what is higher than sitting on top of 
a budget?) have not had the advantages 
of including basic advertising courses 
with their engineering, accounting, bank- 
ing, legal, et al backgrounds. 


s Father to these thoughts was an im- 
pression engendered by the recent adver- 
tisement titled, “What Would Happen If 
All Advertising Stopped?” 

One can be in full agreement with, but 
not necessarily understand, that recent 
message prepared by the Bureau of Ad- 
vertising of the American Newspaper 
Publishers Assn. The truth of its state- 
ments was absolute, but it rested on fac- 
tual pronouncements as opposed to telling 
how and why advertising helps keep our 
economy from fading. 

Advertising is an economic and mar- 
keting force whether it be utilized to sell 
doughnuts or diesel engines. 

Let’s be hypothetical. Say the bank and 
I open a doughnut factory. Our doughnuts 
have smaller holes but the doughnuts are 
bigger and they taste better, at least to 
me, the banker, my employes and a few 
close friends. All of us can eat only so 
many doughnuts. To keep the plant run- 
ning, we need to add a larger audience of 
doughnut buyers. If we don’t get them, 
economic stagnation sets in. The bank 
doesn’t get its money. The equipment mak- 
er doesn’t get paid. The flour miller loses 
a potential customer. Others are discour- 
aged about going into this business. Our 
payroll stops and even our market to for- 
mer employes dries up. 


s We put the man in the chef’s hat in the 
window creating doughnuts. That arouses 
interest. The audience increases and a few 
more buyers come in. That is advertising 
and selling. We hang out a sign. People 


‘Everyone Has a Title, But...’ 


from blocks away see it and come in. Peo- 
ple driving by stop for hot doughnuts. 
They like the lesser hole and the taste of 
the greater doughnut. 

We're getting there but without profit. 
We’re under break-even. Losses are still 
with us. We need to sell more doughnuts. 
I go out and sell the stores and restau- 
rants. We advertise in the newspapers and 
on the local radio. People tell other peo- 
ple. We hit the break-even point and one 
day we sell so many doughnuts there are 
no free ones for the help and me. We make 
more money than we spend for one full 
week. 

We get Red Skelton to do his famous 
doughnut dunking bit on local tv and 
suddenly, we have a regional market. We 
employ salesmen and step up our adver- 
tising and point of sale displays. 


s Demand says we must make more 
doughnuts. We buy some more equipment, 
pay for the old, employ more personnel. 
Everybody connected with us has more 
money and so does the business. Produc- 
tion follows sales up and up. 

We buy new, automatic equipment; add 
expert operators; fire no one; hire an ad- 
vertising manager. He employs an adver- 
tising agency; and we put on three more 
route salesmen in delivery cars with 
doughnut profiles. 

Now we’re mass producing doughnuts 
and cost per unit is less. We lower our 
prices to customers. No longer is this en- 
terprise a small, stagnated cell in our 
economy. It is productive. Money from 
our operation is in circulation all around 
town for goods and services. 

Our competition featuring doughnuts 
with larger holes is doing as well as ever. 
Stores. and bakeries are still selling a lot 
of other brands. Surveys tell us we actual- 
ly expanded the market for doughnuts. 
And, we just paid cash for two well ad- 
vertised, diesel powered, long-haul deliv- 
ery trucks. + 


An Adman’s Irate Wife Tears Asunder 
the Agency Business, Cries ‘Foul Play’ 


The following is a protest submitted to ADVERTISING AGE by the wife 
of an advertising man—a man who left a job as an advertising man- 
ager to follow the lure of the agency business, taking a job in another 
city and uprooting his family to do so. Before long, the agency busi- 
ness jolted him severely. His wife, who writes under a pseudonym for 
obvious reasons, cries “foul play” by a “dog-eat-dog business.” Here’s 


her story. Any comments? 


By Ruth Newmar 


I have read Apvertisinc Ace for five 
years—the number of years my husband 
has been associated with the advertising 
field. I have read articles from top man- 
agement people, from young heads of 
agencies and from old heads of agencies, 
but never have I read a complaint about 
how the agencies are run. I have glanced 
through want ads when my husband was 
interested in going into the agency side 
of the business. I have read qualifications 
of a good advertising executive and I have 
read that top agencies are always looking 
for top men. I DON’T BELIEVE A WORD 
OF IT. 

When my husband decided to go into 
the agency side from a large and swiftly 
growing package goods company in the 
West where he had been advertising man- 
ager for a number of years, he went about 
it in the orthodox manner. He sent resu- 
mes and talked to personnel men, man- 
agement consultants, vps and presidents 
of agencies. 

This is not like finding a job in any 
other field. He had to have stationery and 
resumes printed, make long distance tele- 


phone calls, fly here or there whenever a 
possibility arose in another city. 

Nothing was available, but of course 
they would keep in touch. After all, he 
had terrific experience and he was a good 
man with top references, but the market 
was soft just now. One agency was sure 
of a spot for him and they kept him hang- 
ing for almost five weeks with promises 
each time he called, chasing him from one 
executive’s office to another until they de- 
cided they would promote someone from 
the inside. Then, of course, there were the 
smaller agencies where, if he would ac- 
cept five or six thousand less, they might 
consider him—with the excuse that, after 
all, this is your first experience in an 
agency and it takes time to learn all the 
dark and devious methods of doing busi- 
ness the agency way. Unfortunately, we 
learned soon enough. 


@ Then, lo and behold, a call came 
through from a large agency. It was quite 
a desperate call. Could he fly there that 
night, stay at a hotel at the agency’s ex- 
pense and be in the office at nine sharp 
the next morning? They had just signed a 
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The Creative Man’s Corner... 


the verbal end. 


than might be conveyed by words. 


colors bloom. 


Why ANY Copy? 


Panties and Sleepwear of Eiderton; the wonder- 
biend knit fabric of the vinest combed cotton and 
rayon,are softer than petals, exceptionally absor- 
bent! Etderton has magical “vibrancy”... whites 
are whiter, colors bloom. Machine washable and 
dryabie. Fortittte. giris.. 


i A Me their mothers, too. 


As has been pointed out many times before in this space, the visual side of 
advertising has, to a large extent, become much more communicative than 


This ad for Eiderlon is a good example of what we mean. The illustration, 
of a mother in panties and her daughter in what we assume to be a night- 
gown, conveys a feeling of softness and gentleness that is much more vivid } 


in fact, the copy has considerably less horsepower than the illustration, and 
we wonder why it was even included. The copy describes Eiderlon as “the 
wonder-blend knit fabric of the finest combed cotton and rayon... softer than 
petals, exceptionally absorbent! Eiderlon has exceptional ‘vibrancy’ ... whites 
are whiter, colors bloom. Machine washable.” 

The copy, we feel, might be more helpful if it told us what Eiderlon sup- 
plants, just what is meant by ‘vibrancy,’ and why whites are whiter and 


Perhaps we are old-fashioned. However, we have always felt that the pur- 
pose for employing words in an advertisement is to convey clearly and 
understandably a message which, when read and comprehended, might cause 
us to want the product advertised. The illustration in this ad awakens this de- 
sire. But the copy doesn’t send us to the store. + 


new account and they needed account 
people with his type of experience im- 
mediately. It was an emergency. To sum 
up, they met my husband’s price (he found 
out later they probably would have met 
any demand he had set) and moved us out 
there. I stayed behind with our small 
child, packing and arranging the move 
while he began work almost immediately. 

The agency was delighted with my hus- 
band’s work, although he was allowed no 
real responsibility, no real ideas, no cred- 
it for his suggestions. The account execu- 
tives offered suggestions as they watched 
the account quickly pick up speed and 
trouble, but no one could be bothered with 
it much and within seven months they had 
lost the account. 

You have never seen sO many men— 
earning from $15,000 to $25,000 and $30,- 
000 a year—so utterly petrified in all your 
life. Not only account executives, but cre- 
ative people, copywriters and all the way 
down to secretaries. 

Two weeks later, as everyone waited 
and hoped for a new account, my hus- 


band’s associate was placed in a top spot. 
Everyone wondered about it till the little 
black book of accounts the agency had 
been trying to get was circulated. It took 
all the speculation out of it; there in bold 
letters was the associate’s father as head 
of one of these companies (a man and son 
most definitely to be cultivated). 

My husband at first was assured that 
another assignment would be forthcom- 
ing, then that it wouldn’t hurt him to look 
around quietly, of course; then they prom- 
ised to do everything they could to get him 
another job, and finally his ax date was 
announced. 


= Meanwhile, the agency had lost two 
other accounts and the shop was bedlam. 
Men who had been there nine and ten 
years were thrown out with hardly a word 
—men with homes and children and huge 
expenses. Men who had played the game 
of beautiful clothes, expensive restaurants 
and showy my and who had been 
taught to acqufre a taste for the finest, 
were now out. It looked like a Broadway 
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Literature 


Composition 


Spelling 


Arithmetic 


Geography 


History and Civics 


Art 


Music 


Health Education 


Attendance and Punctuality 


Dec. 15 | Jan. 31 


A— Excellent Oct. 31 
B—Good 
C—Passable Absent ra) 
D— Failing 

Late Oo 


enema 


A strong simple selling idea... dramatically presented 


Johnny gets an “A” in advertising, too. He 
made it strong. He made it simple. Then, 
he added the dramatic touch that clinched 
the sale. Like Johnny, we place our stand- 
ards higher than we think we can reach. 
And then start reaching. Here are the 
people we pop our suspender buttons for: 


General Foods Corporation 

The Procter & Gamble Company 
Pepperell Manufacturing Company 
Association of American Railroads 
American Express Company 

Avco Corporation 

The Norwich Pharmacal Company 
Carling Brewing Company 


Philip Morris, Inc. 

Mutual Of New York 

H. C. Moores Company 

Railway Express Agency, Inc. 
International Business Machines Corp. 
S. C. Johnson & Son, Inc. 

Florida Citrus Commission 


Western Union Telegraph Company, Inc. 


Kentile, Inc. 
Schick Incorporated 
Allied Chemical Corporation 


Savings Banks Association of the State of N.Y. 


Shulton, Inc. 


Chemical Bank New York Trust Company 


(Clients listed in order of length of service.) 


B&B 


BENTON & BOWLES, INC. 
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show which has closed after two weeks— 
brave, smiling men, self assured and re- 
laxed, calling everyone they had ever 
known since grammar school days who 
might put them in touch with someone... 
anyone. 

But in this “game,” when you strike out 
you belong to the untouchables. The other 
fellows think, “That’s too bad,” and they’re 
awfully glad it wasn’t them, and they’re 
shaking a little because next month it 
might be. 


@ We had seen the same thing in agencies 
where we came from. We had seen a man 
with seven children, brought there by the 
agency from another city as we had been, 
who had bought an expensive house al- 
though he couldn’t sell his old one, who 
had redecorated for the entertaining he 
was expected to do—and then, after a 
short time, given two weeks’ notice. What 
can a man who is highly salaried do? He 
can’t just go into selling washing ma- 
chines to make ends meet, he must stay in 
advertising as it’s the only field he knows 
where he can get his price. 

I have seen indignities inflicted upon 
men who just weren’t cynical enough to 
realize what was happening to them. I 
have seen men who had been our guests 
for dinner fired because the client didn’t 
feel “right” about them. I have seen the 
client ask a painter or a plumber or any- 
one handy his opinion of an ad before tak- 
ing the agency’s word for it. 


® Do agency presidents realize what a 
dog-eat-dog business advertising has be- 
come, or do they keep their men off bal- 
ance on purpose? Are the heads of agen- 
cies as honest as their articles sound? Are 
they really interested in advertising and 
in its progress with top people? Or are the 
prerequisites a lying, cheating nature, as 
long as there is a smile and a relaxed air— 
a knife upheld, as long as no one sees the 
blood. Is this business being turned over 
to pipe-smoking individuals who can’t or 
won't take responsibility for anything? 
Where everyone has a title but no one 
makes decisions? Where there are 125 
vice-presidents for every 200 employes? 
Where a man of integrity (seemingly a 
lost word in this business), ingenuity and 


Agencies Ask Us... 


ART & COPY 


HARD TS GET THEM 
OUTTA THE HOUSE 


initiative, not to mention talent, must go 
into another field because this one is a 
rich plateau of quicksand? Where a man 
must constantly be playing a part, wearing 


™a disguise which, if he wants to climb 


higher, he eventually takes on as part of 
himself? 

These things are required by the client 
as much as they are “gently suggested” by 
the agency. Don’t be yourself ...in other 
words, don’t dare and be different. But 
then, a man can change to another shop, 
if he’s lucky—one which is closer to his 
own personality. 

Yes, he can change, but the mold is al- 
ways the same. It never really varies. 
Why, you can even spot a top ad exec in a 
restaurant if he orders wholly in French. 
Later he will throw in a few phrases of it 
during a presentation. He may never have 
left New York, but as long as Berlitz is 
running, so is he They call it savoir faire. 
but there is a much more American word 
for it and it’s shorter. + 


Thin Ice—Watch Your Step! 


By Kenneth Groesbeck 


Here is so typical a situation for the 
small advertising agency, and one so fre- 
quently asked about, that it rates quite 
complete analysis. 

“TIT am the proprietor, account executive, 
copy chief and pro- 
duction supervisor 
on 12 accounts bill- 
ing $310,000 (capi- 
talized). My wife is 
office manager, 
bookkeeper, and 
secretary. We have 
a parttime steno-file 
clerk. We havea 
copy and production 
junior who also 
handles media. We 
use an excellent 
outside art service. We do need a top copy 
man and an experienced production man. 
Paying them would make our operation a 
money-losing one, considering the salaries 
my wife and I have been drawing (total, 

23,000). 

“The logical situation seems to be to 
find a man who could bring enough busi- 
ness with him to pay additional salaries. 
I contacted a chap who is looking for a 
change and who appears to be compatible, 
energetic, and ambitious. The question is, 
how to compensate him, and how much 
of a share of corporate ownership to give 


Kenneth Groesbeck 


him, to make him satisfied and perma- 
nent, and yet to be fair to me. My in- 
vestment in the business is $14,000, his is 
nothing. I have $310,000 in billing, he can 
bring in $125,000. (Before incorporating, 
we'll test this for three months.) My sal- 
ary will be $18,000; his, $12,000. 

“How do we divide stock in the new 
corporation? Or do we give him a perma- 
nent interest through profit-sharing?” 


s For the benefit of those who are on the 
outside of the advertising business looking 
in (and too often with jaundiced eyes), 
this man-and-wife combination with a 
minimum of clerical help, utilizing outcide 
art services, flourishes literally by thou- 
sands all over the country. You have only 
to attend any meeting of any agency 
network, as I have so often done with 
pleasure and profit, to recognize the char- 
acteristic pattern. Such agency setups 
may well be the heart of our business. 
They turn out excellent work, labor to 
all hours for the benefit of their appre- 
ciative clients who know a good thing 
when they catch it, and make a good 
living, as they should. 

The typical nature of the operation 
which is here planning to expand in a 
manner equally characteristic makes the 
inquiry especially interesting and impor- 
tant. Here is the point at which so many 
small agency operations go wrong. Here 


di 


is where they may change from a sound 
financial operation to one which runs in- 
to the red. That is why, on receipt of the 
request for advice, I air-mailed my cor- 
respondent the statement that his plan 
was interesting, but that he might profit 
by holding up definite financial and cor- 
porate commitments until he received 
this analysis, copy of which I shall send 
him as soon as it comes off this hard- 
working typewriter. 


# Our friend plans to bring in a man who 
controls $125,000 billing, and presumably 
contacts and handles it, in order to ac- 
quire enough additional income to hire 
“a top copy man and an experienced pro- 
duction man.” This will not work. Hop- 
ing for additional income to cover these 
new salaries of at least $15,000 combined 
will not come to the agency which al- 
ready plans to pay the new account ex- 
ecutive $12,000 out of his gross of $18,750. 

This would be generous and debatable 
policy even if the new man plans to -con- 
tribute something much more than mere 
billing to the agency operation, such as 
contacting and planning much of the pres- 
ent owner’s business. Thus if the new 
man is himself the copy and production 
man our owner needs, the plan may be 


The Peeled Eye Department... 
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feasible, provided he is trustworthy and 
will not run off with the business he takes 
over. The deal, however, cannot provide 
more people. The profit margin is simply 
not there. 


# Our inquirer states that the individual 
in question is now getting $12,000 from 
“a million dollar agency” with which he 
is presently associated, but which he 
plans to leave. Perhaps an agency as large 
as this can afford to pay so liberally for 
business delivered and handled (nearly 
10%), but unless our inquirer is getting 
much more service from his new associate 
than he indicates in his letter, the deal 
will almost certainly not prove profitable. 
In fact, it looks to me like a losing propo- 
sition. 

So before our friend worries about in- 
corporating and profit-sharing details, he 
must first establish a working arrange- 
ment with the new man which will at 
least enable the owner to break even. 
This takes careful figuring. If the new 
man wanted to buy in and invest some 
money in the agency, this would only be 
desirable after the present owner had 
tried him out for a year at least. The 


expansion as at present planned is highly . 


dangerous. + 


What Kind of Hick Town Is That Chicago, Man? 


By Dick Neff 


Don't your kids ever have chocolates 
for breakfast at Tiffany's, Daddy-O? 

“You sometimes wonder if the art di- 
rector and the copywriter are speaking 
these days when you bump into some- 
thing like the attached,” writes Elmer A. 
Blasco, vp of Roche, Rickerd & Cleary, 
; Chicago, regarding 
the Bulova Watch 
ad shown here. 

“See the copy... 
‘Their date was for 
7:30. He was on 
time. She was ready. 
The dance started at 
8. They. were there 
for the first num- 
ber, etc...’ 

“See the illustra- 
tion... Both the 
boy’s watch and the 
girl’s watch show the same time—8:19, 
and they are now at the malt shop. 

“All of which indicates that they didn’t 
stay at the dance very long. Was it a 
lousy dance or is it 8:19 A.M.?” 

Daddy-O, we’re surprised you don’t dig 
this. 

This is the new casual generation, man. 


Dick Neff 
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You mean to tell me the kids in Chicago 
get in before 11 A.M. after a dance? How 
square can you get? 


A pig woman’s best friend 

Another example of the art and copy 
ambling off in opposite directions is the 
De Beers ad shown here. 

Please note the little tusked female 
crouched on the table. “A gift she’ll treas- 
ure beyond all others,” says De Beers, all 
but carried away by the steely glitter in 
those rocks. 

Well, we’re not so sure about that. If 
this guy’s taste in flesh-type women is 
anything like his taste in stone-type wom- 
en, we'll bet a sack of hot betel nuts she’d 
prefer a nice, shiny nose-ring. 


Wall Signs Dept. 

You’ve doubtless seen the sign on those 
paper towel containers, “Why use two 
when one will do?” 

We saw a more realistic slogan recently 
in one of those gas stations that pride 
themselves on their cleantiness. It was a 
real neat little homemade sign reading: 
“Why use one when there ain’t none?” 


Weasel Department 
Some weeks ago we read a phrase in 
the New York Herald-Tribune that’s been 
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CRITICAL EXPOSURE to metals engineering information is vital 
to 32,000 technical management readers of Metal Progress each 
month. From radiation effects in package atomic reactors (above) 
to metals, materials, parts, processes and equipment in all fields 
of metalworking, Metal Progress meets their needs with un- 
matched editorial. Unique in its field, Metal Progress is the maga- 
zine to use to sell an engineered product to the metal industry. 
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haunting us ever since. 

One of the Trib’s writers referred to “a 
retired history professor whose name is a 
household word in some households.” 

This struck us as one of the most beau- 
tiful weasels we ever encountered outside 
a chicken coop. And to think it was in- 
vented not by an advertising genius but by 
a newspaper man! We can see it now as a 
slogan for a product nobody ever heard 
of: 

“In many households it’s a household 
word!” 

Here is phrase-making that stands on 


Salesense in Advertising ... 


Things Are 


By James D. Woolf 
Creative Consultant 


I have said it before in this column, and 
now I feel impelled to say it again: Peo- 
ple do not buy things; they buy benefits. 
They buy a given article of merchandise 
because they believe it will do something 
for them. This is so 
fundamental that I 
need not enlarge up- 
on it. 

The Sunkist page, 
shown here, is in 
color very attrac- 
tive. It will un- 
doubtedly stimulate 
the sale of oranges. 
It is easy to look at, 
easy to read. But, in 
my opinion, it has 
one serious weak- 
ness: the copy promises no specific bene- 
fits. The central theme seems that “Sun- 
kist Oranges give your family 3 times 
more of the important protopectins and 
bio-flavonoids than frozen oranges.” 

This sentence to me is utterly meaning- 
less. It might as well be written in Greek. 
What are protopectins? What are bio- 
flavonoids? Why are they important? 
What will they do for me? Why should 
my family have them? Will they prevent 
colds? Will they improve appetite? Will 
they induce sleep? Will they ward off 
headaches? The copy doesn’t say, doesn’t 
tell the reader why they are important. 
They don’t promise specific benefits; they 
are merely names of things. 


James D. Woolf 


On the Merchandising Front... 


the same lofty rung as our very favorite 
slogan: “The favorite with those who like 
it best.” 


Overheard on the casting couch: 
“A proposition is something you should 
never end a sentence with.” 


Are you a Zudirk addict? 

Easiest advice in the world to follow is 
this ominous warning from Orville K. 
Snav & Associates: “Don’t play Zudirk 
with strangers!” + 


Not Benefits 


gives you all the natural vitamin C plus 50 other 
health builders* in the fruit. The “meat” of an orange 
is the main source of many of its health values. 
In fact, fresh 


Sunkist Oranges «ive 

your family 3 times more of the important protopectins 
and bio-flavonoids than frozen orange juice. 

So eat whole fresh oranges— 

drink whole fresh orange juice. 


serious factor in the ultimate pricing 
of merchandise. This is the point made 
time and again by the pharmaceuti- 
cal industry, and I assume it has 
considerable validity. The cost of 
pure research can be especially high, 
and this cost must be reflected ulti- 
mately in pricing a line. Thus, if by 
cooperative endeavor, research costs 
can be reduced, this becomes a true 
public service. 

. By combining budgets and scientific 
genius, pure research can reach its 
goals faster, and thus more economi- 
cally—and again a public service is 
performed, since the public benefits 
that much sooner from the scientific 
advances. 

- The number of truly capable pure 
scientists is limited. When they are 
split up among too many companies, 
their efforts are spread too thinly. 
This delays ultimate discovery. 

6. Pure research works much farther 
ahead than applied research. Some of 
the projects, now involved in studies 
in pure science, may not wind up as 
merchandise for a decade. And much 
of it may never wind up anywhere; 
pure science winds up in a blind al- 
ley with frustrating frequency. All of 
this involves high costs and, again, 
when these costs are shared, the to- 
tal for each member of the industry 
is less. 


_ 


s I imagine that what is true of pure re- 
search in physics, in chemistry, in elec- 
tronics, and in the other sciences, will be 
just about as true of pure research in 
marketing. I note that the president of 
Scott Paper has suggested an Institute for 
Science in Marketing—a concept truly on 


Employe Communications .. . 


During the last week or two I have 
queried 50 friends and acquaintances. 
What are protopectins? What are bio- 
flavonoids? I drew a complete blank. Even 
my doctor was very vague. 

Perhaps protopectins and bio-flavonoids 
are most important in one’s diet. They 
may be very beneficial. If they are, then 
the copy ought to interpret them in terms 
of human benefits. 

I have not eaten a whole orange in sev- 
eral years; I might if I knew specifically 
the benefits I was missing. + 


Fundamental Research for Industry 


By E. B. Weiss 


Now that industrial research involves 
expenditures of many billions annually, it 
is probable that various industries will 
begin to think in terms of industry- 
financed studies in pure science, as dif- 
ferentiated from ap- 
plied science. And 
while this potential 
development may 
appear far removed 
frem the everyday 
world of marketing, 
perhaps it has a 
closer connection to 
practical marketing 
than appears on 
casual study. 

E. B. Weiss I should _ report 
that this concept of 
pure scientific research financed by an en- 
tire industry is not at all new. The In- 
stitute of Paper Chemistry does funda- 
mental research for the paper industry. 
I believe the automobile industry finances 
some studies in pure science; perhaps 
the petroleum industry, too. There must 
be others—I have no quick method of 
checking. 
I recall that, in a talk I delivered a few 


months ago to the producers of ethical 
drugs, I suggested that much-criticized 
industry might finance an institute for 
studies in pure science similar to that of 
the paper industry. I assume that some 
other industries, not merely those under 
critical public scrutiny, could very prof- 
itably take the same step. 


= My reasoning sums up this way: 


1. Theoretical research, or studies in 
pure science, tend to follow parallel 
avenues of speculative thought. In 
other words, there is a time and tide 
with respect to abstract scientific 
contemplation and, as a consequence, 
those scientists employed by competi- 


tive corporations for pure research . 


are commonly pursuing related stud- 
ies. F 

2: The pure researcher in science does 
not usually feel bound to preserve his 
discoveries from the eyes of other 
researchers employed by competition. 
On the contrary, the papers present- 
ed by these scientific workers before 
the great scientific bodies, usually di- 
vulge their findings with little, if arly, 
tendency to hide anything. 

3. The cost of research is becoming a 
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the grand scale. I would like to suggest 
that an Institute for Science in Marketing 
is needed, not only on a scale covering all 
industry, but also within specific indus- 
tries. And I should imagine that, prop- 
erly programmed, such organizations 
could be as free of anti-trust problems 
as would be the all-embracive organiza- 
tion suggested by Thomas B. McCabe Sr., 
president of Scott Paper. 

It would appear to me that marketing 
in such great industries as gas and oil, in 
food, in textiles—to mention just a few— 
could be improved in ways that would in- 
volve public benefits through industry- 
wide market study projects. I think, for 
example, that a study of deals by the food 
industry could lead to conclusions that 
would represent a public service. 


# But since I have always had serious 
doubts about our ability to turn market- 
ing into a true science—doubts which, I 
must admit, are not as strong today as 
they were a decade ago, but which exist 
nonetheless—I tend to favor more strongly 
the establishment by individual industries, 
through their trade associations, of great 
laboratories for theoretical research, or 
studies in pure science. 

Since the world of industry is obviously 
in the process of becoming dominated by 
men of science—an odd development, 
when you ponder it—the time must come 
when industry will make better utilization 
of the genius of our topmost workers in 
pure or theoretical science. I daresay the 
time is not far distant when few industries 
will be without an institute such as the 
Institute of Paper Chemistry, and when 
that becomes a fact, then science will 
tumble still more wonders into the lap of 
the American consumer. + 


Employe Communications on Target 


By Robert Newcomb and Marg Sammons 


(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 


On Friday, Sept. 30, as employes of the 
flight propulsion division of General Elec- 
tric left the Evendale plant in Cincinnati, 
they were handed copies of the plant’s 
employe newspaper. Members of the In- 
ternational Assn. of Machinists, who quit 
work shortly after noon that day to at- 
tend a union meeting, received their 
copies as they left; members of the 
United Auto Workers, who were to meet 
the following day, received theirs as they 
left at regular quitting times. 

The outcome of the subsequent meet- 
ings was most interesting: The IAM, 
by a secret vote, approved the company 
contract offer 972 to 74. The UAW, in a 
show of hands, approved the offer by a 
favorable vote which newspaper men 
covering the event put at somewhere be- 
tween 75% and 85% of those present. 
The vote spared this key GE plant the 
strike that hit, with fairly devastating 
effect, in other GE plants. 


= No one should conclude that the plant 
newspaper suddenly made converts of all 
Evendale employes, but it might be help- 
ful to take a fast look at what the issue 
of the paper contained: In the first place, 
it was not a typical issue, in that it did 
not go out to the paper’s regular mailing 
list—it was aimed strictly at an internal 
audience, and a quick glance at the con- 
tents indicates why. 

The issue took the wraps off the en- 
tire strike issue, in hard-hitting, factual 
articles. Yet nowhere was there an un- 
dertone of anger; nobody called anybody 
names. The works paper told employe 
readers, first, the rights of a worker in a 
strike situation. The highlights of the 
company proposal were given on Page 1 
—income protection in case of layoff; two 
general pay increases; increased security 


on retirement through pension plan im- 
provements, and greater insurance pro- 
tection for employes and families. 

Works employes were invited to ponder 
four right-between-the-eyes questions: 
(1) Over the years, have my earnings 
been comparable or above those of em- 
ployes in the same line of work with other 
companies in the area?; (2) Have the 
benefit plans offered at General Electric 
been as good or better, in total, than 
those of other companies?; (3) Have I 
been treated fairly and with considera- 
tion? and (4) Is it wise to place the com- 
pany’s future and my job in jeopardy by 
voting for a strike at this time? 


s The division’s legal counsel, in a back- 
page questions-and-answers department, 
discussed the employe’s right to cross 
picket lines free from harm. (“Every per- 
son has the right to cross a picket line. 
Under the law, those persons who wish 
to come to work have the undeniable 
right to do so. No one can interfere with 
this right.”) 

An inside double spread was a stark 
reminder of the GE strike of seven years 
ago. Under the heading, “Are We Follow- 
ing the Dismal Trail of 19537,” employe 
readers were invited to re-examine a 
dozen or more grim strike scenes—“nine 
weeks of payless paydays in which every- 
one lost.” 

The neutralists scream: “Pressure, man- 
agement pressure!” Maybe so. But what is 
it bucking but labor union pressure? 
While the screaming goes on, there are 
(at this writing, at least) fairly clear sig- 
nals that the rank-and-file of GE union 
membership, locked in a strike with the 
electrical workers, have had their fill of 
it. Maybe, like the boys at Evendale who 
declined with thanks, they didn’t want a 
strike in the first place. It isn’t beyond 
the realm of reason that they thought 
the company’s offer was perfectly fair 
and should be accepted. # 
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Bloomington-Normal, Illinois -- The Golden Market Area 


MAIN STREET 7912 MILES WIDE 


| 


@ 178,000 prosperous people @ Balanced industry, agriculture, 
} education ~ 
A} @ Incomes 20% above national @ 233 million dollars a year 
Y average retail market 
GOLD: for the taking from Illinois’ richest counties. Made-to-order market smack 


in the middle of the golden central lilinois corn belt. Unique seven county area 
is literally a cross section of Ameri The perfect test area set-up. Blanketed by a 
single advertising medium . . . THE PANTAGRAPH .. . a “hometown” 
thet merits the attention of more than 40,000 families in the 79'/ 
“main street’ of the Bloomington-Normai area. 


R.0.P. Spot Color—pivs Full Color (black and 1, 2, or 3 colors available Daily 


™ stoon PANTAGRAPH 


BLOOMINGTON- 
Represented by: Ward-Griffith Co., Inc, 


mile wide 


NORMAL, ILLINOIS 
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in North Carolina where WSJS 
television gives you grade A 
coverage of more people 
than any other station 


Seer Rese 


WSs x5 television 


Winston-Salem / Greensboro 


CHANNEL 12 
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Network TV Gross Time Billings 


Source: TvB figures from Leading National Advertisers and 
Broadcast Advertisers Reports 


August Janvary-August 

% % 
1959 1960 Change 1959 1960 Change 
BE chcseitanis $ 8,205,520 $11,366,100 +38.5 $ 78,019,506 $100,846,330 +29.3 
SEP <cecersasvens 21,137,261 21,448,482 + 1.5 174,154,590 183,229,196 + 5.2 
NBC .......0.. 17,298,527 18,067,503 + 4.4 150,662,789 158,865,358 + 5.4 
Total ........ $46,641,308 $50,882,085 + 9.1 $402,836,885 $442,940,884 +10.0 

MONTH BY MONTH—1960 

ABC CBS NBC TOTAL 
SIN” sédidinnsirnisceis $13,260,010 $23,477,358 $20,980,897 $57,718,265 
PINE © vitiereniccsceinte 12,477,110 22,977,171 19,923,712 55,577,993 
RIES cibivininticvenseniss 13,487,460 24,043,799 21,072,164 58,603,423 
MD idakelbisninertncinges 12,701,240 22,580,032 20,642,038 55,923,310 
GD sctaptertetiscccoenenh 12,876,050 23,209,917 19,414,264 55,500,231 
I setolinsetbvinticcanen 11,948,700 22,049,440 18,959,323 52,957,463 
BE” spdceatiarstieessicencini 12,529,660 23,442,997 19,805,457 55,778,114 
PE nccececsesomnbtesinin 11,366,100 21,448,482 18,067,503 50,882,085 

*June and July 1960 figures revised as of Sept. 29, 1960 
Parts of the Day 

% % 
1959 1960 Change 1959 1960 Change 
Daytime ...... $14,151,463 $15,288,154 + 8.0 $132,436,324 $131,528,244 — 0.7 
Mon.-Fri. 11,990,307 13,318,998 +11.1 113,495,980 109,560,448 — 3.5 
Sat.-Sun. 2,161,156 1,969,156 — 8.9 18,940,344 21,967,796 +16.0 
Nighttime 32,489,845 35,593,931 + 9.6 270,400,561 311,412,440 +15.2 
enn $46,641,308 $50,882,085 + 9.1 $402,836,885 $442,940,884 +10.0 


Langdoc, Tobias Join Tobias 

James L. Langdoc has joined 
Tobias & Co., Charleston and Co- 
lumbia, S. C., as radio and televi- 
sion director. Mr. Langdoc former- 
ly was with WTMA, Charleston. At 
the same time, James M. Tobias 
has rejoined the agency as public 
relations account executive after 
completing a year’s graduate study 
at Boston University’s school of 
public relations. Mr. Tobias orig- 
inally joined the agency in 1959 as 
a copywriter. 


Agency Will Translate 
Reuter & Bragdon, Pittsburgh 


and New York agency, has estab- 
lished a technical translation serv- 
ice that will make available to cli- 
ents a staff of 18 “experienced 
interpreters and translators” in 
more than 20 languages. The agen- 
cy said the move was dictated by 
its “expanding activities in the im- 
port-export advertising field.” 


Dickens Heads Package Group 

Robert S. Dickens, president of 
Dickens Inc., Chicago package de- 
sign company, was elected pres- 
ident of the Package Designers 
Council at its ninth annual meet- 
ing in New York. 
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GET THAT EXTRA 


You know that it’s the extra push that makes the difference 
between an average campaign and a “Red-Letter Success.” 
You get that EXTRA PUSH when you buy WOC-TV. 
WOC-TYV effectively specializes in co-ordinating and mer- 
chandising your buy at every level — the broker, whole- 
saler, direct salesman, key buyer as well as the retail outlet. 


This “togetherness” sells products in the nation’s 47th TV 
market. More than 2 billion dollars in retail sales ring on 


Over 438,000 TV homes are 


within the 42 counties of WOC-TV’s coverage area. 


To the National Advertiser, 
WOC-TV offers the greatest 
amount of local programming— 
over 33 hours each week — and 
the finest talent in the area put 
these programs across. 


Your PGW Colonel has all the 
facts, figures and other data as 
well as day by day availabilities 
See him today 
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FOCUS JUST WHERE YOU WANT IT 


the sales power of THE FAMILY IDEA MAGAZINE 


Here’s power for advertisers who want to hit all at once a whole nation of 
family-centered people (nearly 16,000,000 such men and women each month) 
or to pick them out by sections. 

With the addition of Central and Eastern regional editions, Better Homes 


and Gardens gives you an opportunity to select standard areas in any part 


of the country any time you want them . . . for talking sectional interests 
and needs. And you do this, of course, with the very important pluses of 
national magazine atmosphere, reproduction and service editorial environ- 


ment. Each issue will be the complete national edition with a section devoted 
to advertising and editorial material for one of four specific regions. 

The readers of BH&G are looking for ideas for improving their homes and 
raising their families; they have money to spend—money that can turn ideas 
into sales. No other magazine can offer advertisers BH&G’s bigness, selec- 
tivity and economy in reaching these people. 

For details on how best to make BH&G work for you, call your nearest 
BH&G office, or write Better Homes and Gardens, Des Moines 3, lowa. 


MEREDITH o& DES MOINES::: America’s biggest publisher of ideas 


for today’s living and tomorrow’s plans 
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Same Service, Higher Price 
Means Inflation, He Says 

To the Editor: Your editorial en- 
titled “We Are Crummily Under- 
Priced” (AA, Oct. 24) has all the 
nightmarish qualities of “Alice in 
Wonderland.” You could accom- 
plish two things at one fell swoop 
following your suggestions. 


1. A tremendous inflation. 
2. Destroying thousands of small 


businesses at the expense of the) 


large ones. 


Reasoning? Whenever you per-| 
form the same service at a higher | 
price without increasing the serv-| 
ice that is inflation, and the people | 
least able to withstand this are the | 
small businesses. It appears to me, | 
under the eyes of our present ad-| 


The Voice of the Advertiser 


This department is a reader’s forum” Letters are welcome. | 


perhaps, even un-American to be 
small business. I am sorry to see 
anyone agree with Postmaster 
General Summerfield, even with 
tongue in cheek. 
Max Adler, 
President, Spencer Gifts Inc., 
Atlantic City. 


= e e 
Bassett Is Not Partner 
of Forjoe & Co. 


To the Editor: It has come to our 
|attention that the firm of Broad- 
cast Time Sales has recently re- 
leased publicity describing Mort 
Bassett, a new member of that 
firm, as “a partner” of Forjoe & 
Co. For the record, Mr. Bassett, 
who was formerly employed by us, 
is not and never was “a partner” 


ministration it is unfashionable'in Forjoe & Co. Inasmuch as this 


How many more readers 
advertisements attract? 


Thus, when ROP color 
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Assure your clients more 
dollar value and profit 
return with ROP color! 


Here are the Starch Readership (Noted) Scores ex- 
pressed in relative numbers: 


Black and white advertisements . 
Black and white plus one color 


Black and white plus two or more 
colors (mostly 3 colors) 


readership was a big 68%, 
ical cost of only 25%. In short, ROP color produced 
34% more readers per dollar spent for space, than 


attracted to items in color, and will jot down price 
and store name on my actual shopping list.”’ 


newspaper casting box for final curved casts, as 
many as desired. Hazards from the shrinkage-type 
mat are eliminated; mechanical color registration 
problems in the pressroom are easier; satisfied ad- 
vertisers will include ROP color in their future 


Certified Dry Mat Corporation 


ortibiod. 


BLUE R'B/BON MATS 
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does color in newspaper 
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was used, the step-up in 
at an increased mechan- 


‘I find I am more strongly 


color with dependable 
Ribbon CC Mats 


molded by direct pressure 
then go directly into the 


. D, New York 17, N. Y. 


designation creates a misleading | 
and non-existent legal relationship, | 
which may possibly involve our 
company in serious legal matters, 
we will appreciate your kindly 
correcting or deleting this descrip- 
tion, now or in the future. 

If you have already published 
such a statement, we request that 
you kindly issue a_ correction. 
Thanks for giving this your kind 
attention. 

Joseph Bloom, 

President, Forjoe & Co., New 

York. 


The reference to Mr. Bassett as 
“formerly exec vp and partner of 
Forjoe & Co.” in AA, Oct. 10 was 
quoted from a press release from 
Penthouse, public relations compa- 
ny for Broadcast Time Sales. A 
phone call to Mr. Bassett revealed 
that although he had an option to 
buy a partnership in Forjoe & Co. 
when he was hired, he never exer- 
cised his option. 

° fe o 
Tennant Violates Own 
‘Dangerous Sins,’ He Says 

To the Editor: In his Oct. 24 
monograph, Don Tennant advises 
advertising writers to beware of 
several “dangerous sins” but vio- 
lates one of the worst—the use of 
so-called funny names. Nothing be- 
trays a sophomore (or insults an 
audience) faster than a _ hero 
named Sneedby, a heroine named 
Murgatroyde or a car called a 
“Wombat 6.” Cutey-pie names like 
these should be left in the college 
humor magazines where they be- 
long. 

Ted Barnett, 
Chicago. 
e + ~ 
Bourne Clarifies Statement 
Made During Panel 

To the Editor: Reading the story 
(AA, Oct. 24) about the highly 
controversial Western States Ad- 
vertising Agencies Assn. panel—of 
which I was a non-controversial 
member—I was painfully reminded 
of the difficulty of precise commu- 
nication. 

Your correspondent quotes me in 
two brief paragraphs at the end of 
the story. In each case, the diffi- 
culties of paraphrasing have re- 
sulted in quite a different meaning 
{than I intended—or conveyed at 
the meeting. 

On the first point, I suggested 
that many small industrial adver- 
tisers often require service and cre- 
ative activity beyond the point} 
|where commissions can return a| 
profit. I stated that, in these cases, 
|I urge the advertiser to consider | 
|the problems of the agency and) 


barton ED Pst OFF 
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is letter 
ye : 
11 wens through that ITT and the Post Office Dept 


de history yester¢ 


created — the forst fellpantomatid Uv Sats Pust Of! 


slot of the red, white and blue mailbox 
nearest ber, she stepped, symbolically, 
closer to the goal envisioned in Pres- 
ident Eisenhower's words (made per 
manent on the Providence Post Office 
walls): “The development of bener 
mal handling equipmenc and tech 
iques is the Continuing aim of the 
Uniced Stares Postal Service. As a pio 
neer in its field, che Providence Post 
Ofthce will add honor te-this cradition 
You see, it was Miss Scali’s home 
town that had, owo. years casiier, been 
chosen as the locale of the first fully 
automated pose office in this land. 
Shortly before, ITT, the international 
communications and ¢lectroni¢s or 
ganization, had been chosen to desiga 
and build (through its subsidiary 
Intelex Systems Incorporated) this 
sleek electronics complex. To build it 


°o 


celchrate the day and to toast tomer 
row, were Arthur E. Summerfield, Post- 
master Geeral,and Haro‘d 8. Gencen, 
ITT president. The latter also. repre 
seats those companies of 
ITT taat have pioneered in the clectro- 
mechanical speeding up of mail-han- 
dling,and whosecollective ex 

are responsible for mudi: of the ad- 
vanced “pom mecessary tO per 
fect this ‘U.S. postal dream. 

The working name for di ocw 
Providence Post Office is Project 
Turnkey--#0 called because at its 
completion the entite plant was 
curned ower to che Pos Office De 
parcment ready for operation. 

When operations started, of signal, 
here—in very brief summary—is what 
happened co the first Jetter taken our 
of the first sack chat came in: 1) It 
was culled. This means it—and other 
lewers like it—was separated autonnat- 


Gonveyer) to. the Letrer Sorrer. Here 
it was coded and transported auto- 
matically co one of 300 destination 
bins, moving through 2 giant, ma- 
chine ae of handling418,000 
icces of leer mail per hour. 
Musing the oe Reece 
stages, many other involved things 
happened to Miss Scali’s lewer before 
it finally gor to Miss Joan Olsoa, 
addgessce a this cone letter. 
Suffice it, Miss Olson gor the mes- 
sage (perhaps an invitation t0 be 2 
bridesmaid) and she goc ic fase—faster 
than ever before possible in the U.S. 
And suffice it, any letter sent in the 


U.S. will im the furuse be activ + 
its destination with similar a 

By “any letter" we mean any one 
of the 140’billion ‘mail pieces antic 
pated for 1985, Were ic not for the 
probability promised by Project Turn- 
key, all of us (letter cacriers and 


ically from small mailandthe  seceivers), by 1985 or before, : 
like. 2) It was lly. be inginascacfmail, 
to the Facer-Canceler, where it was International Ta 


toward yesterday's opening and to- 
promuse. 


ITT, P.O. Ad Could Have 


faced and canceled—electronically. 3) ead Telegraph “7 


8 il 


,ally prepared the night before or 


Been More Believable, He Says|i™ the early morning hours. The 


To the Editor: “This letter” made 
history far beyond ITT’s wildest 
imagination. 

It not only went “through what 
ITT and the Post Office Dept. 
created”—but its timing defied all 
concepts of P. O. practices. 

The letter was postmarked at 
9:00 a.m. on the 20th. Are we to be- 
lieve that, mailed in Providence, it 
was delivered to Miss Olson in 
Boston that very same day—and 
as ordinary mail? 

While the residential sections of 
major cities often get as many as 
one mail delivery a day (no errors 
in tense or quantity in the forego- 


ing), mail for such delivery is usu- | 


| carrier and his load are usually on 
the way before the hour Miss 
Scali’s was postmarked. 

The letter was not only received 
|the same day—but in plenty of 
| time to be “shot” and engraved for 
| use in the ad. To quote from the 
jad: “...many other things hap- 
|pened to Miss Scali’s letter before 
|it got to Miss Joan Olson... ” 

| Bet Miss Olson still hasn’t re- 
| ceived it...and may never get to 
| be a bridesmaid. 

| The otherwise excellent ad could 
|have been created on a more be- 
|lievable and factual base. 

Milton Riback, 

| Milton Riback Public Rela- 
tions, New York. 


common sense, but not a matter of 
company policy. 

As to media surveys, I feel that 
they are taken lightly in some 


judged on their individual merits. 
My point was that—even when we 
pick up the tab—we often don’t see 
the figures until they have been 


| agree to a monthly fee. This is! quarters, and asked that they be | tabulated by the client or a third 


‘DYNAMIC’ Is the Word for It! 


To match the surging population growth in Southern New Jersey’s three 


power-medium. 


ROLLAND L. ADAMS 
President 


Scolaro, Meeker & Scott, Inc. 
National Representatives 


great counties of Atlantic, Cape May and Cumberland — a richly diversified 
three-phase market (Industry, Agriculture, Recreation) — the PRESS with a 
phenomenal 95 1% gain in circulation (last census period) is the one real 


DYNAMIZE YOUR MESSAGE — USE THE PRESS! 


Atlantic City Press 


Southern New Jersey's “Good Morning” Newspaper 
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party. Our participation in such 
surveys is not automatic, but is 
subject to an agreement between 
the publisher and client. 

Though not an editor, I’m in the 
publishing business and under- 
stand the difficulty of conveying 
precise meanings from notes taken 
at a crowded meeting. I appreciate 
this opportunity to make myself 
clear. 

‘ Knox Bourne, 

South Pacific District, Mc- 

Graw-Hill Publishing Co., Los 

Angeles. 


He Objects to Deckinger's 
Expression in a Speech 

To the Editor: I very seldom 
write anyone, but this time I felt 
compelled. On Page 37 of the Oct. 
10 issue, there is a quote attributed 
to one E. L. Deckinger, media vp of 
Grey Advertising Agency. 

This is the kind of verbal diar- 
rhea that puts the advertising field 
out in left field. Just in case you 
missed the quote, here it is: 

“Or are they just smearing this 
on the bread to see if the cat will 
lick it up?” 

I would appreciate it very much 
if you would find out for me 
whether or not he really talks this 
way ... because if so, I want to 
stay as far away from Grey as pos- 
sible. 

Roy Silver, 

Assistant to the President, E.D. 

Gottlieb Co., New York. 

We don’t know whether Larry 
Deckinger talks this way all the 
time but we think, in all fairness, 
his remarks should be considered 
in context. In this particular con- 
text, it had a barbed quality that 
was appreciated by the audience. 


In the Beginning Was Gesture, 
Not the Word, He Insists 

To the Editor: The Winston 
Churchill advertisement by Ken- 
yon & Eckhardt, which Paul Dyal 
justly praised in his “Voice” letter 


of Oct. 24, was such an excellent 
example of good public relations 
for and by advertising, that one 
hesitates to bring up the erroneous 
assumption on which a large part 
of the ad was based. 

The copywriter states that “of all 
the tools of communication avail- 
able, the most important was the 
first. The. word.” Only thing wrong 
with that statement is that the 
word is far from being the first 
communication tool. 

In his fascinating and authori- 
tative work, “The Story of Lan- 
guage,” Columbia University’s 
Prof. Mario Pei tells of many non- 
linguistic forms of communication 
that preceded—and gave rise to— 
the word. For example, there were 
the pictograph drawings by primi- 
tive groups concerning whose abil- 
ity to speak there is much doubt. 
Secondly, Mr. Pei cites the knotted 
ropes and notched sticks of the an- 
cient Chinese, the South American 
Indians and the West African and 
Australian natives—all of which 
pre-date the word. What’s more, 
according to this book which should 


ing people, gestural language is 
conceded to have preceded the 
word by at least 1,000,000 years. 
Thank heavens for all these 
forms of communication, however, 
so long as we can avoid repetition 
of the newest communication tech- 
nique demonstrated a few weeks 
ago at the United Nations. The 
shoe. 
Alfred N. Greenberg, 
Manager, CBS Owned Radio 
Stations Promotion Services, 
CBS Radio, New York. 


| Reddy Kilowatt Trademark 
‘Is Not Being Abandoned 

To the Editor: In ADVERTISING 
AGE on Oct. 24 you carried an ar- 
ticle on the adoption by Pacific 
|Gas & Electric Co. of the Reddy 
| Kilowatt trademark. Your headline 
jreads: “Reddy Service Succeeds 


beyond compare. :. 
the cool, slimming trimming of 


" S/eex 


the only girdie in the 
world that gives you these 
5 exclusive advantages: 


1, Fite like 2 eecond skin 
becouse Sleex is miracte- 
molded of pure Aire lon rubber 

nat dipped the old (rationed 
woy. 2. Cool, cool, comfortable 
ttn liming next to your skin 

779, more absorbent than old- 
fashioned lining Rasy to slupon 
| and off 3. Two-way interlock 
ing figure cuntrot with ?2 secret 


simmers to hold and control 
the tripe tusrwny and derriere 
4. Streteh-strength and slim 
ming power that lasts and Lsts 
won't wash out or streteh out 
Machine washable dries in 
minutes 5. New, no tab, ad- 
justable stretch garters Eastty 
detachable, Won't tear either 
girdle or homsery 


iA Slip-on girdle or pantio *O** 


: Fextea Seal, Meal Mecha, 
{ Large Bxtre Laver in girdle 


| 5 Bn ya ; ; 4 : Lipper girdie or pantie “PO 
i, Seger 

} i j atyler enty, priced slightly higher 
\ : 


ce ones amet 
BEBE -e00ucs ComPany « CHICAGO + AD. viSION OF The TORMENT COMPANY 


‘Life’ Editorial Matter 
Helps Out Sleex Ad 

To the Editor: How many other 
nuts like me noted this choice 
piece of advertising-editorial jux- 
taposition in the Oct. 17 issue of 
Life? 


The headline, “Hidden Places 


DENTAL PROBE |. Avee Cony 4 ' fe some 
enbarerd vee ol west 4 reen. ft Wy lon trae hang 


HIDDEN PLACES 
NOW ON VIEW 


The ababiey of Ghee options indies | 
rep 
ave 


OUOOEROSCOPE Bers) Moe A & Leh, ward here om wtewes tom 
owalel, cam phemograph meade of Amodirmm fer fire viene wy bemk for whe 


Now on View,” should have pro- 
vided added “exposure” for Sleex 
girdle ad at the left. And the run- 
ning head at the top of the page, 
“Seeing Around Curves,” probably 
didn’t hurt much either. 
Albert E. Ametrano, 
Barlow Advertising Agency, 
Syracuse, N. Y. 


be “must” reading for all advertis- 


Reddy Kilowatt as Trademark.” 
The fact is that Pacific Gas & 
Electric Co. has taken on Reddy 
Kilowatt as of Oct. 1 and is using 
one of the various names under 
which the Reddy Kilowatt program 
is known. 

Your article is completely in er- 
ror by stating that Reddy Service 
succeeds the trademark Reddy Kil- 
owatt or that it replaces this trade- 
mark name. 

Many companies licensed to use 
this trademark refer to it as Reddy, 
Reddy Kilowatt, Reddy Service or 
other similar names. What your re- 
porter may have had in mind is 


REDDY KILOWATT 


Your Electric Servant @® 


that the trademark is formally 
known as Reddy Kilowatt, instead 
of formerly. 

Since this issue of ADVERTISING 
AGE has been in circulation we 
have had a number of inquiries 
from our licensees as to the accur- 
acy and intent of the notice in it. 
We would, therefore, appreciate if 
at an early date you would correct 
the statement made... 

B. J. Bachem, 

Vice-President, Reddy Kilo- 

watt Inc., New York. 


Pacific Gas is still using the 
same cartoon character which is 
known as Reddy Kilowatt, except 
that it has added to the word Red- 
dy the additional word service in- 
stead of Kilowatt. The same char- 
acter is being used and this is a 
trademarked character. AA was in 
error in saying the trademark was 
being abandoned or replaced; in 
listening to the announcement at | 


the press conference “formally” 
was, indeed, mistaken for “for- 
merly.” 


Is Aqua Velva_ 
Diluting Its Copy? 

To the Editor: It’s a small, per- 
sisting irritation, and it’s bother- 
some in its disregard for all the 
emphasis being put upon “Truth in 
Advertising.” 

I refer to the Aqua Velva com- 
mercial on the air, where Aqua 
Velva is said to be “better be- 
cause it contains humectant, a 
wonderful skin conditioner.” 
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That’s pure bamboozlement. It’s 
intended to infer that “humectant” 
is some mysterious, new, bettering 
ingredient. Fooey. And shame on 
Williams for seemingly intending 
to deceive. 

Did their desperate copywriter 
ever look up “humectant?” 

C. Ralph Bennett, 

Bennett & Chase & Co., New 

York. 

“Webster’s New International 
Dictionary,” unabridged, 1954, 
published by G. & C. Merriam Co., 
defines humectant as a diluent, and 
diluent is defined as “a diluting 
agent;...a weak drink.” 


Ad Clinic #20 


SHERATON HAS 


RESERVATION 
SYSTEM 


cae ee ee 
6 ee oe 
ee ee ee 
sm eee 


SHERATON HOTELS 


Age 


(a transparent device to get 
you to read this Sheraton ad) 


Avoid being vague 


WORLD’S FASTEST 


4 seconds! — via RESERVATRON, Sheraton’s electronic 
miracle that links 56 Sheraton Hotels, makes and confirms 
your reservation fast and free. Now when a last minute 
urgency takes you out of town, your secretary can make and 
confirm your reservation in less time than it takes to 
owen her nose. And in less time than that you can get a 
ree, 104-page booklet to enhance your Sheraton lore (and 
to help us test this ad) just by writing: Sheraton Corp., Ad 
Ad #20, 470 Atlantic Ave., Boston, Massachusetts. 


by the Creative Coroner 


How fast is “fastest”? 
A sub-head stating 
actual tinve would 
strengthen the 
headline. 

Does it take 15 
minutes — 10 minutes 
— 5 minutes? How 
long? 


mean a lot of learning and 


and details are yours for the 


But you're safe in the growing Greenville- 
Washington Market. Thirty Colleges and Uni- 
versities and more than 350,000 students 


power in this market dominated by WITN 
and WNCT. Consider that educated idea when 
you're planning your next campaign. Avails 


A Little Learning is 
a Dangerous Thing 


a lot of buying 


asking. 


CHANNEL 9 


WNCT 


GREENVILLE, W. C. 
Cas + ABC 


oa 


o 


Washington, N. C. 


“ONE OF THE TOP 100 MARKETS” 
y Well over 1,000,000 Population — Set Count 200,000 
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Advertising Age, November 7, 1960 


Agency Management, Accounting Execs at AA Seminar 


Cuicaco, Nov. 1—With more and 
more services being asked for by 
clients, and with salaries constant- 
ly moving upward, closer and more 
effective cost control is essential in 
advertising agency operation, the 
second annual Advertising Agency 
Management Workshop was told 
last week. 

The workshop, conducted for 
ADVERTISING AGE by the staff of Ira 
Rubel & Co. and five agency finan- | 
cial and management executives, | 
was told by Mr. Rubel that fees | 
are becoming an increasingly im- | 
portant part of agency income. 

While the commission system | 
will undoubtedly continue, he said, | 
provision of new services has made | 
it essential to collect additional | 

} 
| 


fees in many cases, so that, as a 
percentage of total income, fees 
have increased from 3 to 12 times | 
since 1956. Taking all agencies to- | 
gether, fees now account for about 
24% of agency income (not bill- | 
ing), whereas in 1956 they were | 
only about 84%%. Even among | 
large agencies, where fees have | 
traditionally been unimportant in | 
relation to income from commis- | 
sions, they now run about 12% of | 
agency income, Mr. Rubel said. 

The group of agency principals, 
managers and controllers spent 
two full days in intimate discus- | 
sion of fiscal and management 
problems, covering such matters as 
services and charges, unprofitable 
accounts, ownership transference, 
mechanization of accounting and 
other procedures, cost accounting, 
and capital stock problems. # 


| 


1, DISCUSS AGENCY MANAGEMENT—AI- 
most 80 agency principals, treas- 
urers, comptrollers and _ others 
attended the second annual Adver- 
tising Agency Management Work- 
shop conducted by Ira Rubel & Co. 
for Advertising Age. The two-day 
seminar was held Oct. 27-28 in 
Chicago, with much of the time be- 
ing spent in small work-and-study 
groups. Included at the head of the 
table in this group are faculty 
members Raymond L. Sachs, con- 
troller, Campbell-Mithun, Minne- 
apolis; Ira W. Rubel, senior part- 
ner, Ira Rubel & Co., who con- 
ducted the workshop; and Wesley 
Aves, president, Aves, Shaw & 
Ring, Grand Rapids, Mich. 


2. WORKING ON PROBLEM—Working 
out a planned problem in agency 
business management at the sem- 
inar. Conducting this session were 
(standing) Fred H. Winter, assist- 
ant treasurer and controller, Ta- 
tham-Laird, Chicago; and Michael 
J. Rich, partner, Ira Rubel & Co. 


3. IT TAKES STUDY—Only the teacher 
—John B. Morris, vp and chair- 
man of the finance committee of 
Norman, Craig & Kummel, New 
York (at head of table)—seems to 
be feeling at ease about the prob- 
lem the agency executives are 
working on. 


4. THOUGHTFUL CONCENTRATION—Her- 
bert Gardner Jr., secretary-treas- 
urer of Gardner Advertising Co., 
St. Louis (fourth from right), con- 
ducted this thoughtful session at 
the agency management workshop. 
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Why so many? Because the fami- 
ly is typical of the Holiday Extra- 
Unit Family-—the family that 
buys the second car, the second 
refrigerator, the second home. 
And, we have found in a new 
study that Holiday families buy 
twice in nine significant areas: 
AUTOMOBILES: 49.5% of Holi- 
day families own two or more. 


. 


WE COUNT 18 CUSTOMERS IN THIS P 


REFRIGERATORS: 38% own two 
or more—or a separate freezer. 
HOMES: 25% own or regularly 
rent a second home. LIFE IN- 
SURANCE: 68% hold two or more 
policies. TELEPHONES: 48% 
have two or more. PHONO- 
GRAPHS: 28% own two or more. 
TELEVISION: 25% own two or 
more. CAMERAS: 59% own two 


or more still cameras. TRIPS: 
61% take two or more pleasure 
trips a year. 

Holiday Extra-Unit Families are 
leaders of a new consumer elite. 
They are the families that will- 
ingly spend above the level of 
necessity for products and ser- 
vices that mean better living. 
Multiple ownership is becoming a 


ak . 2 . 
ICTURE 


new yardstick of selective selling 
because it represents exceptional 
buying action. Holiday’s more 
than 900,000 Extra-Unit Families 
are today’s most exciting market- 
ing opportunity. For a full report 
on the new Extra-Unit Study, con- 
tact your nearest Holiday office. 
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Muir Forms New Merritt 
for Live, Film Programs 
E. Roger Muir, formerly an ex- 


ecutive producer of children’s | 


shows for NBC-TV, has formed 
New Merritt Enterprises, 500 Fifth 
Ave., New York, to produce film 


BIGGEST Fy < 
APRON::0/2.. 


FREE SAMPLE 


World’s great- 
est premium... 
PLASTIC 
HOSTESS 
APRONS... ¥& ‘ 

for only 64%¢ > ier 
each ...in 

quantity! EXTRA-LARGE size. Very 
attractive. For free-give-aways, tie- 
ins, store-openings, etc. Write for 
free sample. No obligation. 


L & M COMPANY, Dept. PG17 
415 N. 8th St., St. Louis 1, Mo. 


the theater. Mr. Muir, who pro- 
duced “Howdy Doody Show,” 
“Shari Lewis Show” and “Concen- 
at NBC, will 


| tration” 


and live shows for television and 


serve as 


| president. Nick Nicholson, former | 


|producer, actor and arranger for 
|'NBC, has been named vp and 
treasurer of New Merritt. 

First production undertaken by 
the new company is “The Funny 
Manns,” a comedy series of 130 
eight-minute segments. It will be 
produced for American, Japanese, 
Italian, French, Spanish and Ger- 
man consumption. Mr. Muir also 
plans to produce a moppet show, 
two game shows for teen agers 
and a teen-age performance show. 


Gamut Adds Two Accounts 

The new First Federal Savings & 
Loan Assn. of Niagara County, Ni- 
agara Falls, N.Y., has named Gamut 
Advertising, Garden City, L.I., to 
handle its advertising. Gamut also 
has been named to handle adver- 
tising for the Mid-Island Plaza, 
Hicksville, N. Y., shopping center. 
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IMPACT/15 OF 16 TOP NET SHOWS 


KROD-TV pelivers ' 
more metropolitan 


than other El] Paso 
stations combined.* 


KROD-TYV Delivers 
19 out of top 20 
shows in El Paso 

in total homes 
reached.* 


KROD-TYV Leads in 
total homes reached 
in more rated 
quarter-hours 
than other E] Paso 

stations combined.* 


KROD.-TV KVII-TV KOSA-TV 
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Yellowlees Weaver 


THEIR NIGHT—A bsorbed in a copy of the Financial Post during “exec- 

utive night” festivities sponsored by the Toronto chapter. of the 

Assn. of Industrial Advertisers are T. A. Yellowlees, ad and sales 

promotion manager for Canadian GE’s motor and control depart- 

ment; Herbert D. Bissell, marketing vp for Minneapolis-Honeywell, 
and Bud Weaver, ad manager of the Financial. Post. 


Peg Business Paper 
Rates to ‘Influentials’ 
Reached: D’Almaine 


Cuicaco, Nov. 1—Media rates 
should be based not on their total 
circulation but on the degree to 
which they reach the “buying in- 
fluentials,” the decision makers in 
the big companies that account for 
most of the buying power. 

e Media impose heavy penalties on 
their customers by making them 
pay for waste circulation. About 
85% of the circulation of most 
business papers—going to small 
spenders—is relatively sterile. Me- 
dia, instead, should seek to “satu- 
rate” the big buyers. 

e There are “too many” business 
publications anyway. 


= These are the firmly held views 
of Harry D’Almaine, manager of 
marketing plans of Merkle-Korff 
Gear Co. and former sales and 
advertising manager of several 
other manufacturers, who spoke 
at a meeting of the Chicago chap- 
ter of the Assn. of Industrial Ad- 
vertisers last week. 

He based his attack on the tra- 
ditional rate structure on the doc- 
umented fact that in most cases a 
minority of customers account for 
most of a company’s volume and 
that serving small customers, after 
a certain point, is a drain on prof- 


its. He said he believes the famous | 


“85%—15%” 
industry,” 
papers. 


ratio, “universal in 
also applies to business 


@ Where the exact ratio occurs, 


|85% of work produced only 15% 


of the income, Mr: D’Almaine said, 
calling the condition one that can- 
not be tolerated: 

Studying the situation in his 
company, he found that 89% of its 
business comes from only 2.5% of 
its customers. 


s A company can increase its prof- 


its simply by concentrating on the | 


most promising sector of its mar- 
ket, ignoring the others. It can 
eliminate unprofitable customers 
by rejecting them outright or by 
raising the prices “to make them 
pay their way or go away to annoy 
a competitor,” he said. 

Mr. D’Almaine prescribed the 
use of mathematical analysis as 
an eye-opening way to determine 
unprofitable market segments. + 


Air France Sells Tour 


Air France has produced an 
audio-visual tour folder to stimu- 
late would-be travelers to Europe. 
Packaged in the folder is a long- 
playing record narrated by Mau- 
rice Copeland and describing high- 
lights of the 23-day “Starliner 
Jet Tours to Europe” offered by 
Air France and Cartan Travel 
Bureau of Chicago and San Fran- 
cisco. Some 50,000 copies of the 
folder are being produced. They 
will be available free of charge 
from travel agents and Air France 
offices. 


Varig Names Martin 
Lee Martin has been appointed 


advertising and publicity manager | 
|of the international division of Va- 


rig Airlines, New York. Mr. Mar- 
tin joined the Brazilian carrier 
last year to set up its first publicity 
department. 
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Richard Ullman Inc. 

| Peter Frank Organization, New 
| York, has acquired 100% of the 
|stock of Richard H. Ullman Inc., 
radio program distributor. Peter 
| Frank, president, has become pres- 
jident of the Ullman company. 
|Richard H. Ullman will serve as 
| consultant to the company for five 
years. 

| Ullman company’s New York of- 
| fice will become the headquarters; 
| Buffalo, the former main office, 
| will become a branch. Marvin 
| Kempner will continue as exec vp 
/and general sales manager. The 
| Ullman company is sales represent- 
lative for “The Big Sound” and 
|“V.I.P.”, both produced by Stars 
International, radio production 
service owned by the Frank com- 
| pany. 


Petersen Names Three 


Petersen Publishing Co., Los An- 
geles, has appointed Tom Medley 


| Frank Organization Buys 


|named Doris Anderson advertising 
coordinator, both new posts. Mr. 
Medley was formerly advertising 
manager of Hot Rod, and Miss An- 
derson was formerly research as- 
sistant at Dr. Shoi Balaban Dick- 
enson Research. At the same time, 
Don Watkins has joined Peter- 
sen’s advertising sales department. 
Mr. Watkins was formerly a sales 
representative for Cooper Motors, 
distributor of Royal Enfield and 
Yamaha motorcycles. 


| BACON'S wy, 1961 
PUBLICITY CHECKER 


Now with 
perforated and 
gummed revisions 


FOR FAST, EASY 
UP-TO-DATE CHANGES 


THE 
ACCEPTED 
TOOL FOR 
EFFECTIVE 
; PUBLICITY 
HANDLING 
The Standard 
rs per a directory for re- 
© Besiecss, Farm, lease lists. New 
Consumer Magazines  Tevision paste- 
© Coded for Type of overs will allow 
Publicity Accepted you to stay 100% 
© Quarterly Revisions up-to-date. Easy 
to use... com- 
plete...accurate. 
ORDER NOW 
FOR 1961 


© 352 pages— 
6-3/4" x 9-3/4" 


SENT ON 
APPROVAL 


$9 500 
with revisions 
Feb., May, August 


BACON’‘S 
CLIPPING 


BUREAU 
14 East Jockson Blvd. 
4, Ilinois 


POWERFUL 


Powerful because 
it produces... 
Produces because 
it delivers the 
LARGEST 
FAMILY 
COVERAGE 
By ANY 


MAINE DAIY 


IPrOWiT LL 


PENOBSCOT COUNTY Leads The State in Population 
Gains. 1960 Census Bureau Preliminary Reports Show 
Penobscot and Aroostook Counties Out in Front. 


Bangor and Northeastern Maine are doing just fine. 

A solid foundation for progress and continued growth has been firmly 
established. This is like money in the bank for merchants, wholesalers, 
and service firms catering to consumer needs in Northern and Eastern 
Maine. 
These untapped sales can be reached most economically only through the 
area's single big advertising medium. 
Daily Circulation Over 75,000 


Bangor Baily News 


Maine's Largest Daily Newspaper 


Represented by Johnson, Kent, 


Gavin, & Sinding. Inc. 


advertising manager and has. 
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“For Homemakers Only” 
That’s our platform...and Family Circle 


is ptling up the votes every month! 


Family Circle promises homemakers plenty 
of useful reading material...a greater ratio 
of service editorial than any other leading 
magazine. This campaign of expanded 


service began very quietly in the Spring. 
Homemakers started making speeches to 


each other about Family Circle, and they've 
given the magazine their enthusiastic 
endorsement. At supermarket checkouts in 
every state, homemakers in unprecedented 
numbers are casting their votes for Family 
Circle Magazine. Let’s look at the record... 


homemakers 


party 


(advertisers 
can join) 


Sept. 1960 
1,265,000* 
ahead of Sept. '59 


May 1960 
124,000 


ahead of May '59 


June 1960 
977,000 


ahead of June '59 


Oct. 1960 
692,000* 
ahead of Oct. '59 


*Publisher’s Estimate 


July 1960 
526,000* 
ahead of July '59 


Aug. 1960 
264,000* 
ahead of Aug. '59 


We're beating last year’s circulation by a jn — 


Yen ways te say “Ro” to 0 child 


Family Circle circulation 
for 1960 far exceeds 
the 5,000,000 rate base 


Dec. 1960 


6,300,000 


Publisher's Forecast 


Nov. 1960 


6,000,000 


Publisher's Forecast 


For Homemakers Only... 
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At the AIR FORCE SHOW 
_..or ANYWHERE 


ia eee 


Of all the folks you see 
from ABC Cincinnati... 


CINCINNATI 


POST 


IMES-STAR 


*B. L. Schapker Market Research 


Total ABC circulation, the largest 
daily in Cincinnati history . . . 
273,148 


The Newspaper that 
e ; Spends the Evening 
Ps oe aaa with Almost 

1,000,000 Readers 


‘ ROBERT K. CHANDLER 
Manager,General Advertising Department 
* 


Represented by 
The General Advertising Department 
SCRIPPS-HOWARD Newspapers 


# | Triple spotting at station breaks 


Audiences Resent 


‘Profusion of Ads 


on Air: Matthews 


Dautias, Nov. 1—William E. 
Matthews, Young & Rubicam vp, 
last week called for an end to over- 
commercialization in radio and tv 


and to dependence on quantity 
ratings as the ultimate guide to| 
broadcast buying. 

Mr: Maithews, a longtime cru- 
sader against triple spotting and) 
other commercial excesses, | 
charged the industry with ignoring | 
its own rules for commercial re- | 
straint in a speech before the) 
Assn. of Broadcast Executives | 
here. 

“Meeting the advertising de-| 
mand, as in tv, or providing | 
enough announcement units to 
secure a profitable revenue, as in 
radio, has often taxed the ingenu- 
ity of station owners beyond the 
|restraints of conscience,” he said. 
“The temptation to squeeze in a 
little here or to pare off a bit of 
network program there for an 
extra local announcement has too 
frequently been more than could 
be resisted. 

“The result has been a profusion 
of advertising resented by the 
viewers and disruptive of good 
programming. There are specifica- 
tions in commission rulings and 
industry codes as to how many 
commercials are allowable per 
broadcast segment. 


s “In all too many instances these 
are less observed than evaded. 


has become quadruple, and with 
closing and opening commercials, 
a sequence of five or six an- 
nouncements is fired at the audi- 
ence without explanation or 
apology. Several shorter spots— 
ID’s and 20-seconds—crowded to- 
gether in the time appropriate for 
|one or two longer advertisements 
| become a confused competition for 
attention, destroying the value of 
all. 

“This seduction to over-com- 
/mercialization is a real problem 
for both station and advertiser. 
The responsibility is not wholly on 
either, yet each has been suffi- 
ciently guilty of yielding to the 
pressures of the other. 

“After several years of wres- 
tling with triple spotting, I have 
about come to the conclusion that 
there is no solution in the dis- 
cipline of rules and regulations, 


that what is necessary is a drastic 
re-ordering of the broadcast sched- 
ule. The location and length of | 
station breaks should be studied in | 
relation to the total program con-| 
tinuity to determine the most! 
congenial mixture of advertising 
and entertainment possible. 


s “Just as a magazine’s pages are 
laid out in editorial and advertis- 
ing spaces to achieve a_ highly 
pleasing visual interrelation, so it 
should be possible to organize a 
station’s time segments into a} 
| psychologically effective sequence | 
of program and announcement,” | 
| Mr. Matthews said. 

The Y&R executive suggested 
| that revision of the pattern for a 
more acceptable combination of 
|editorial and advertising content 
|should be no problem for radio, 
|which now is going through a 
| period of change. And while there 
|may be difficulties in the case of 
tv, already constricted by the bonds 
of film, the step must be taken 
| there too, he said. 
| Mr. Matthews said the industry 
| was in danger of making ratings a 
| way of life. He cautioned that a 
| rating was “not an exact measure- 
|ment” but was rather “simply the 
index of a sample...let me em- 
phasize that in any situation where 


ae ae or ee 

NEW CHARACTER—Carnation Co. will introduce a pixy little king as the 
central character of a series of new tv commercials for evaporated 
milk. Shown are scenes from the king’s first adventure, “A Royal 
Secret,” which follows the general campaign theme of “The milk you 
can use like cream with half the fat calories.” The commercial was 
created by Carnation’s agency, Erwin Wasey, Ruthrauff & Ryan, and 
animated by Playhouse Pictures. 


Py i... 


the conduct of people is involved, 
there must always be a question 
of what any sampling result actu- 
ally represents.” 

Ratings, which are percentages, 
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kinds of people, they are reaching 
and how deeply and impressively 
those people have been reached, 
Mr. Matthews asserted. + 


AC Spark Plug Launches 
National Radio Spot Push 

A local radio spot campaign 
through 150 stations in 79 cities 
|has been started by AC spark 
plug division of General Motors, 
using Jimmy Durante, Don Wil- 
son, Tex Williams, Ken Carpenter, 
Hal Peary, Gale Gordon and the 
Sportsmen quartet. 

The campaign calls for 12 one- 
minute and five 20-second spot an- 
nouncements, to be rotated through 
an eight-week schedule. It accom- 
panies AC’s nationwide newspaper, 
|magazine and point of purchase 

promotions to make up what AC 
|claims te be the most comprehen- 
| sive spark plug and oil filter selling 
|campaign ever launched by an 
| American manufacturer. A similar 
|radio campaign also is being 
| planned for next spring, according 
to D. P. Brother & Co., AC’s agency. 


| 
Pepsi Bottlers Buy Radio 
Pepsi-Cola Bottlers of West Vir- 
ginia, Maryland and Pennsylvania 
| are sponsoring 10 football and 28 


,ences. For tv, there is more of a/| basketball games of West Virginia 
| problem, but the time has come) University over the “Mountaineer 
|when advertisers must be told not | Network,” a regional hookup of 31 
only how many people, but what | radio stations. 


he continued, should not be pro- | 
jected “to a quantity which then 
in turn is accepted as a real value. 
Yet we do that sort of projection | 
constantly. From the rating we| 
move to the millions we call an 
audience, from which we calculate 
a cost per 1,000, which we then 
compare with a magazine’s cost 
per 1,000 circulation and announce 
that this tv program with its at- 
tendant commercials reaches more 
people and costs less than the 
magazine. 


a “Perhaps it does, and perhaps 
there is no real harm in playing 
such statistical games. It is when 
we make these ratings the ulti- 
mate and controlling measurement 
of the medium that we misuse it 
and mislead ourselves. What we 
have done is most ofteri to reduce 
thereby the entire value of media 
to numbers,” he said. 

Mr. Matthews noted that most 
magazines can tell advertisers 
what kinds of people their sub- 
seribers or readers are, and there- 
by a client knows what market his 
ad is reaching. But there are, he | 
said, few such demographic — 
available for broadcasting; the) 
demand for it will rise as costs and | 
numbers increase. 

Providing such material for radio | 
stations should not be too difficult, 
since radio is becoming a selective 
medium, with individual stations 
seeking to attract specific audi- 


WITV... 12 


| “America’s new economic 
strength lies in the South. 

A proven leader 
is the Jackson 
TV market area.” 


Past President, American 
Muncipal Association 


ALLEN C. 
THOMPSON 


Mayor, Jackson 


Le) 


Serving the Jackson, Miss., Television Market 


‘ 


30.97%, 


Remarkable Rockford . . 


in Remarkable Rockford 


Many factors account for this steady growth of 
. good industrial climate, in- 
ventive genius, skilled workmen, able resident top 


management, reinvestment of profits, and diversifica- 


increase 
in population | 
In last 10 years 


Finest FULL COLOR Facilities 


tion of industry. These and many other factors provide 
a ready market. . . a market with high family income 
(historically ranked about 32nd in nation in per capita 
income). Proof of the buying power lies in the fact 
that Rockford leads Illinois, outside Chicago, 

in retail sales year after year. 


Your best salesmen in this abundant market 
are the sales-producing Rockford newspapers. 


o 
First 
in ILUNOIS 
in 
Population 


ROCKFORD MORNING STAR € Register-Republic 


and 
Sates 
lovteide * 
Chicago) 
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Advertising Age, November 7, 1960 


GM Motorama 
Again Dazzles 
New Yorkers 


(Continued from Page 2) 
alone. 
Campbell-Ewald Co., the Chevy 
agency, is once again handling 
Motorama. 


® The show will hold forth here 
through Nov. 9. It will go to San 
Francisco for a showing Jan. 7-15 
and then to Los Angeles for a Jan. 
28-Feb. 5 run. 

What does this cost GM? Charles 
M. Sievert, New York World Tele- 
gram & Sun columnist, who has 
long followed the automotive scene, 
estimated that the bill for the 
three-city exhibition would begin 
at $5,000,000. 

Motorama Week opened on 
Monday with the traditional GM 
luncheon for some 600 business 
leaders. Frederic G. Donner, chair- 
man, announced then that General 
Motors will make a worldwide in- 
vestment of $1 billion in plant and 
equipment during 1961. 


s This, he said, “demonstrates our 
confidence in our economy and in 
this great industry of ours.” 

Mr. Donner said that this invest- 
ment is predicated on a 7,000,000 
new car year in the U.S. He pre- 
dicted that by 1970, some 16,000,- 
000 passenger cars and 4,000,000 
trucks will be sold in the free 
world—with about 10,500,000 of 
this total sold. outside the U.S. 

The GM chairman noted that 
General Motors’ overseas assets 
increased from $350,000,000 at the 
end of 1949 to $1.35 billion at the 
end of 1959. 


s John F. Gordon, GM’s president, 
defended the annual model change 
at the luncheon. “Neither our in- 
dustry, nor any other industry for 
that matter,” he said, “need apolo- 
gize for dynamic obsolescence. It 
makes a substantial contribution 
to our economy and to our cus- 
tomers.” 

Mr. Gordon said abandonment of 
the annual model change would 
lead to a sharp drop in sales. ““Most 
of our business comes from old 
customers who are repeat buyers,” 
he explained. 

“If we had nothing new to offer, 
these customers would come back 
less frequently. Even a reduced 
price would not tempt them, any 
more than you would be tempted 
to replace your electric razor if 
you were told you could now buy 
it for 80% of the price you origi- 
nally paid.” 

GM also announced this week 
that it will have a seven-acre ex- 
hibit at the world’s fair to be 
staged in New York in 1964. Mr. 
Donner said that this exhibit “will 
rival the fabulous Futurama” GM 
had at the 1940 world’s fair in New 
York. + 


Breast O’ Chicken Tuna 
Advances Hogue, Palmer 
Wesley Palmer, central division 
sales manager of Breast O’ Chicken 
Tuna Inc., has been promoted to 
director of sales, tuna and related 
consumer brands. Preston Hogue, 
in charge of new product develop- 
ment, will also serve as director of 
sales of Purr cat food, William L. 
Diener, marketing vp, announced. 
Mr. Palmer will move to the San 
Diego headquarters from Chicago 
about Nov. 9. Prior to joining 
Breast O’ Chicken 11 years ago, he 
was vp of LaMirada Olive Co., San 
Francisco, for 14 years. Mr. Hogue, 
six-year veteran with the company, 
earlier was in charge of the de- 


velopment and introduction of | 


Purr and eastern division sales 
manager. ? 


Last Minute News Flashes 
Papert, Koenig Named for Wolfschmidt Vodka 


New York, Nov. 4—Papert, Koenig, Lois, which last month got Gen- 
eral Wine & Spirit Co.’s Ronrico rum account, today won the House of 
Seagram subsidiary’s Wolfschmidt vodka from Compton Advertising, 
which got Wolfschmidt a little over a month ago as part of a multi- 
million dollar switch. 


Mead Johnson Sets New Metrecal Drive in Dailies 

New York, Nov. 4—Mead Johnson & Co. will spend $1,200,000 in a 
blockbuster six-week newspaper campaign for Metrecal, its weight 
control product. The drive, scheduled for 480 dailies in 224 markets, 
begins with a full page Nov. 9, to be followed by four 1,000-line in- 
sertions and another full page. Metrecal advertising, handled by Ken- 
yon & Eckhardt, has now soared past the $5,000,600 mark. 


Erickson Heads Filmways; Other Late News 

e Rodney Erickson, former Y&R executive and currently head of his 
own company, Rodney Erickson Enterprises, has been named president 
of Filmways, New York tv commercial producer, which also is acquir- 
ing the Erickson company. Martin Ransohoff, the current president, 
will move up to board chairman. Mr. Erickson (until recently AA’s 
Eye & Ear Man) will concentrate on boosting Filmways’ $6,000,000 
commercials gross by expansion in tv programming and industrial and 
theatrical film production. 


e The Daily Trader, which began publishing operations as a morning 
daily in New York’s Westchester County Sept. 26, has discontinued 
publication. The publisher, Patent Trader Inc., Mt. Kisco, attributed the 
Daily’s demise to lack of advertiser interest. 


e Minute Maid Corp., New York, will go national with “new process” 
Snow Crop frozen orange juice in late December, starting in Philadel- 
phia and Milwaukee. The product has been in New England, New York 
and Omaha since last March. Newspapers will be used in about 100 
markets, spot iv in about 60 and outdoor in a smaller number of cities. 
Kastor, Hilton, Chesley, Clifford & Atherton is the agency. 


e Shulton Inc. will eschew network tv in its pre-holiday series of five 
30-minute filmed teleplays to be seen in 85 markets on “Shulton Holi- 
day Playhouse,” starting Nov. 20. The company is repeating the spot 
buying pattern it was forced to use when network tv would not make 
room for its “Race for Space” documentary earlier this year. The buy- 
ing technique’s success, not pique, was given as the reason. 


e Katz Agency is believed in danger of losing a sizable chunk of its tv 
business if Storer Broadcasting Co. decides to expand its own sales of- 
fices to handle spot sales for its five tv stations, four of which are 
represented by Katz. Present contracts between Katz and Storer expire 
in July. 


e Vogue Rubber Co., Chicago, manufacturer of Vogue tires, has named 
W. B. Geissinger Co., Los Angeles, as its agency, effective immediately. 
National advertising for 1961 is planned in newspapers, Business Week, 
Fortune and the Wall Street Journal. Wade Advertising is the former 
agency. 


e Texas Instruments Inc., Attleboro, Mass., has appointed Horton, 
Church & Goff, Providence, R. I., to handle advertising for its metals 
and controls division, and for M&C Nuclear Inc., a subsidiary. Suther- 
land-Abbott, Boston, previously handled the account. 


e Federal Communications Commission has threatened to revoke the 
license of KWK, St. Louis radio station, for conducting “rigged con- 
tests.” The FCC gave KWK 30 days to show cause why its license 
should not be withdrawn. The charges are in connection with a treas- 
ure hunt contest run by the station. 


e Wesson and Hunt divisions of Hunt Foods & Industries, Los Angeles, 
will “associate in sponsoring” a total of 34 color pages in January is- 
sues of McCall’s and Ladies’ Home Journal. 


e Remington Rand electric shaver, Bridgeport, Conn., a division of 
Sperry Rand Corp., has purchased the remaining one-twelfth sponsor- 
ship of NBC’s election night coverage. The order was placed through 
Young & Rubicam. 


e Two Warner-Lambert Pharmaceutical Co. veterans have resigned: 
Clifford W. Petitt, director of sales of the Hudnut DuBarry division, 
and Thomas J. McEwan, new products marketing director in the same 
division. 

e Simoniz, Chicago, is taking over Union Starch & Refining Co., Co- 
lumbus, Ind. Dancer-Fitzgerald-Sample, the Simoniz agency, will 
handle Union’s Reddi-Starch, which goes into national distribution 
this week. Baer, Kemble & Spicer, Cincinnati, had Reddi-Starch pre- 
viously. 


e Stromberg-Carlson, New York (D’Arcy), will sponsor a weekly 
Newsweek-produced news program immediately following Texaco’s 
Metropolitan Opera broadcasts on a special live hookup of about 106 
radio stations starting Dec. 3. This show will fill out the opera time 
until the next half hour; it is expected to run 10 to 15 minutes. G. H. 
Johnston Inc., which packaged the opera for Texaco and set up that 
lineup of stations, is performing the same function for Stromberg- 
Carlson. 


e Edward H. Weiss & Co., Chicago, has been named by G. Leblanc 
Corp., Paris, France, and Kenosha, Wis., to handle U. S. advertising, | 
effective immediately. Weiss succeeds John R. Little Advertising, Ra- | 
cine, an “interim” agency for Leblanc. Little had taken over the account | 
of the woodwind and brass instrument manufacturer in August from | 
Kenneth B. Butler & Associates, Mendota, III. 


e Palmer, Codella & Associates will change its name to T. N. Palmer 
& Co., effective Nov. 25, and will move its headquarters in New York 
to 660 Madison Ave. 

e Borden’s Ready Diet and General Mills’ Route 900 are the latest en- 


tries in the burgeoning controlled calorie food market. Borden’s prod- | 
uct, a ready-to-use milk-base liquid selling for about 89¢ a quart, a} 


try. Newspapers, radio and tv will be used to support it; Young & Rubi- 
|cam is the agency. General Mills’ entry, a powder for mixing with 
skimmed milk, will be delivered by local dairy route men. A carton 


Advertising, Minneapolis, will handle advertising. 


day’s ration, is in distribution in selected market areas across the coun- 


| containing three days’ supply will retail for about $2.67. Knox-Reeves | 


Merger Makes 
Caples Unit of 
Geyer Agency 


(Continued from Page 1) 
York, and personnel] in all offices 
will be “retained intact,” the agen- 
cy announced. 


s Under the new setup, Caples’ 
president, Ralph N. Hartsing, will 
become exec vp in charge of the 
Caples division and will remain 
in Chicago. The Geyer executive 


B. B. Geyer 


Ralph N. Hartsing 


rostrum will remain the same, 
with B. B. (Pat) Geyer, co-founder 
of the agency, continuing as chair- 
man of the executive committee, 
Sylvester M. Morey as chairman 
of the board of directors, Sam M. 
Ballard as president and Richard 
J. Farricker as exec vp. 

The consolidation is marked by 
“a complete freedom of conflict’ 
between the two account lists, ac- 
cording to Mr. Hartsing. Geyer has 
concentrated on consumer and in- 


tors, Sinclair Refining, McGraw- 
Edison, B. T. Babbitt, Lehn & 


of Travel Agents, Avis Rent-A-Car, 
Union Pacific Railroad, and a pot- 
pourri of travel associations for 


Vienna, Oregon, etc.). 


= The merger announcement re- 
ported that total billings are “ex- 
pected to exceed the $35,000,000 
mark.” In ADVERTISING AGE’s agen- 
cy billings issue, Geyer reported 
1959 billings as $30,000,000, with 
300 employes. Caples’ 1959 billings 
were reported at $7,500,000, with 
approximately 100 employes. 

After the consolidation, a num- 
ber of Caples executives will ac- 
quire new titles. In Chicago, Don- 
ald J. Powers, Caples exec vp, and 
John E. Erickson, senior vp, will 
become senior vps of Geyer. Ralph 
N. Hartsing Jr., Caples vp and 
secretary-treasurer, will become a 
Geyer vp, as will John S. Stilwill 
and Norman J. Phelps, both now 
Caples vps. 

In New York, Gustav Kaiser, 
exec vp, and Joseph A. Tery and 
Frank Bandy Jr., vps, will be- 
come Geyer vps. Vps in charge of 
other Caples and Geyer offices will 
hold the same titles in the com- 
bined agency. 


= The Geyer agency dates back to 
1911, when it was founded in Day- 
ton by the 20-year-old Pat Geyer 
and his father, Charles J. Geyer. 
| Setting up shop in a real estate 
office and hiring a bookkeeper, 
‘they offered advertising services 
| to local business men. Four years 
later they began acquiring nation- 
al accounts, such as Comer Mfg., 
|Dayton Fan & Motor Co. and 
American Products. Later came 
| Delco Light and Frigidaire. 

| By 1933, an eastern office be- 
‘came essential—and was realized 
by buying the Paul L. Cornell Co., 
New York. Two years later, the 


New York and at the same time 


opened a Detroit branch to serve | 


| the Kelvinator account. 
In 1944, it picked up the New| 


dustrial accounts (American Mo- | 


Fink, Underwood Corp.). Caples is | 
particularly strong in transporta- | 
tion and travel (American Society | 


Japan, Scandinavia, South Africa, | 


agency shifted its headquarters to | 
|only handle institutional advertis- 


115 


Dawson. In 1952, it acquired the 
W. Earl Bothwell Co., and in Jan- 
uary, 1959, it merged with Morey, 
Humm & Warwick, increasing the 
agency by about one-third. 


= A number of prominent adver- 
tising men have been associated 
with the Geyer agency, as is evi- 
denced by its various names. From 
Geyer Co., it became (1) Geyer 
Advertising; then (2) Geyer, Cor- 
nell & Newell (the Newell was the 
late H. Wm. (Hike) Newell who ul- 
timately left to become a partner in 
Lennen & Newell); then (3) Gey- 
er, Newell & Ganger (the Ganger 
being Robert M. Ganger who left 
the agency to head P. Lorillard Co. 
and now is chairman of the board 
of D’Arcy); and finally back to (4) 
Geyer Advertising—before it was 
elongated into its present name, 


| (5) Geyer, Morey, Madden & Bal- 


lard in 1959. 

The Morey in the name is Syl- 
vester M. Morey, former Sinclair 
Refining ad director and president 
of Morey, Humm & Warwick when 
it merged with Geyer last year. 


|He is now board chairman of the 


agency. 

The Madden is Edward D. Mad- 
den, who resigned last month as 
vice-chairman of the Geyer board 
to form Wayden Co., advertising 
and marketing consultant (AA, 
Oct. 3). He joined Geyer with the 
Morey, Humm merger. Before that 
he was president of Keyes, Mad- 
den & Jones. 


® The Ballard is Sam M. Ballard, 
who has been president of Geyer 
since 1956, when Mr. Geyer moved 


Sylvester M. Morey 


Sam M. Ballard 


up to the chairmanship and sold 
50% of the agency’s stock to a 
group of 40 employes. 

As for the Caples agency, it was 
founded by Mr. Hartsing and the 
late Ralph C. Caples in Chicago 4n 
1921. Three of the accounts which 
came to the agency in its first year 
are still being served—Union Pa- 
cific, Illinois Central Railroad and 
Seaboard Railway. 

The agency was headed by Mr. 
Caples until his death in 1949, 
when Mr. Hartsing became presi- 
dent. The agency’s New York of- 
fice was opened in 1922, the Oma- 
ha office in 1930, the Los Angeles 
office in 1936, and the Portland 
office in 1956. It now serves nearly 
70 clients, spread over four conti- 
nents. + 


Standard Oil (Ind.) 
Seeks New Agency 


for Institutional Ads 


(Continued from Page 1) 
gle brand of gasoline—American— 
will be marketed by Standard of 
Indiana throughout the U. S. 


® BBDO has handled Standard Oil 
Co. (California) for some years. 
This account was never in conflict 
with Standard of Indiana because 
of separate marketing areas for the 
two companies. Under the new re- 
organization plan, however, the two 
companies definitely will be in 
competition with each other. 

The new agency presumably will 
inherit a considerably larger ac- 
count than what BBDO has been 
handling. The new agency will not 


ing for Standard of Indiana, but al- 
| So institutional ads for American 
| Oil Co., which will be a national 


|'York operation of Tracy-Locke- | advertiser. od 
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Borry 


Cummings 


EASTERN FOUR A’S—In reviewing the position of advertising with industry and govern- 
ment, the eastern Four A’s meeting heard from these speakers: Barton A. Cummings, 
Compton Advertising, who was chairman of the session; D. W. Barry, New York City 
Mission Society; Murray Snyder, Assistant Secretary of Defense for Public Affairs; and 


TV Commercials 
in Rut, Tennant 
Warns Four A's 


(Continued from Page 3) 


Tennant pointed out. He said, 
“Americans are not against the 
idea of selling things, but they are 
against being talked to as though 
they were retarded children. 

“In analyzing the commercials 
that are liked as well as effective, 
I find they all have these things 
in common: They tell their stories 
realistically and believably, with 
a large measure of good humor, 
good taste, and ingenuity, and 
with a refreshing absence of com- 
mercial stereotypes and cliches. 
They also talk to the viewer as 
one adult to another. 


s “Too many commercials today 
go at the viewer as though he 
were somehow obligated to pay 
attention to whatever they want 
to say. That’s a fast way to get a 
viewer’s back up—to demand, 
rather than to ask; to abuse, rath- 
er than disarm. It’s a selfish at- 
titude, and it flies in the face of 
every precept of salesmanship. 

“And yet, so many commercials 
today do just this. The question 
is: Why do they persist? I’m be- 
ginning to believe that part of the 
answer is that they don’t know 
how to do anything else—that the 
world of television commercials 
has developed a list of canned, 
stereotyped selling approaches for 
any given product—a nice, safe 
bunch of formats and dramatic 
situations that can be (and are) 
used over and over again. 

“If there is an answer to 
‘Where do we go from here’?” 
Mr. Tennant suggested, it is “to 
start talking to people in friendly, 
realistic terms they understand, 
respond to and enjoy.” To illus- 
trate his point, Mr. Tennant 
showed his audience a film, “A 
Fresh Point-of-View,” designed to 
help creative people “break out of 
the mold.” 


® Another speaker, Gordon Web- 
ber, vp and director of the tv 
commercial production department 
of Benton & Bowles, urged agen- 
cy managements to adopt a new, 
enlarged concept of the role of 
the producer in the creation of 
tv commercials. Since agencies are 
beginning to realize that good 
commercials demand the same 
freshness and creativity in pro- 
duction that goes into good copy- 
writing, Mr. Webber listed what 
he considered to be the main at- 
tributes of the new agency com- 


mercial producer. Nine requisites | 


for this new “breed of cat,” as 
outlined by Mr. Webber, are: 

1. “He should be an advertising 
man. He understands the market- 
ing and copy objectives of his 
brands.” 

2. “He is imaginative.” 

3. “He is ‘picture minded.’ He 


Snyder Zwingle 


sees and thinks in terms of mov- 
ing scenes and action.” 

4. “He is a film and tv tape 
technician.” 

5. “He knows music, if not as a 
performer, then as an appreciator. 
He understands that imaginative 
scoring can add an extra dimen- 
sion to commercials.” 

6. “He is an administrator, with 
an equal regard for the figures in 
his budget as for the figures that 
turn up in his casting sessions.” 

7. “He is a diplomat.” 

8. “He is a constitutional wor- 
rier. He takes nothing for granted, 
hopes for the best, expects the 
worst.” 

9. “Finally, he has taste—which 
results in that elusive but very 
real thing called style. The best 
commercials have it; the poorer 
ones don’t. Taste makes the dif- 
ference.” 


a Jack Sidebotham, vp of tv art 
and production of Young & Rubi- 
cam, said that some of the best 
commercials never get on the air; 
they never even get to the client, 
because, “for every genius like 
you, there are 20 people less bril- 
liant who wouldn’t know a beauti- 
ful idea if it came in and had 
coffee with them.” 

To get across a hard-to-present 
idea, Mr. Sidebotham recommend- 
ed using film. With film, he said, 
you can get the kind of interest 
for your “beautiful idea” that 
you’d never get from a script or 
a storyboard. 


# On hand to discuss the image of 
advertising, Gail Smith, director 
of tv advertising of General Mo- 
tors Corp., said, “The dull com- 
mercial, the uninteresting minute 
between two interesting acts, the 
hounding repetition of meaning- 
less slogans, the bordering on the 
boundaries of good taste—all of 
these contribute to a bad image of 
our business. 

“Let’s be willing to make cor- 
rections where there are strong 
indications for them and, for good- 
ness sake, let’s get rid of the emo- 
tional ‘pride of authorship’ com- 
plex,” he warned. On the other 
hand, Mr. Smith urged his audi- 
ence not to take a defensive atti- 


tude but to become “our own 
competent critics.” 
Finally, the GM executive 


warned, “A creative person who 
backs off from a good idea because 
he’s afraid of resistance at the top 
is doing himself a grave injustice. 
You are expected to be a driving 
force in building stronger product 
image and creating greater con- 
sumer awareness and desire to 


|purchase. If you do not, some day, 


someone who is willing to fight 
for what he believes will be doing 
|it in your place,” he added. 


® Still another speaker, Stockton 
Helfrich, director of the New York 
code office of the National Assn. of 
Broadcasters, described the main 
areas of concern of his office as 
“those of good taste (or lack of it), 
|derogation of competitors, accura- 


}much in that order.” 


Gamble Ogilvy 


Mr. Helfrich pointed out that the 
difficulty with which his office 
and other industry agencies has to 
contend was “a group of diehards 
concentrated in certain classifica- 
tions of advertising. We do not 
suggest, however, this group is 
either characteristic of such classi- 
fications nor for that matter limi- 
ted to them. Rather, we suggest 
that certain proprietary advertis- 
ing and personal product advertis- 
ing risk offense to good taste. They 
elicit charges of bad taste wher- 
ever copy approaches to them are 
cynical and favor taking exception 
to the good taste rule because it 
seems doing so can ‘pay off’,” he 
concluded. 


s Ata panel discussion headed by 
film and tv tape company execu- 
tives, Martin Ransohoff, president 
of Filmways, told the agency pro- 
ducers that they must decide 
whether they want more creative 
work by the production companies 
or lower prices. He pointed out 
that an agency head had advised 
him to increase his staff of crea- 
tive personnel. Mr. Ransohoff said 
he took the advice, but nine months 
later that agency turned down his 
bid to film a commercial, because 
his price was too high. “In order 
to provide services, we can’t al- 
ways bid competitively,” he ex- 
plained. 

Bert Lawrence, president of 
B. L. Associates, said it was a 
shame when a film production 
company turned into a service or- 
ganization. Many times an agency 
spends two or three months de- 
veloping an idea, he explained, and 
only after it has client approval 
and has the commercial in com- 
plete storyboard form, does the 
agency come to the producer. When 
possible, the producer should be 
brought in at the beginning, he 
suggested. 


s Stephen Elliot, president of El- 
liot, Unger & Elliot, put it this 
way: “If an agency producer comes 
to us with enthusiasm and knowl- 
edge of his client, he will help us 
do a better job. If he can set a 
little fire going under our tail, he 


is our friend.” 


ance, according to Jerry Kleppel, | 
vp of MPO Television Films. “He | 
is the only one who should be at 
the daily screenings,” Mr. Kleppel | 
said. “Copywriters and artists | 
don’t appreciate what is being 
done.” 


s The only representative of a 
tape company on the panel, John 
Lanign, vp of Videotape Center, 
said that tape’s advantage of offer- 
ing immediate replay can turn into 
a disadvantage for the production 
company. Agencies sometimes 


make radical revisions as a result, 
|changing the commercial com- 
| pletely from the storyboard stage. 
Because of this, a job often takes | 
| 10 hours where it should take five 
or six, he pointed out. He asked 


agency producers to work with the | 
jcy and substantiation—pretty | tape companies toward a solution | publications 


| to this time bottleneck. + 


The tv commercial producer is | jj 
the only person at the agency to| 3 
give the production company guid-| § 


Strouse 


Rheinstrom Bond 


J. W. Zwingle, vp, Cornell University. Admen attending the meeting were Frederic R. 
Gamble, president, Four A’s; David Ogilvy, Ogilvy, Benson & Mather; Norman Strouse 
and Charles Rheinstrom, J. Walter Thompson Co.; and Edward L. Bond, Young & Ru- 
bicam, who was chairman of the account management meeting. 


McGraw-Hill Gears Operations to 


Growth Industries, 


Boston, Nov. 1—The past, pres- 
ent and future publishing opera- 
tions of McGraw-Hill Publishing 
Co. were outlined here over the 
weekend by Harry L. Waddell, 
exec vp. 

Speaking before the Boston Se- 
curity Analysts Society, Mr. Wad- 
dell traced the growth of his com- 
pany from its formation more than 
40 years ago to the present. 

He attributed much of the com- 
pany’s gains—particularly in the 
publications division—to a policy 
of early entrance into booming 
industrial fields. 

“By any measure, our publica- 
tions grow and thrive as industry 
thrives,” said Mr. Waddell. “There- 
fore it is important for us to be 
alert to enter growth fields, so 
that as these industries emerge 
into large commercial importance 
we are already well established in 
them.” 


e Mr. Waddell warned that cir- 
culation is not the principal mea- 
sure of success in the industrial 
publication field. He said that pub- 
lications with a limited, “selective” 
circulation can command higher 
rates from advertisers. McGraw- 
Hill, which turns down about 22,- 
000 subscriptions a year for its 
specialized publications, can get 
from $10 to $30 per 1,000 for cir- 
culation, as against about $4.50 
for magazines like Life and The 
Saturday Evening Post. 


# Citing the “dual influences” of 
new publications and expansion of 
older publications on circulation 
and ad revenue, Mr. Waddell dis- 
played charts tracing the com- 
pany’s growth in the 1950s. 

One chart indicated that from 
1950 to 1959, new publications 


tie ipa! 


See age ans os oy aS 


PUBLICATIONS 


RY NEW 


aS me ee 


Pe 


ree 
GROWTHMANSHIP—T his chart tracing 
the growth of McGraw-Hill Pub- 
lishing Co.’s ad income over the 
past ten years was used to illus- 
trate Mr. Waddell’s talk. 


added about 200,000 subscribers to 


total circulation of McGraw-Hill | 
publications, and about $6,000,000) 


to total advertising income. 
He said that while established 
accounted for the 


| greater proportion of expansion 


Waddell Says 


over the last decade, new ventures 
launched in that period will be- 
come increasingly important in 
the 1960s. “And unless we acquire 
a large and well established pub- 
lishing enterprise in the next dec- 
ade, the impact of our innovations 
made during the 1960s will be felt 
most importantly in the 1970s. 
There is a long lead time in our 
periodical publishing field,” he 
said. 


=e Mr. Waddell said _ periodical 
publishing is not without its un- 
solved problems. Competition from 
free circulation publications and 
“alarming increases” in postal 
rates, he said, are two major ex- 
amples. 

He said to compete against free 
circulation competitors, McGraw- 
Hill must put out “intrinsically 
higher quality publications” and 
maintain a strong sales organiza- 
tion to push subscriptions. “We 
believe strongly that a money 
transaction is the best way to 
identify those men who actually 
intend to read a publication,” he 
said. “But most business publish- 
ers have no such sales organiza- 
tions. In effect, their distribution 
mechanism stops where our sales 
effort begins—with a prospect 
list.” 


# On increased postal rates, Mr. 
Waddell said his company’s postal 
bill for its publications division has 
jumped nearly 44% since 1958. 
“Furthermore, the Post Office 
Department is pressing for even 
further increases. At the same 
time, with fewer and fewer trains 
running, it’s a challenge to us in 
our scheduling and traffic opera- 
tions to maintain service to sub- 
scribers.” # 


Oregon Supreme Court Holds 

Obscenity Law Constitutional 
Oregon’s state supreme court, 

|\Salem, has ruled that the state’s 


§ |96-year-old law banning sale or 


|distribution of obscene matter is 
constitutional, thus reversing a 
Lane County circuit court ruling 
in a case involving William Jack- 
son, a bookseller. The case now 
goes back to Lane County for trial 
on its merits. The law bans the 
publication, sale, distribution or 
showing of “any articles or instru- 


j|ment of indecent or immoral use, 


jor any obscene or indecent book, 
paper, writing, printed matter, pic- 
ture, drawing, photograph or en- 
graving.” 


Dedicate Reference Library 

The Advertising Federation of 
America-Advertising Club of New 
York Reference Library was dedi- 
cated Oct. 21 at AFA headquar- 
ters, 655 Madison Ave. It contains 
|more than 700 volumes in 60 mar- 
|keting and advertising classifica- 
| tions. 
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Is this a Generation of Swipers? No, says KeE 


It’s true that the tired old advertising stereotypes are still around... . 
the bottle-and-glass technique, the giant automobile tire, and dozens 
of other advertising cliches. 

But think, instead, of the other kind of advertising—the exciting 
kind. Even in the industries where you expect it least, you come across 
advertisements that burst through the reader’s polite apathy like a 
loud laugh in the library. This is the reward for being different. 


In the Kenyon & Eckhardt Book of Creative Standards, there’s a 
section on the evils of “The Sheep Instinct.” It offers the research 
evidence (if any is needed) that “the public’s eyes get glazed when they 
see the advertising stereotypes. 

“People may love advertisements, but they don’t like to be bored,” 
the book continues. “Remember that originality is not a luxury in 
advertising; it is a prime ingredient of success.” 


One of a series based upon the Kenyon & Eckhardt Book of Creative Standards. 
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Picture of Advertising’s Future 
Dim; Public Attitude on Ads Low 


(Continued from Page 1) 
ing, with McCann-Erickson serving 
as @ volunteer agency and doing 
the creative work. 

Other plans were to await eval- 
uation by Hill & Knowlton, which 
was engaged (1) because Four A’s 
headquarters people aren’t public 
relations experts, and (2) because 
agency pr people lack objectivity 
required for a comprehensive 
analysis of the problem. 

The Hill & Knowlton effort will 
relate to the public relations of ad- 
vertising, and to the public rela- 
tions of the agency business only 
insofar as they are a vital part of 
the whole advertising business. 


s Otherwise, the Four A’s heard 
the highlights of a study by Uni- 
versal Marketing Research, a Pol- 
itz affiliate. It was an experimen- 
tal study of public attitudes toward 
advertising, and as outlined by 
Hugh Hardy, UMR director, it 
contains such findings as: 


1. More than half the people are 
generally favorable to advertising, 
although about a quarter are “half 
and half” and 17% are unfavor- 
able. 


2. As a rough rule, the better 
educated people tend to have a less 
favorable attitude, with the small- 
est bloc of those favorable to ad- 
vertising consisting of people with 
educations “beyond college,” and a 
much higher unfavorable bloc in 
this group, where it runs around a 
third. 


3. Older people tend to like ad- 
vertising, less, and more hold “no 
opinion.” 


4. Less than a third of the peo- 
ple claim to have seen false or 
misleading advertising, but the 
percentage rises with education, 
and a significant group of younger 
people in the 18-24 age bloc had 
misgivings about believability. 


5. The misleading advertising 
seems to be largely a broadcast 
problem—television accounted for 
about 26 times as many incidents 
as did any other medium, except 
radio, which had half television’s 
mentions but 13- times those of 
other media. 


6. Identification of disliked ad- 
vertising was low—respondents 
often couldn’t name the classifica- 
tion, and brand identification was 
much lower than classification. 


es J. L. Zwingle, vp of Cornell 
University, told the admen that he 
appreciated the public services of 
the agency business, and went on 
to say that the importance of por- 
traying the client’s products ac- 
curately was taken for granted. He 
then went on to say that “I do not 
need to report my weariness of 
having everything advertised as 
the best of whatever commodity; 
or my distaste for the idea that 
owning one object or another, 
whether for comfort, for intoxica- 
tion, or for the simple inflation of 


the ego, can actually result in any- | 


thing of fundamental benefit to 
the human spirit.” 


® Murray Snyder, Assistant Sec- 
retary of Defense for Public Af- 
fairs, said that 
complaints against the advertising 
community are few and trivial 
compared with the obligation it 
owes the industry for strengthen- 
ing the American economy.” He 
praised its support of public serv- 
ice projects. 

Dr. David W. Barry, executive 
director of the New York City 
Mission Society, mentioned sober- 
ly the fact that advertising uses 
sex and prestige, and advertises 
tobacco and liquor, and suggested 
working out an ethic similar to 


“this country’s | 


that of the legal profession. 

Barton A. Cummings, president 
of Compton Advertising, presided 
at the session. 


a In the conference account man- 
agement session, a panel of James 
C. Douglass, administrative vp of 
Ted Bates & Co.; J. R. Van Arsdale, 
senior vp of Rumrill Co., Rochester; 
Thomas R. Vohs, exec vp of Chir- 
urg & Cairns; Frank C. Weber, of 
D’Arcy Advertising Co.; and Ed- 
ward L. Bond, senior vp of Young 
& Rubicam, as chairman, dealt 
with a series of problems which | 
might arise in the course of agency 
operation. 

The problems were illustrated 
with slides and solutions, and be- 
tween problem and solution a bit 
of audience participation took 
place, with roving microphone car- 
riers to pick up the views of the 
assembled account men. Samples: 

Problem: A restless client wants 
new copy despite the fact that sales 
are rising and the agency thinks 
the campaign is good. 

Solution: Do the new campaign; 
research it; let him find out the old 
one is better. 

Problem: An advertising manag- 
er is the client, who’s eager for en- 
tertainment. 

Solution: Make it clear to him 
and his management that the agen- 
cy’s investment is in advertising 
procedures to build profit. (Mr. 
Weber said dubiously: “That solu- 
tion is fine—if it works.”’) 

Problem: A client whose account 
is profitable and whose sales are 
fine makes extraordinary demands 
for rush service. 

Solution: Show him how much 
the overtime and rush charges are 
costing him and how much more 
advertising he could buy with bet- 
ter scheduling. 


s Some sample quotes on solu- 
tions: 

Mr. Van Arsdale—‘“About the 
only progress you make in this 
business is through compromise; 
we learn from the client, he learns 
from us.” 

Mr. Douglass—“Yes, I’d say re- 
search is indicated, but it’s always 
a mistake to do research just to 
prove the agency is right.” 

Mr. Weber—“I don’t think 
peaceful coexistence is the pass- 
port to a successful account ex- 
ecutive’s career.” 

Mr. Vohs—“If there’s one thing 
an account executive ought to be, 
it’s a good reporter.” 

Mr. Bond—“If you want to keep 
flying in this business, you’ve got 
to keep flapping your wings.” 

The fastest quip from the .audi- 
ence came from an account execu- 
tive at Mogul Williams & Saylor, 
who advanced a solution for the 
over-demanding client—“‘Take up 
a collection in the creative depart- 
ment and have the client assassi- 
nated.” 


s At intermission and in the back- 
ground of the discussion was a con- 
siderable amount of grumbling 
from some of the younger men in 
the audience, who seemed to find 
the solutions to the problems too| 
pat. + 


Scripto Promotes Latz 


Hayhurst 


Bell Reynolds 


CANADIAN ADMEN—Warren Reynolds, president, Ronalds-Reynolds & 
Co., Toronto, was elected president of the Canadian Assn. of Adver- 
tising Agencies at its annual meeting in Montebello, Que. (AA, Oct. 


31). Shown with him here are W. 


Palmer Hayhurst, F. H. Hayhurst 


Co., Toronto, outgoing president of the group; and Alan Bell of To- 
ronto, general manager of the association. 


FCC Too Slow on 
Decisions, Sen. 
Magnuson Says 


(Continued from Page 2) 

FCC and the complexities of its 
administration, Sen. Magnuson in- 
dicated that some amelioration 
would come in the next session 
of Congress. He said he would in- 
troduce permanent legislation to 
extend the temporary legislation 
that made possible the Kennedy- 
Nixon debates. He thought that 
provision for pre-trial hearings 
would speed up action by the 
commission and noted that the 
Bar Assn. had been asked to re- 
view its regulations. 

But some of the difficulties of 
the commission were also recog- 
nized. Sen. Magnuson said: “This 
is the most complicated commis- 
sion that ever existed.” He added 
that it is almost “the worst housed 
commission in Washington.” 


# Linc Miller, vp of Queen City 
Broadcasting Co., operator of 
KIRO, Seattle, opened the panel 
with a question that took up more 
time than any other question 
raised. Mr. Miller said that he had 
just attended a regional meeting 
of the National Assn. of Broad- 
casters in San Francisco where 
there was read a letter from Sen. 
Ralph Yarborough (D., Tex.), 
chairman of the special watchdog 
subcommittee of the Senate inter- 
state & foreign commerce com- 
mittee. In this letter, broadcasters 
were asked to supply to the sub- 
committee within 24 hours a re- 
port of any complaint by a poli- 
tical candidate or individual with 
respect to any unfair handling of 
political broadcasts. The report 
was to contain also an indication 
how the complaint was handled 
and disposed of. “Do you think the 
witch-hunt is going to subside 


| sémewhat after the election?” Mr. 


Miller asked. 


s Sen. Magnuson said that “li- 
censees are as sensitive as the 


Scripto Inc., Atlanta, has ap- 
|pointed William F. Latz, formerly 
vp in charge of field sales, to vp in | 
charge of planning, advertising and | 
promotion, a new position. J.W. | 
| Brooks continues as coordinator of | 
|sales, advertising and marketing | 
activities. 


| | 
W. Va. Pulp Names Lyon 

Paul W. Lyon, marketing re- 
search manager, has been promot- 
ed to manager of marketing serv- 
ices of West Virginia Pulp & Paper 
Co., New York. 


agencies are around appropriation 
time.” He said the inquiry was 
simple and “all you have to do is 
say we have this complaint, or 
just send them a duplicate of your 
report to the FCC. 

“Let’s be fair,” Sen. Magnuson 
went on, “in some elections there 
has been some discrimination ... 
I could answer Yarborough for all 
of you tonight; I am pretty close 
to politics in Washington state 
and I don’t know of a valid com- 

laint.” 

Pressed again on 


this, Sen. 


Magnuson said, “I do not particu- 
larly like this; it is an irritant.” 
He said the broadcaster need re- 
port only “if you have a complaint 
and I interpret that to mean a 
valid complaint. I have not heard 
of a valid complaint here, but 
there’s a big one going on down 
in Texas, there is one in southern 
Oregon and in Colorado.” Later 
he said, “Mr. Yarborough is 
smarting under some pretty rough 
discrimination down in Texas.” 


s Otto Brandt, vp, King Broad- 
casting Co., Seattle, tossed in the 
comment that, “It’s a matter of 
interpretation; the Yarborough let- 
ter is too broad. A literal inter- 
pretation requires you to report 
complaints from all individuals.” 

Max Bice, manager, KTNT-TV, 
got into programming with the 
comment, “I fail to see any au- 
thority for FCC to encroach on 
programming.” 

On this Sen. Magnuson replied: 
“The Congress and my committee 
turned them around” when FCC 
wanted to get into programming 
and asked $300,000 to set up field 
offices for checking programming. 
The senator added; “No member 
of Congress wants to get into pro- 
gramming; there are some mem- 
bers of FCC who want to.” 


# On commercials, Sen. Magnu- 
son said: “The commission has 
made some noises about the num- 
ber of commercials on stations 
that ought to cause you some 
reai concern. It is my understand- 
ing that they have been playing 
around with some formulas. The 
last I heard was that 14 were all 
right but 16 were too much... I 
understand that they are still 
fumbling around as to what kind 
of rule they should make on this.” 

To this comment, Nick Zapple, 
counsel for the communications 
subcommittee of the Senate in- 
terstate & foreign commerce com- 
mittee nodded, “That’s a sound 
statement.” 

Andrew Haley, Washington, 
D. C., attorney for KING, Seattle, 
and a writer on matters of outer 
space, suggested a new area of 
problems would arise when com- 


ble reception of a Seattle tv station 
in New York—or Moscow. 

Mr. Haley also asked: “In pass- 

| ing on renewal of licenses at the 
peer level, what is the minimum 
amount of time that an am sta- 
| tion should devote to public serv- 
ice?” 
In the discussion Mr. Zapple re- 
| plied: “I know of no special rule. 
What the commission staff has 
| been doing (since the payola hear- 
ings) has been carefully examining 
the promises in the application and 
in the renewal.” + 


munications satelites make possi-| 


Advertising Age, November 7, 1960 


‘Dayton Rogers Mig. 
Asks Publishers for 
15% Agency Discount 


(Continued from Page 3) 
percentage were introduced into 
direct sales, either through our 
sales department, or some direct 
advertising, it would be much more 
effective. 

“I have personally contacted a 
number of publishers, three of 
whom have indicated that they 
would go along with us, passing 
the commission on to us by work- 
ing with them direct. I appreciate 
that two of these three publishers 
are perhaps the ones smaller in 
the business. 

“From our survey, our advertis- 
ing has been just as effective, and 
in some cases more so, than some 
of the so-called leaders in the met- 
al working industry. 

“While at this time we do not 
want to take a definite stand, we 
may do one of two things: Drop 
our advertising space entirely, or 
| deal directly with the publishers if 
such a saving can be introduced.” 


s Mr. Rogers said today that a de- 
|cision on the matter may be 
reached next week when the 1961 
ad budget is discussed. The com- 
pany spends about $15,000 annual- 
ly on advertising, he said. 

Mr. Rogers told ADVERTISING AGE 
he was dissatisfied with the costly 
process of breaking in a new agen- 
cy or account executive on the 
technical aspects of the company’s 
sales presentation, because of a 
heavy turnover of people working 
on the account. 

The company currently lists 
Keystone Advertising as its agency. 
Mr. Rogers declined to reveal 
which publications had agreed to 
rebate a commission to the com- 
pany. + 


Washington Supreme Court 
Rules Against Obscenity Law 

Washington state’s law against 
the sale of obscene literature has 
been ruled unconstitutional by the 
state supreme court. In an opinion 
written by Judge Hugh J. Rosel- 
lini, all members of the high court 
agreed that the state law had to be 
thrown out because of a ruling by 
the U.S. Supreme Court against a 
similar statute enacted by the city 
of Los Angeles. The U. S. Supreme 
Court ruled that the Los Angeles 
statute would tend “to restrict the 
constitutional guarantee of free- 
dom of expression ...... af 

The Oregon state supreme court 
recently ruled that the state’s 96- 
year-old law banning the sale or 
distribution of obscene matter is 
constitutional (see story on Page 
116). 


| Chrysler Names Goodwin 
| Dodge Truck Ad Manager 


Chrysler Corp., Detroit, has 
named Richard L. Goodwin adver- 
tising manag- 
er for Dodge 
trucks. He has 
been ad manag- 
er for De Soto 
automobiles 
since May, 
1955. 

Mr. Goodwin 
joined Chrysler 
in 1948 as ad 
manager of the 
Amplex divi- 
sion. He left 
| - Chrysler in 1952 
| to join Denman & Baker as director 
|of radio and tv advertising, return- 
jing to De Soto in 1955. 


Richard Goodwin 


Belew Joins Beckett Paper 

| David L. Belew has been named 
director of advertising and sales 
promotion of Beckett Paper Co., 
Hamilton, O., effective Dec. 1. Mr. 
Belew has been with Beckett's 
agency, Rowe & Wyman Co., Cin- 
cinnati, for the past six years, most 
recently as vp and secretary. 


we ees See Ma. alee Se a. it es ~ i. |< 2 erin iniammee SPM erin Oa oc, a gS Rie Beye tro a ne Vane eee {So eit in eT Bie Sa Res. Ce Oo eet ys a te de So et 8 ‘lear ae > WR Re Bg 31 Seer 
get gia et it Bee beer nae eres Pil s ‘ se po et ge ye Py ene s ig pe Bee Be At Sih te Ped o-£8 <a eee! Ss ole sie: SS a eee cs os ie es er Sa pt ae PSR os eee anes: os 
Te Se ery 2 & Te NT = 2 iy ; ot - Bae. a ee, See: ee eRe oe fi > Sie oe one en ae or ene aa os spit : ur yc : AAS Kee fee ee Ss tao Wee fore 7 Seo aa ‘anene iss ee ee ani is ee es a ees rer 
ce 
et ee 
bay Pe ; ee 
uate M4 ¢ om ‘ , 
ey a aren “ — 7 
Bae ies! a ag ee vt —- : 
Oe oe 4 > , poet: ‘ ee 
a Pe . “a . ¥ a . a 
: ‘ ‘ tial > ia ge * erie 
oe a a tits see Pte fe ee 
a ee. Beg a pe er a 5 
econ Se ee seater Ly Ye a ~ ee tt SS aa a Bc 
ee | “a ee tie. " Bae ie st E 4 Be ; : ae 
ean oo” Sw” eee. ae “Tee pees Res 
Be uipnadee fic | ae Min “Tees aie Wa ; ae 
Bact = : a, ste ae \ sii : = <a a 
Ses * * y a aa pe eM Boal ae 
es ilies ot * j } Pt. ay 
“ 4 ae er ag vi a, tgy* on, Bs 
. Be ite Bot ‘ er = BP nw 
.. eae fre \ _ . cn e ees . 
“hop Se ae ». naa ‘of. OF 
> awe — : 
ue a ™ - < 
- Se ' i - : : 
eee Se Rie nS Poe 
a ae ee 2 SS ee eae 
- Se ee ee €; —_—. * eA tak ara M ni 
| —:. ... s\_ Saas Bere a 
Pee Wee ee oe : i as ns Pee re SPs RS oe a a 
ap sey a os GIRS eee = te ae ES ees eet 8: op a Sea» nee 
eis oe epee ae aes ae “ee 7 oe Bp Ss it pais oe Tee Het 
ent eae, ee ee oe eee 7 on Sor he ata Sar amaeaes Smeep escent 
ssp gt D ER a lee 3 fol “ios 25 Pe a as aoe rales + ee 
So ae Tee Fem as “* 2 teu pe a oS 
a i 7 ai a aM <.Seeik )~ yemetty SR 
= ge “ oe eee SSA s ee 
eee ce ec. a ae Mii. iy RR sek al rat ee 0.5 ea 
ee Ta ee d ne ) ae rome ae = AS ey oat i a ‘Pace ‘ 
“oc age tee oo ao ee Ne eae ek ye ee 
res ware: ae cy pares cs RGM ym ay ei &: ; 
oe aun alls ee <i tere ae ee etapa ep FF 
Be ea | 5 fy 8 ay fea disn 2 >, Ne wats ais ae 
4 eee es ss Re = are ef % ‘1 Ag a 
F for . Ch eka aye CO Tn ere er, ‘ 
Bete = eae - icniaiaaiat 
Catan athe 
ee 
aes a, "aA ~ 
Sa isi ee 
capa 
ee ; 
re : 
Vs alee chong 
: a | 
— 
3 : 4 
Pee se 
a ce bed aero 
: aoa a 
, ie 
or he mae { 
ea ae ae ) 
eg ein 
Fe ees : 
; ia an - 
ey ae 
R 
wai 
=n one ° 
Jo a ee : 
li eae 
on) eee & 
ie Pee ‘ 
: : 6 ve 
eee 
: _ 
as 
ake Fe Be i i 
MF = Sp ea aed 
rf i~ i 
fF t= 
phi tecec: ee ee 
see a: 
ee te 
: t | 
: i 
oe 
ae 
“ if a 
# rs ie, To hs 


ft 


SWEET MUSIC ON NEWSSTANDS and American Home is calling the tune. Newsstand sales for the 
first half were up a greater percentage than almost any other mass magazine. Check the latest ABC and 
see! How come the bandwagon? Chalk it up to American Home's bold graphic approach, its youthful 
vitality, its wealth of bright ideas on building, decorating, meal-planning and gardening. American 
Home is sweet music for advertisers, too. Every day, more and more are joining the American Home 
hit parade. For the first quarter of ‘61, AD ORDERS ON THE BOOKS ARE UP A THUMPING 34%! 


AMERICAN HOME —A Curtis magazine read by 12,000,000 men and wornen with a consuming interest in the home, 
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dvertising Market Place 


Advertising Age, November 7, 1960 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap lines 


(maximum—two) 30 letters and spaces per line; upper & lower case 40 per line, 
Add two lines for box number. Closing deadline: Copy in written form in Chicago 
office not later than noon, Wednesday 5 days preceding publication date. Pacific 
Coast Representative (Classified only): Classified Departments, Inc., 4041 Marlton 
Ave., Los Angeles, 8. Axminster 2-0287. Closing deadline Los Angeles: Monday noon, 
7 days preceding publication date. Display classified takes card rate of $18.75 per 
column inch, and card discounts on size and frequency apply. 


AVERAGE PAID CIRCULATION FOR 6 MONTHS ENDING JUNE 30,1960 4.9928 


HELP WANTED 


HELP WANTED 


HELP WANTED 


POSITIONS WANTED 


POSITIONS WANTED 


ART DIRECTOR 
Experienced in magazine editorial, also 
promotional literature, consumer and 
trade. Strong administrative ability re- 
quired; also knowledge of art preparation 
for 4-color printing. Fine opportunity 
with large Chicago manufacturer publish- 
ing 7 magazines. Age 30-40. Submit full 
details and salary requirement. 

Box 4256, A TISING AGE 
__ 200 E. Illinois St., Chicago 11, Illinois 


PROMOTIONAL 
COPYWRITER 
Like to produce such things as house 
organs, bulletins, national ads, publicity 
releases, folders, manuals, sales letters— 
even speeches and slide films? 
LOOK Magazine’s Subscription Division 
in Des Moines needs a versatile, hard 
working copywriter—quickly! Rapid ex- 
pansion in our Promotion area means 
big opportunities for the fellow we 
choose. 
Nice city in 250,000 class—new air-condi- 
tioned building—triendly associates—ideal 
career setup. 
Prefer man in 22-30 bracket with some 
experience in above mentioned areas. 
Send resume, indicating salary require- 
ments to: 
Agency Promotion Manager 
LOOK 


111 Tenth Street 
Des Moines 4, lowa 


~ MOLENE PERSONNEL SERVICE 


publicity editors 
Gk SUID siiprcsctncutsnsemneinescees copy writers 
artists ...... media ....... production .... sales 


“All is grist which comes to our mill” 
ANdover 83-4424, 105 W. Adams St., Chgo 3 
CREATIVE TALENT 
With solid experience in copy and con- 
tact (semi-industrial, professional and 
service accounts). Promising career with 
progressive agency in St. Louis. Mail 
resume and samples. State income ex- 

pected. 
Box 4282, ADVERTISING AGE 
___200 E. Illinois St., Chicago 11, Illinois 


ART DIRECTOR 
OPPORTUNITY PLUS! 
Fast-moving Rhode Island agency serving 
“get-your-teeth-into-’em” accounts offers 
remuneration that matches ability both 
on the board and in getting the most out 
of people. The only temperament our man 
will have is in inspiring creativity other 
artists didn’t know they had. He's a 
producer himself—both on layout and 
finish. He’s an organizer capable of 
building an art department in pace with 
the swift strides of our agency. The man 
we seek is an opportunist. He’s a talent- 
loaded driver—now either stalled in a 
sluggish agency or he’s mirred under an 
art director he can’t possibly budge. Our 
man will relocate on the shores of beauti- 
ful Narragansett Bay where good housing 
is plentiful at reasonable cost; where the 
cost of living makes sense compared to 
the big metro areas. Our new art director 
will rip out this ad and act. He'll write 
and he'll be ready to grab his hat and 

come talk! 
Box 4259, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


RADIO-TV PRODUCER with writing de- 
sires. Must be willing to re-locate. Heavy 
emphasis on live TV and film. National 
and local accounts. 4-A Midwest agency. 
Salary $7,000-$9,000. 
Box 4284, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
‘ADVERTISING PUBLIC RELATIONS 
& PUBLISHING JOBS AVAILABLE 
Mr. Love 
f. w. BARNHOLDT & Associates 
185 N. Wabash Chicago 1 FR 2-0115 


GIRL ARTIST 206-27. GOOD ORGAN- 
IZER. NEEDED FOR MICHIGAN AVE- 
NUE ADVERTISING DEPARTMENT OF 
LARGE CHICAGO FOOD MANUFAC- 
TURER. LAYOUT, SOME LETTERING. 
MECHANICAL KNOWLEDGE HELPFUL. 
EXCELLENT WORKING CONDITIONS. 
Box 4285, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


‘Two 


EXCEPTIONAL 


COPYWRITERS 


We want two good creative men to join 


our group. 


These men will be able to write excep- 
tionally well and be able to prove it. They 
will have most of their career still ahead of 
them. They’ll be self-starters in the lonely 
process of creation, yet able to work well 
on a team that sets outstanding advertising 


as the total goal. 


One man must have a strong background 
in insurance either in a home office ad de- 
partment or as an agency copywriter. 

The other will need the ability to write on 
industrial and automotive products. 

Both writers must .be versatile enough to 
produce on a wide range of consumer and 


industrial accounts. 


(If we now have a recent resume of yours, 
sit tight. It will be considered when we be- 


gin interviewing. ) 


WRITE—DON'T PHONE—TO: 


Creative Director 


Roche, Rickerd & Cleary, Inc. 
135 South LaSalle Street 


Chicago 3, Illinois 


PUBLICITY WRITER. Well-established 
trade association in the building industry 
needs young man to write newspaper 
releases and prepare magazine articles. 
Also to assist in program to train con- 
tractors in modern. selling methods. 
Salary up to $8,000 to start plus fringe 
benefits. Must be good speaker and 
willing to travel at least 20 per cent of 


the time. 
Box ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


WE NEED: Part-full time man with N.Y. 
retail, consumer contacts to sell space. 
WE HAVE: New magazine with excellent 
issue acceptance; strong story; top com- 
missions; potential partnership. Write 
Cliff Dweller, 125 Riverside Drive, New 
York 24, N.Y. 


EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 
Publishers Employment 
469 E. Ohio St., Chicago Su 17-2255 


PRODUCTION & TRAFFIC 
COORDINATOR 
A national manufacturing company head- 
quartered in Chicago seeks a young man 
or woman, preferably with ad agency 
experience, to co-ordinate the production 
schedules of its design, advertising and 
public relations departments. Will handle 
contacts with suppliers and work closely 
with accounting department on costs. 
Responsible for getting copy and art 
work checked and approved and running 
a traffic control board. Write, stating age, 


education, experience and salary re- 
oe “y replies confidential. 
ADVERTISING AGE 


00m "tlinois St., Chicago 11, Illinois 


MEDIA BUYER 

Here is a real opportunity for a young 
man experienced in TV time buying. 
Experience in print buying will be help- 
ful but not necessary. Send complete 
resume including salary requirements to 
Jack Schroeder, Wade Advertising, Inc., 
20 North Wacker Drive, Chicago 6, Illi- 
nois. Phone applicants will not be con- 
sidered. 


POSITIONS WANTED 
YOUNG-CREATIVE “PRO” 
All-around “AD-TV GAL” with diversi- 
fied agency, television, and public rela- 
tions experience seeks post with growing, 
active firm who can use talents in all 
phases of ad and commercial television 
planning and .production. CHICAGO or 

LOS ANGELES. 
Box 4288, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


OLD MAN of 53 seeks creative job. “Not 
worried about retirement plan. Just wants 
to write copy that sparkles and con- 
vinces. Thirty years in public relations, 
advertising, editorial fields. Directed cam- 
paigns that defeated [linois gas-tax 
subsidy proposals, 1957-1959. Now editor- 
ial director pr agency. Write 
Box 4289; ADVERTISING AGE 
__ 200 E. Illinois St., Chicago 11, Illinois 
“ARTIST-ART DIRECTOR 
I offer 12 yrs agency ex./pro layouts/re- 
touching ability/& for zest, light car- 
toons. Give me good people to work 
with/creative challenge/a good city for 
my family/& ... some money. Can we 
deal? 
Box 4290, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 


FREE LANCE PUBLIC RELATIONS 
Seasoned newspaperman offers taste and 
economy for Chicago clients. 

PRESS DIRECTIONS, Room 1914, 343 8. 
Dearborn St., P. O. Box 1350, Chicago 90. 


BRAND PRODUCT MANAGER 
Top creative adv-marketing exec. 13 yrs. 
exp. Versatile, dynamic, Ph.D cand. 36, 
married. Box 2935 Grand Cent. Sta., New 
York 17, N.Y. 


HARD HITTING AND SUCCESSFUL 
Space Salesman. Past history of produc- 
ing big billings. Salary or Comm. East 


Box 4094, ADVERTISING AGE 
630 Third Ave., New York 17, New York 
FREE LANCE 
LAYOUT & PRODUCTION 

Do you need expert assistance in produc- 
ing your booklets, ads, packages and other 
printed matter ... or TV Commercials. 
Contact— 

T. J. McLoughlin MI 2-3655 

619 N. Michigan Ave., Chicago 11, Il. 


SALESMAN-EDITOR 
Nine years construction trade papers 
experience in sales, editorial, research, 
catalog management. Last 3 years inten- 
sive sales-editorial work establishing new 
publication. Minimum $12,000 + in trade 
or consumer field in Chicago area. 
Box 4270, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


HARD SELL MAN WITH NO GALOSHES 


SEEKS WARM CLIMATE 
Adv., mdse. & prom. exp. for consumer 
& wholesale soft goods. Dept. store mgr., 
small chain supervision. comm. & coop. 
promotions. age 43. 
Box 4291, ADVERTISING AGE 
200 E. Dllinois St., Chicago 11, Illinois 


ASST. TO AGENCY HEAD 
IN CHICAGO AREA 
Female. Presently industrial adv. mgr. 
Could be valuable, versatile admin. asst. 
M.B.A. candidate. Now earning $7,200. 
Box 4292, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Tilinois — 


YOUNG IDEA MAN FOR P.R. WORK» 
Knows food field. Writes articles, re- 
leases, ad copy. Now editing food mag. 
U. grad. 

Box 4293, ADVERTISING AGE 
___ 200 E. Mlinois St., Chicago 11, Illinois 


~ COMPANY COMMUNICATIONS MAN 

Can handle house organ, manuals, slide 

films, publicity. Exp. photog. Un. grad. 
Box 4294, ADVERTISING AGE 


__200E E. Illinois St., Chicago 11, Illinois 


~~ ADV. & PROMOTION EXECUTIVE 
15 yrs. depth exp. all phases, all media, 
ad dept. and agency. Top copy. Strong 
organizer. Most familiar with packaged 
goods, media promotion, boating, build- 
ing. 36; personable; 100% sales-minded. 

Box 4296, ADVERTISING AGE 

630 Third Ave., New York 17, New York 


FREE LANCE COPY SERVICE 
Experienced adyertising man is looking 
for tough copy assignments and can offer 
a sound experience that will probably be 
of real help. Will you grant him an 
interview? Chicago area. 

Box 4295, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


COPYWRITER 
Agency-mfg. exp. Seeks adv. asst. pos. 
Layout, prod., P.R. Chicago area 
Box 4301, ADVERTISING AGE 
200 E. Illinois St., Chicago 4, Illinois 


SPACE SALES DOCTOR 
5 yrs. heavy exp. trade and consumer 
books. Some TV, radio. Lots of Drive, 
Personality, Ideas, Marketing Know-how. 
38; travel; relocate. 
Box 4300, ADVERTISING AGE 
630 Third Ave., New York 17, New York 


COPY WRITER—Los Angeles 
13 years agency exper., industrial & con- 
sumer. Newspaper, magazine campaigns; 
collateral; some TV-radio & PR writing. 
Top refs. reasonable salary. Available 
Nov. 15 

Box 27R 863, ADVERTISING AGE 

4041 Marlton Ave., Los Angeles 8, Calif. 

BUSINESS OPPORTUNITIES 
English Advertising Agency wishes to 
contact New York Agency with the pos- 
sible object of looking after English ad- 
vertising in America and American ad- 
vertising in England. Reply 

Box 4276, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

CAPITAL TO INVEST, TRADE PUBL. 

Buy part interest now or all gradually. 
Age 27, experienced. Prefer East. 

Box 4107, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

TRADE PUBLICATIONS 

Responsible, serious buyers seek estab- 
lished publications. Thinking of selling? 
Write in confidence. C. . Feinberg, 
Publications Broker, Box 1036, Newark, 
N.J. 


Program executive, heavy experience as 
Producer, presently with leading New 
York TV station, starting independent 
TV production unit, desires exchange 
office space in advertising agency for 
services on agency’s TV accounts. Write 

Box 4297, ADVERTISING AGE 
630 Third Ave., New York 17, New York 

MISCELLANEOUS 
FIFTH AVENUE & 42ND STREET 

Partitioned space available in private of- 
fice. Furnished. Air-conditioned. Share 
Secretary. Ideal for Adv. or Mfg. Sales 
Rep. Reasonable. LOngacre 4-7180. 


~~ “‘PHINK! FIT ADV. SCRATCH PADS — 
into your promotion or show plans, write 
for price list (commissionable): Progress 
Print, Inc. 204 Richmond, Appieten, Wis. 


TYPOGRAPHY WANTED 
Also offset platemaking, printing in ex- 
change for advertising in quality graphic 
arts magazine. Chicago location. Make 
your “down time” really pay off. 
Box 4298, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SAN FRANCISCO AD AGENCY 
CAN REPRESENT YOU IN CALIF. 
We are staffed and prepared to rep- 
resent out-of-state advertising agen- 
cies or advertisers in San Francisco 
and California. For Details: 

h Pedott Advertisi 


AVAILABLE—CREATIVE 
MARKETING EXECUTIVE 
Young (34) six years with major soap mfg. 
Currently with top U.S. agency in Canada. 
Strong background in all phases of mar- 
keting, national and international, as sen- 
ior brands manager and account executive, 
toiletries, soap and food. U.S. citizen, de- 

gree, oo references, resume on request. 
x 462, Advertising Age 
200 Hi ‘illinois St., Chicago 11, Hl. 


PUBLIC 
RELATIONS 
MAN 


Excellent opportunity with rap- 
idly expanding Research & De- 
velopment company in the 
propulsion field located in Met- 
ropolitan New York area: 


Must be capable of creating 
interesting articles reflecting 
companies growth and scientific 
progress from raw basic tech- 
nical data for the business and 
finanical publications, scientific 
journals and trade publications. 
Should have established contacts 
with above media. 


Will also be responsible for 
preparation of company bro- 
chures, corporate reports, ete. 


Send detailed resume including 
experience & salary requirement. 


Box 463, Advertising Age 


630 Third Avenue 
New York 17, N.Y. 


Suite 512, 693 Mission Street 
Francisco 5, California 


ADV. PROM. A.E. 


Sales Promotion contact man or designer 
with his own accounts. We are a top- 
flight sales promotion agency with top 
accounts, sturdy financially and growing 
To the right man, we offer an excellent 
income and a good chance to become a 
—. Call Mr. Miller for an appoint- 


OYD, DU VALL & — INC. 
145" E Sith St. A 2-2480 


executive with experience in 


print buying. 


The location is New York. 


Top account executive assignment 


in package goods field 


We have a very rewarding opportunity for a dedicated account 


marketing of package goods in the grocery or drug fields. 


The man we seek is probably in his 40’s and raring to make 
the most of this opportunity to supervise an effective, estab- 
lished account team. He must be able to lead a fine creative 
group backed up with meaningful research, astute TV and 


The work is rewarding. Our client, major in his field, is dynamic 
and growing and recognized for the high quality of his products. 


The salary and bonus is commensurate with the responsibility— 
with benefits that include life insurance, major medical, pension 
and profit sharing. As the key executive on a major account, 
you can expect to become a stockholder on convenient terms. 


Please write in full—in the confidence that no checking of any 
kind will be done until we’ve seen each other. 
Box 467, Advertising Age 
630 Third Avenue, New York 17, New York 


depth in the advertising and 
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Advertising Age, November 7, 1960 


TO A TOP BUSINESS MAGAZINE EDITOR 


. or anumber-two man who is ready for the first chair: a major 
industrial magazine has an important career to offer you. We 
need a man who can develop fresh editorial ideas for a manage- 
ment-engineering audience and has experience in directing an 
editorial staff to instrument his plans. If you are a pro, with the 
energy and background to fill the bill, send a resume (in con- 
fidence, of course) of your experience and earnings to 


Box 464, Advertising Age 
200 E. Illinois St., Chicago 11, Illinois 


Our 49th Year 


——— DIRECTOR—establish dept. 
growing mid-west agcy. $10-12,000 
CREATIVE COPYWRITE 
electronic consumer bkgrnd. 9-10,000 
exp 


required—good potential * 10,000 


rod. Mgr 7,000 
MORE—MAIL RESUME 


GLADER CORPORATION 


110 S. Dearborn St., CHICAGO, ILL. 
Phone: CEntral 6-5353 


Luigi's Pizza, Pepsi-Cola 
Launch Tie-In Promotion 

Luigi’s pizza frozen foods divi- 
sion of Luigi’s Restaurants, St. 
Louis, has launched a tie-in pro- 
motion with the Pepsi-Cola bottlers 
of St. Louis. Luigi’s, which has 
distribution in 26 states, is offering 
a free carton of Pepsi with each 


Business 
Vice President 


For New Consumer Magazine 


Know way around production, 
advertising, circulation and fi- 
nancial aspects of the industry. 
Salary open 

Box 465, Advertising Age 
630 Third Ave., New York 17, N.Y. 


A 10 BILLION DOLLAR MARKET 
National monthly newspaper serving more 
than 10,000 discount and self-service store 
owners, executives and buyers is looking 
for space reps. Good proposition. We give 
you leads and plenty of promotional 
material 
For information write to 

MODERN RETAILER 
99 Chauncy Street 
Boston 11, Mass. 


COPYWRITER 


Creative freedom for versatile young 
writer with agency experience. Work 
on radio, TV, print—national and 
regional accounts. We're a rapidly 
growing agency. Excellent opportun- 
ity to grow with us. Salary open. 
Our staff knows of this ad. Send 
resume in confidence to: Box 468, 
ADVERTISING AGE, 200 E. Illinois 
St., Chicago 11, Illinois. 


streamers, 


purchase of three Luigi’s pizzas. 
Pepsi is helping with advertising 
in specially prepared window 
in-store display signs, 
bottle collars, plus using its regu- 
lar radio and tv spots to promote 
“Plan a Pepsi-Pizza Party.” Some 
newspaper advertising will also be 
used. 


The Midwest's 
BIR CH outstanding placement 
i ies service for Adv. + Art & 
Personne ‘onne | allied fields. 
Bs ates a By appointment only 
Service, (aa MADISON ~ SUITE L418 
i CHICAGO 2, Ill. 
nc. Central” 6-5670 


y, 


EXCELLENT UNUSUAL OPPORTUNITY 


For local ambitious man to sell off- 
= positives and letterpress engrav- 
ngs. Opportunity to increase income 
b ny the utilization of your knowledge 
of graphic arts through sales. Lar- 
est reproduction firm in the Middle 
West. 62 year old quality firm offers 
much security and excellent income 
and future for right person in this 
part of the country. Draw against 
commission. JAHN & OLLIER EN- 
GRAVING COMPANY, 817 W. 
Washington Blvd., Phone MO 6- 
7080. 


CONVENTION 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 


DEARBORN 2-1062 
(0? WORTH LASALLE GTRESY. CricaAGo 1. KLINOIS 


PUBLICITY 


COMMERCIAL 
INDUSTRIAL 


OUTDOOR 
ADVERTISING SALES 


Expanding Midwest outdoor ad- 
vertising firm, one of the largest 
in its field, needs two representa- 
tives. This is in addition to its 
present sales staff. Excellent op- 
portunity with exclusive terri- 
tories in Ohio and Indiana. Draw 
against liberal commission. Send 
brief confidential resume to Box 
469, ADVERTISING AGE, 200 E. 
Illinois St., Chicago 11, Illinois. 


ADVT.-P. R. MANAGER 


Blue chip company seeking man 
with several years advt. and P_R. 
experience industrial-chemical 
field. Corporate level opening. 
Salary excellent and open de- 
pending on experience. Send 
duplicate resume to 


Pat Boyd 
Rushton Personnel 
121 S. Broad Street 

Phila. 7, Pa. 


Transformation of the man who 
entrusts his personnel problem to 


Meta, Nrer SPECIALIZED PERSONNEL SERVICE, INC. 


7 
Serving the MIDWEST for over 25 years. p PRONE: TOWER 12-6168" | 


Tees mara Ric Ss 

JF ADVERTISING 
1S YOUR BUSINESS 
PLACING 


YOU IS OURS! 


Melba Sen 


In order to serve you better... 


HOLDEN 
ADVERTISING 


has moved to a 
new location 


Yt based on part- 


P. ublishers 


Established rep- 
resentative in- 
vites publishers’ 
inquiries regard- 
ing coverage of 
Middle-West terri- 
tory. Since 1952. 


james k. millhouse 
PUBLISHERS’ REPRESENTATIVE 
5935 Montrose Avenue, Chicago 34, Ill. 


Avenue 2-3367 
3421 N. Central Ave., Chicago 34 


1229 WATIOWAL CITY BANK BLOG. | 
CLEVELAND 14, ONO : | 


HOME SWEET HOME 
for an 
INDUSTRIAL WRITER 


VanSant-Dugdale is the kind of 
10- million, 4-A agency that’s 
made for the industrial writer 
who wants to move up and 
spread out. We’re a general 
agency, so you get a crack at 
more diversified writing. Yet 
our industrials are some of our 
biggest accounts, so you’re in a 
good spot to score right from 
the start. 


if you're our man, you'll work on 
blue chips like Black & Decker, 
Davison, W. R. Grace, Koppers, 
Olin Mathieson, Pangborn, and 
others. You’ll work with ex- 
perienced Copy Supervisors 
and Art Directors who have 
given industrial advertising a 
new creative flair. And you'll 
enjoy a good starting salary, 
plenty of chance to advance, 
profit-sharing, retirement fund, 
life insurance—while working 
with people who know how to 
live, in a state that’s made for 
it. 


The open sesame? Evidence of 
real creative ability and prom- 
ise—3 to 5 years sound indus- 
trial experience, preferably 
with an agency—a good selling 
letter, including salary expec- 
tations, to: 


LARRY O'NEILL 
Vice President & Copy Chief 
VAN SANT, DUGDALE & CO., INC. 
15 E. Fayette St., Baltimore 3, Md. 


WANTED RIGHT NOW .. 


Advertising man who likes to pro- 
duce creative work — direct mail 
letters, circulars, and brochures that 
sizzle with salesmanship—advertise- 
ments, displays, sales films, etc., 
that set up sales. You must be an 
idea man and a doer, young enough 
to learn from _ criticism—mature 
enough to channel your talents to 
fit our success pattern. You must 
know enough about advertising pro- 
duction to work efficiently with art- 
ists, production and agency people 
at times, or handle all details and 
follow through yourself at other 
times. You'll work with other cre- 
ative ple keyed to a “deadline 
every / at the loop office of 
one of * e largest and fastest grow- 
ing industrial publishing firms in 
America. Future aa are 
bright indeed. Starting salary in the 

- range. 

Write to Box 466, Advertising Age 

200 E. Illinois St., Chicago 11, Il. 


ASST. TO DEPT. MGR. 
PUBLISHING 


We need ONE man to assist a busy 
executive in these four areas: 1) 
sales L-. yes , 2) administration, 
3) ic relations, and 4) sales 
ana = Prefer college graduate 
with about 5 years business back- 
ground. Experience must include 
successful copywriting. Good busi- 
ness appearance is important. Age 
27-35. 


Inquiries confidential. Send resume 
of education and experience. State 
salary required. Inquiries will be 
acknowledged. 
Box 27 R 920 ADVERTISING AGE 
4041 Mariton Ave. 
Los Angeles 8, Calif. 


DON HARRIS NEEDS: 


In this season of waiting for bonuses etc., 
Don fills most jobs from his files. If you'd 
like to move in early 1961 it's not too soon 
to register with him. He's working on 
some early-1961 jobs now. 

UNUSUAL COPYWRITER for UNUSUAL 
JOB. A close to ideal creative environment 
is looking for a writer who enjoys, takes 
pride in, writing copy that's fresh, alive, 
purposefully unusual. Not “‘far out’’, not 
merely smooth and professional. The pace 
here allows time to do your best work. 


o.ues'edetéeas baeeebeduen acy $19-21 M. 
LAST CALL: Art director who'd match 
the writer described above......$18-20 M. 


ADVERTISING SALES. Not space or time. 
Some agency experience. Advertising- 
materials division of big company. Heavy 
fringe benefits ees « $10-1249M. 


DON HARRIS, DIRECTOR 
Advertising and Marketing Division 


MONARCH PERSONNEL 
28 E. Jackson, Chicago, WA 2-9400 


| REDESIaNED— Topco Associates, Chi- 
|cago, is marketing its Food Club 
| line of cake mixes in six complete- 
ly redesigned cartons. The yellow 
cake carton is shown here. The car- 
tons are being introduced in Topco 
member chain stores coast-to- 
coast. 


National Advertising Moves 
Western District Office 

The western district office of Na- 
tional Advertising Co. has been 
transferred from San Carlos, Cal., 
to South San Francisco, with of- 
fices at 320 Shaw Rd. National, a 
subsidiary of Minnesota Mining & 
Mfg. Co., will continue to operate 
western branch offices in San Car- 
los, Vancouver, Wash., and Salt 
Lake City. Harold H. Wineburgh, 
former president of the Outdoor 
Advertising Assn. of Texas, has 
joined National Advertising Co. 
and will specialize in the recently 
developed shopping center network 
program. 


Fels Buys ‘Dangerous Robin’ 
Fels & Co., Philadelphia, has 
bought Ziv-United Artists’ “Case 
of the Dangerous Robin” for show- 
ing on WBAL-TV, Baltimore, and 
WXEX, Richmond, Va. The buy for 
the soap maker was made through 
Aitkin-Kynett Co. The series has 
now been sold in 181 markets. 


ADVERTISING 
DIRECTOR 


Immediate opening for right man 
with “National” account experi- 
ence on Science & Mechanics 
Magazine. Excellent advancement 
assured with rapidly expanding 
organization. Good salary depend- 
ent on experience & ability. 
In confidence send detailed resume. 
Address President 
Davis Publications Inc. 
527 Madison Ave., N.Y. 22, N.Y 

No phone calls please 


Unusual Offering 
FILM or PHOTO STUDIO SPACE 
For Rent 


Near North Side 
56 E. Superior St. 


8,325 Sq. Ft. 


e Ground Floor 


e Offices and 15 ft. Ceiling Studio 


Call Mr. Krueger 
BROWNE & STORCH, INC. 


919 N. Michigan Ave. 
Chicago II, Ill. 
Tel.: WHitehall 4-7373 


e@ Private Truck Entrance 
e Sprinklered 


MARKET 
RESEARCH 


MEDIUM SIZE CHICAGO ADVERTIS- 
ING AGENCY NEEDS YOUNG MAN 
WITH GOOD MATHEMATICAL BACK- 
GROUND FOR RESEARCH DEPART- 
MENT. SHOULD BE ABLE TO ASSUME 
RESPONSIBILITY WITH TRAINING. 
FAMILIARITY WITH NTI, NFI, MRCA 
HELPFUL. SHOULD BE COLLEGE 
GRADUATE PLUS AT LEAST ONE 
YEAR EXPERIENCE OR EQUIVALENT. 
PREFER SINGLE MAN UNDER 28. 
GIVE YOUR COMPLETE QUALIFICA- 
TIONS, INCLUDING SALARY, IN 
FIRST LETTER. SEND REPLIES TO 
Wayne Schott, 29th Floor, 20 N. 
Wacker. 


a 


USE WORKMAN’S 
MARKET- MEDIA 
DATA BANK More 
than a half-million IBM cards 
containing county level mag- 
azine, newspaper coverage 
and market dato provide in- 
formation fast—tailored to 
your needs, and of cost of 
tabviation ONLY 


NEW YORK 


To serve rou better...A new division of 
WORKMAN DIVERSIFIED ENTERPRISES, 


+ WORKMAN 


RESEARCH 


offers complete facilities and services with which to assist 
you at every stage of planning and executing complete, 
economical research projects and programs. 


DESIGN + SAMPLING + CODING 


* TABULATING + PRESENTATION 


At every step in MEDIA e MARKET ¢ PRODUCT research, 
there's a Workman man to help you. 


CHICAGO—WH 4-6255 


LOS ANGELES 
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Candidates with a strong prosperity plank 
woo the electorate via TV Guide 


The vote-getters above? A handful of the many shrewd strategists 
who have helped boost TV GuInpE advertising revenue 25% so far this 
year over the same period in 1959. They know that TV Gung, with the 
largest circulation in weekly magazine history, is clearly the people’s 
choice (and the Gardner depth study indicates why) .* 


And they believe that with TV Gutpe in their corner, their 
prosperity plank is significantly sturdier. 


Shouldn’t TV GupkE play a leading role in your campaign? 


*For your copy of ‘““‘TV Gutpe: A Srupy 1n Depts,” which details this important survey’s findings, 
call your local TV Gutpk office or write TV Gu1pE, National Advertising Department, Radnor, Pa. 


Best-selling weekly magazine in America 
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Advertising Age, November 7, 1960 


This Week in Washington... 


‘Speed Mail’ Climaxes Summerfield 
Era; Mechanized P.O. Still a Dream 


By Stanley E. Cohen 
Washington Editor 

WasHINncTON, Nov. 3—The dem- 
onstration of “speed mail” here 
this week symbolizes the progress 
that has been made under Post- 
master General Arthur Summer- 
field to prepare the postal service 
for a new era. 

“Speed mail” itself may still be 
several years away. But the will- 
ingness to make substantial in- 
vestments in new ideas and to 
draw on the most advanced knowl- 
edge of private industry is some- 
thing new in the Post Office; and it 
is a development which should be 
credited to Mr. Summerfield. 


= The Post Office is involved in a 
rear-guard action. Mail service 
has been buckling under an almost 
unimaginable burden that keeps 
mounting in the major postal cen- 
ters. Yet, for the most part it has 
been necessary to handle the load 
with roughly the same methods 
that were used in the early days 
of the republic. 

New equipment for handling 
bulk mail, new procedures for 
routing mail within the big metro- 
politan areas have been _ intro- 
duced. But in the face of the con- 
tinued increase in volume, it has 
been a struggle for the department 
to merely hold its own. 


a The Post Office is a big business 
enterprise, operating over 40,000 
branch offices, employing more 
than 500,000 persons, and grossing 
better than $3 billion. Yet, when 
Mr. Summerfield took over, its 
leaders were dedicated to the be- 
lief that mail could be moved only 
by human manpower, sorted by 
human hands and delivered by 
human feet. 

With the demonstration of 
“speed mail” and the recent dedi- 
eation of the “fully mechanized” 
postal center in Providence, Mr. 
Summerfield pinpoints how far the 
department has come. While the 
introduction of mail-handling ma- 
chinery is still in its early stages 
even in the busiest post offices, 
there no longer is resistance to his 
contention that the Post Office is 
ideally suited for man-saving tech- 
niques that are achieved with 
machinery. 


s Although there are political im- 
plications in the timing of these 
developments, they are—in fact—a 
“summing up” for the Postmaster 
General. Regardless of the out- 
come of the elections, he is ex- 
pected to relinquish his office in 
January. It will be up to his suc- 
cessor to lead the department into 
“the promised land.” 

“Speed mail” as it was demon- 
strated here this week will be a 
great blessing to the country if it 
can eventually be offered for pub- 
lic use. For the first time in his- 
tory, truly instantaneous trans- 
mission of messages over vast 
distances is achieved with such 
ease and in such numbers that the 
cost may be comparable with that 
of an ordinary air-mail letter. 


s Mr. Summerfield acknowledges 
that additional experience with the 
equipment will be necessary be- 
fore a service of this kind can be 
offered to the public. At least $3,- 
000,000 has already been invested 


in the developmental work by the} 


Post Office and by the chain of 
industrial organizations headed by 
International Telephone & Tele- 
graph which have participated in 
the experiment. 


The present equipment handles | 


one letter a second. Compared with 
ordinary facsimile or telegraph 


| change in the evolution of mail 
|handling equipment. Even the) 


this is a fantastic speed. But the 


Post Office handles 11 billion in- | 


tercity first class letters a year. If 
any substantial percentage of this 
traffic were diverted to “speed 
mail,” the Post Office could not 
handle the load even at speeds of 
one per second-—or 86,400 per 24 
hours per unit—without astronom- 
ic investments in equipment and 
in searce radio relay frequencies. 


= In addition to the technical 
problems, “speed mail’ will face 
some harsh political realities. Mr. 
Summerfield assumes it will in- 
volve a new class of mail, which 
will have to be authorized and 
“priced” by act of Congress. In the 
ensuing political struggle, there 
will be high stakes for those who 
have contributed to its develop- 
ment—ITT; American Telephone 
& Telegraph (which will provide 
the radio relays) ; Stromberg-Carl- 
son (which developed the scan- 
ning and receiving equipment); 
Pitney-Bowes (which invented the 
“speed mail” form, and the special 
equipment needed to open and 
reseal the letter-sheets in com- 
plete secrecy); Haloid-Xerox Inc. 
(which provides the printing pro- 
cedure at the receiving end); 
Baum Folder Co. (equipment for 
folding the message at the receiv- 
ing end); and Bell & Howell (en- 
velope inserter and sealer at the 
receiving end). On the other hand 
there will be equally high stakes 
for Western Union—and its em- 
ployes—which must find a way to 
live with “speed mail.” 


# While “speed mail” is still little 
more than a promise of something 
that can come, the fully mechan- 
ized post office which has been 
opened in Providence is an exam- 
ple of something that has been 
brought to fruition under Mr. 
Summerfield. 

When he became Postmaster 
General, the work-room of a post 
office in a large city was a maze 
of confusion. Mail was pushed in 
carts to the work stations. Clerks 
stood before the pigeonhole cases, 
as they had for decades, slipping 
the letters into the cubbyhole for 
a major destination, where it re- 
quired subsequent re-sorting to 
more precise addresses. 

In Providence, the new post of- 
fice is in reality a factory for 
working mail. All mail is moved 
from the platforms to the work 
stations and back to the platform 
by cart or conveyor. Pigeonholes 
are gone. Culling, facing, cancel- 
ing and sorting ordinarily is by 
machine. While the individual 
operator still handles roughly the 
same number of letters per minute 
that the clerk processed during the 
days of the hand sort, he sorts to 
300 destinations instead of the 
normal 63 to 77 for hand sorts. 
This reduces the need for many of | 
the sub-sorts which delay the} 
movement of mail, and require the 
employment of thousands of sort- 
ing clerks. 


s Some of the machines which are 
part of the fully mechanized Prov- 
idence post office are also avail- 
able in a few of the key mail cen- 
ters elsewhere in the country. But 
this is still a period of rapid 


equipment so proudly exhibited in 
Providence has already been sup-| 
erseded by newer developments of 
considerably greater capacity and 
promise. 

With so much still to come in the 
way of effective mail processing 


equipment, Mr. Summerfield has | 


not dared to “freeze” the Post Of- 


Quickit—Postmaster General Sum- 

merfield demonstrates the Post Of- 

fice Department’s new transmis- 
sion device. 


fice into a modernization program 
geared to today’s “know how.” 

Just over the horizon are the 
machines that will read typewrit- 
ten addresses and automatically 
code the envelope for processing 
to destination without the inter- 
vention of human eye or hand 
Still in the fertile minds of the 
Post Office’s energetic research 
unit and the core of private com- 
panies tied to the program are 
other ideas to simplify the unbe- 
lievably complicated problem of 
“culling” and “canceling” the first 
class mail. 


= The Post Office is dedicated to 
the goal of providing over-night 
delivery of first class mail between 
any two destinations in the coun- 
try. Officials are confident this will 
certainly be achievable for “speed 
mail.” But with post offices 


swamped as they are today, and | 
the mechanization of the key post- | 


al centers still several years off, 
this is a “target” rather than a 


realistic promise for ordinary first | 


class mail. 

Unless Mr. Summerfield’s suc- 
cessor has different ideas, the 
mechanization of the nation’s top 
200 postal centers will be spaced 
over a period of at least 10 years, 
with expenditures of roughly $40,- 
000,000 annually for mail process- 
ing equipment. 


# It’s a timetable that reflects re- 
luctance to over-invest at a time 
when the state of the art is still 
advancing. But manpower costs 
the Post Office many times the to- 
tal amount it intends to invest in 
machines. With deficits already 
running nearly $900,000,000 an- 
nually, and the department’s work- 
load continuing to increase, the 
next Postmaster General may find 
that the introduction of work-sav- 
ing machines—even the relatively 
unsophisticated models available 
now—cannot be spaced at such a 
leisurely pace. + 


North Names Dodge Exec VP, 
Head of N. Y. Office 


Bruce M. Dodge has been named 
exec vp of North Advertising, in 
charge of the agency’s New York 
office. Mr. Dodge was a founding 
officer of North 
when it began 
operations five 
years ago. Be- 
fore joining 
North, Mr. 
Dodge was a vp 
of Weiss & Gel- 
ler, in charge of 
radio-tv. He al- 
so has been 
with Kenyon & 
Eckhardt and 
the old Biow 
Co. 

North also has named Herbert H. 
Strauss radio-tv production man- 
ager in New York. Fogmerly with 


* 
Bruce M. Dodge 


|Ben Sackheim Inc. as commercial 


production director of program de- 
velopment, Mr. Strauss also has 
credits as a performer and com- 
poser. 


Anti-Kennedy TV 


(Continued from Page 3) 
weight thus Subject to this quali- 
fication by the viewer. 

“The net result,” Mr. Lasky 
declared, “is a potential misleading 


® of the public. Accordingly, it was 


concluded that it would not be in 
the public interest to broadcast 
them.” 


= Harold P. See, general manager 


4\of KRON-TV, told AA that “we 


accepted and are running just one 
of this series, because in our opin- 
ion this cartoon did not take a 
negative approach and did not 
tend to disparage either candi- 
date.” The one being shown by 
KRON-TV represents a_ cartoon 
version of Soviet Premier Khrush- 
chev. 

The entire series, had it been 
accepted, would have been shown 
in excess of 30 times by KRON- 
TV. Inasmuch as the spot accepted 
is being run for the entire sched- 
ule, in lieu of the other two, 
KRON will not lose time revenue. 

The other two cartoons in the 
series, according to Mr. See, “at- 
tempt to lampoon Sen. Kennedy. 
The first shows him as a buck- 
todthed character surrounded by 
money bags, and the second as a 
beatnik type who probably couldn’t 
care less about taxpayers’ money 
or governmental responsibility. 


| 


= “We flatly rejected these two,” 
Mr. See told AA, “not only on the 


Audio 


Master of Ceremonies: The fol- 
lowing editorial cartoon is spon- 
sored by the Northern California 
Nixon-Lodge Committee. 

Our next speaker needs no in- 
troduction. 

Mr. K, as Dictator-in-Chief of 
one of the major powers of the 
earth, who do you see as the next 
President of the United States? 

K: Well, I'll tell you one thing— 
| we can’t expect that Nixon and 
| Lodge of yours to buy our line. 
| Why, Nixon shook his finger at 
|}me in that kitchen of yours in our 
| world’s fair .. . me, the greatest 


| dictator since Ghengis Khan. You'd | 


| be apologized to when I get mad. 

| M.C.: Well, as Harry Truman 
|used to say, if you can’t stand the 
| heat stay out of the kitchen. 


| One thing we can count on: Vice | 


|President Richard Nixon—and 
|Ambassador Lodge, too—have 
|shown time and again that they 
|can take the heat. 

| Let’s elect a man for a man’s job. 
| Let’s vote for California’s Rich- 
ard Nixon for President. 

Tuttle Accounts to Walsh 

| George J. Walsh & Co., New 
York, has acquired all the accounts 


handled by Marguerite Tuttle Inc., | 


New York, which has specialized 
exclusively in camp and school ac- 
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Cartoon Rhubarb: 


KPIX Rejects All 3; KRON-TV Uses 1 


basis of KRON-TV continuity 
standards, but also because of our 
conviction that they were not in 
keeping with the dignity of a 
Presidential campaign or of either 
candidate.” 


= James Dorais, of Whitaker & 
Baxter, told ADVERTISING AGE, 
“These one-minute spots were con- 
ceived in the spirit of editorial car- 
toons, which for a century and 
more have been a familiar part of 
the American political scene, par- 
ticularly in Presidential campaigns. 
Although the cartoon technique has 
long been employed in newspapers, 
the spots were a ‘first’ for televi- 
sion. 

“The spots are running on all 
the television stations in the 
Northern California area, with the 
exception of one station which felt 
the animated cartoon technique, 
although acceptable for selling 
commercial products, was not 
proper for the dissemination of 
ideas, because of possible diffi- 
culties some viewers might have 
in evaluating the presentations,” 
Mr. Dorais said. 

“Our own feeling is that despite 
various surveys purporting to show 
a very low average mental age for 
television viewers, the public that 
advertisers seek to reach, whether 
by newspapers, television, or other 
media, should never be down- 


Here Are Two of the Three Controversial TV Ads 


| never find Nixon saying I ought to) 


graded as to either intelligence or 
sophistication,” he said. 


Audio 


Master of Ceremonies: The fol- 
lowing editorial cartoon is spon- 
sored by the Northern California 
Nixon-Lodge Committee. 

Our next speaker is Mr. Beatnik. 
Who is your choice for President, 
sir? 

Mr. Beatnik: Well man, if I can 
| drag myself to the polls, I'll vote 
|for that New Frontier kid. Why 
man, I dig that cradle-to-the-grave 
security bit . . . nothing to do but 
stay in your pad and listen to that 
ring-a-ding jazz all day while Un- 
cle Whiskers pays for the rent and 
| the wine. 

Cool, man, it’s the craziest! 
M.C.: But don’t you realize that 
‘all those New Frontier promises 
| would just cost you and everybody 
else a lot more money in withhold- 
| ing tax? 

Mr. Beatnik: Withholding tax? 
| Why man, you have to work to pay 
withholding tax, and only squares 
work! 

M.C.: Well, fellow squares, I 
| guess that means we've had it if 
| Mr. Beatnik’s candidate makes the 
| grade. 

But—we don’t have to be beat- 
niks. 
| Let’s elect a man who wants to 
| protect our paychecks from need- 
|less government spending. 

Let’s vote for California’s Rich- 
|ard Nixon for President. 


counts for the past 35 years. Miss | 


Tuttle has joined the Walsh agen- | 


cy as supervisor for the accounts. 
The school and camp advertising 
department of the Walsh agency 


will now service approximately 
150 accounts in the U.S. and 
Europe. 


Reed Joins Revell 

Dolly Reed has been named ad- 
vertising manager of Revell Inc., 
Venice, Cal., hobby kit manufac- 
turer. She formerly operated her 
own marketing consultant office, 
Wageman Associates. 
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a 5 sin ae a director | It's Tougher to 


and vp of J. M. Mathes Inc., New 
York, h si d. He joined th 
pie, & th Sebteanber i959, 7A aes Launch Products 
Lennen & Newell where he was) 
- 
Seminar Is Told 


senior vp. 
(Continued from Page 1) 
tle Inc., outlined new commercial 


JUST ASK FOR MARIE... 
Call WAbash 2-8655! 


Let Marie handle your complete | opportunities stemming from space 


mailings — including addresso- | technology. Lt. Gen. Gavin, former 
graphing, addressing, multigraph- chief of Army research and de- 
ing, fill-in on multigraphed Ie - |velopment, called the indirect ap- 
ters and planographing. plications of space technology 
Marie keeps your Mailing List (more important than the direct. 
up-to-date too and frees you from There are “people walking the 
I the detail work. streets today whose heartbeats, 
Direct Mail has been our business = yojces and blood vessels will be the 
js ag years. We ge ~ ae 4 results of findings made in the var- 
Says re Gees Servs, Go ious space programs,” he declared. 


ears. ond ¢ mad |On the industrial front, such things 


|as solar batteries and the ability to 
move molten metals hundreds of 
Dho Sno, Miles without converting them into 


ingots and remelting are directly 
431 S. Dearborn St. * Chicago 5, Illinois attributable to space programs, he 


What’s the combination 
that unlocks the rich 
Mid-South market? 


The Memphis Newspaper 
combination of 
The Commercial Appeal & 


Press-Scimitar! 


Top coverage yields top markets, and 
the Memphis trade area ranks among the 
top 15 markets in the Nation, population- 
wise. 

Check this: through the Memphis 
Newspaper combination you are tapping a 
market containing more than 2,500,000 peo- 
ple with an annual Consumer Spendable In- 
come of $2,917,353,000! 

Double-check this: be sure Memphis 
Newspapers are on your media list. 


Write For All The Memphis Facts 


TOTAL] «=$\"]eee oe The 


Memphis @ TENN Dominant 
Market a ae 
2,500,000 in the 
population Mid-South 


MISS 


COMMERCIAL APPEAL 


-PRESS-SCIMITAR| 


SCRIPPS HOWARD NEWSPAPERS 


said. 

Mr. Hartenbower, who is vp and 
general manager of the KCMO 
| broadcasting division of Meredith 
| Broadcasting Co., commented that 
| broadcast advertising has been 
subject to deep analysis in 1960, 
“and I would be less than frank if 
I were to predict that this un- 
| Pleasantness will all blow away in 
the next year. The signs are too 
|clear, the pattern is evident.” 


|@ He predicted that most broad- 
casters, in the months ahead, will 
|subject new product advertising 
|“to an extra long, hard look,” in 
the four areas mentioned earlier. 
“Razz-ma-tazz is okay, but hocus- 
pocus is out,” he declared. 

More and more of the code re- 
view board’s requests for changes 
will take place before the commer- 
cials go on the air, Mr. Harten- 
bower said. “We have learned . 
from experience that it is easier | GiftT—American Garden Inc., Upper 
_to edit beforehand than to produce | pnarby, Pa., is packaging its potted 
a $20,000 commercial that disgusts holly and peony plants in a special 
| the public, or, as someone has put {ft package. The carton is con 
jit, to pop the thing into the icebox 9g Pp ge. ay ¢ 
‘before it begins to smell up the | structed by Container Corp. of 


| joint.” America and the surface was de- 


signed by Dixon & Swanson, Phil- 
s Thomas S. Harrison, new prod- adelphia agency. 
ucts manager of Lehn & Fink 


Products Corp., said a manufac- | 5 avertised: to test their copy be- 


turer. ‘must take three important | fore marketing, because copy tests 


agli; ae ang under test market conditions are 
. i F P ‘| too expensive; and not to make 


1. He should.have definite, well- 
defined new products criteria. 

2. The products. should be de- 
monstrably different or better than 
those of his competition. 

3. He must have a well-planned 
test market operation. 

On the third point, the speaker 
listed eight factors common to 
many new product introductions. 
Among them: Test as few mer- 
chandising variables as possible; 
duplicate markets to verify re- 
sults; set up sales goals based on 
actual store audits, not other “usu- 
ally meaningless and often mis- 
leading” criteria. 


duction changes. 


s Phillip Small, chairman of the 
board of Parkview Drugs, told the 
new product hopefuls to “save 
your money,” if they were putting 
out me-too products and were not 
prepared to spend enough money 
on advertising, effective point of 
sale displays and education of 
drug store management “from the 
top down.” 

In the panel on preparing new 
products for introductions to buy- 
ing committees, one speaker, 
Thomas Patrick McMahon, who 
® Another speaker at this test heads his own public relations or- 
products panel, Henry Kastor ganization, decried the current 
Kahn, said, “One of the most costly | “nonsense” about buying commit- 
mistakes is not to have distribution | tees—“for example, the idea that 
achieved at least two weeks before | they’re new. They’re not. Frank 
advertising starts.” | Woolworth had buying committees 

Mr. Kahn, chairman of the board | in 1876. Manufacturers have had 
of Kastor, Hilton, remarked that | them since they started.” 
the cost of lost sales due to lack of | Mr. McMahon said, “A buying 
distribution is inestimable; if it | committee is simply a corporate 
| were, “manufacturers would make hydraulic brake on the enthusiasm 
every effort, including work on/@ salesman can exert on a single 
Saturdays, to gain distribution. |customer. And with hundreds of 
| “Some advertisers feel that ad-|Mme-too products and thousands of 
| vertising before complete distribu- ™e-too deals, they are necessary.” 
|tion is achieved is advisable, as it | 
|develops calls in numerous stores|# A food specialist, Mr. McMahon 
|for the item. My advice is not to| pointed out, “The food business 
do it, as you are merely paying for | isn’t national; it’s only the adver- 
advertising that is ineffective, and|tising that’s national.” Regional 
|you are increasing your test mar- and local factors are therefore of 
keting costs.” prime importance to supermarkets 
| He also urged manufacturers to | in evaluating possible new entries, 
|be sure the product performs as he said. # 


last minute, expensive media pro- | 
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Ford Reveals 
Long-Range Test 
of Media Uses 


(Continued from Page 1) 
pends upon people not knowing 
they are being subjected to test 
situations. 

It is understood, however, that 
one of the current tests concerning 
media effectiveness involves four 
sets of four markets each with one 
of four media (tv, radio, newspa- 
pers and outdoor) being blacked 
out in each set for a time. Money 
spent in the blacked-out medium 
is reportedly diverted to other 
media during the test period. 

Mr. Brown told ADVERTISING AGE 
that the various tests began about 
two years ago, but that at no time 
| does the testing involve more than 
“a very small part” of the total 
divisional ad budget. 


le “The basic procedure we em- 
| ploy,” he said, “is to select one or 
|more test markets, introduce the 
| media experiment, and then meas- 
|ure changes in awareness and at- 
titude on a pre and post basis, as 
|well as during the period of the 
| experiment.” 

| The media research program 
|encompasses Ford, Falcon, Thun- 
derbird, trucks, parts and used 
| vehicles; to date it has involved 
more than 100 markets for varying 
|lengths of time. 

| “We expect to add other cities in 
| 1961,” Mr. Brown said. 

One aspect of the research cre- 
| ated a stir among tv stations last 
| year. Ford blanked out a number 
|of markets for its “Star Time” 
| special on NBC-TV in October, but 
a lot of last minute shuffling took 
| place when some affiliates sched- 
uled to be blacked out protested to 
the network (AA, Oct. 5, ’59). 

Mr. Brown pointed out that the 
testing concerns only  factory- 
placed advertising (through 
J. Walter Thompson Co.) and that, 
| ideally, regional and local dealers 
are either unaware of the tests or 
|at least continue to do their “nor- 
/mal” amount of advertising. 


|= “Because the impact of an ad- 
|vertising medium is directly af- 
fected by the particular copy ap- 
proach used, we believe it will take 
a sustained research effort over a 
number of years before we can 
even begin to draw conclusions 
|about relative media effectiveness 
for specific purposes,” he said. 

“However, it is necessary to be- 
gin the accumulations of carefully 
recorded data under research con- 
ditions at some point in time if the 
necessary backlog of data is even 
to be obtained.” + 


TO SEE HOW 


IN THE OCTOBER 21ST 


*PREPARED BY WESLEY ASSOCIATES 


YOU ARE INVITED BY 


MEN’S WEAR MAGAZINE 


PURITAN MANUFACTURING CO. 
SELLS THE MEN'S WEAR RETAILER THROUGH 


A 28 PAGE ADVERTISING SECTION* 


ISSUE. 
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Beginning in this week’s issue of LIFE—a major 
new science series on what the IGY taught us. 

Three quarters of the earth’s surface lies beneath 
oceans and ice. And until recently, man knew almost 
nothing about this hidden region and little more 
about the sun and atmosphere. 

Then 30,000 scientists from 66 nations of the 
world joined in the International Geophysical Year. 
In 18 months, they vastly enlarged man’s knowledge 
about his physical world. 

LIFE’s science staff sifted through mountains of 
data—interviewed scientists—reduced their complex 
findings to laymen terms—and now presents “New 
Portrait Of Our Planet.” This series is filled with 
brilliant paintings, charts, fold-out maps. It uses 55 


color pages in all, 19 in the first instalment, to pre- 
sent visually such dramatic speculations as: 

What the great ocean floors would look like if 
all the water were drained off. 

Why the state of California may slowly be split- 
ting away from the U.S. 

Why another Ice Age may be on its way. 

How Hawaii rises and falls as much as four 
inches in a single day. 

Only LIFE has been able to take the IGY find- 
ings and make this great, unique achievement of 
mankind entertaining, exciting, and understandable 
for millions of interested readers. 

It is a series sure to take its place besides such 
memorable LIFE achievements as “The World We 


LIFE phote by William Vandivert 


Live In,” “The World’s Great Religions,” “The Won- 
ders of Life on Earth.” 

To advertisers, this newest series is another dem- 
onstration of why every issue of LIFE attracts and 
holds a quality market of 18,950,000 households. 

Campaign in LIFE and your product will get the 
votes. 
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